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OES YOUR SXAEES C CHX 
show that sinister: drop. JARDA 
Summer which implies slacking 

off in your efforts, or does it merely show 
the natural decrease due to market 
conditions ? к 


Broadcast Summer advertising may not be 
advisable, but there is a strong case for concen- 
tration in “Punch.” At a single cost you keep 
in touch with all the best readers of all the best Es 
. papers, for they are all “* Punch " readers too. o 
f 


' Besides the share you get of summer trade there 
is the big advantage of beginning Autumn with E d T 
a flying start well up the hill instead of finding К LS. 

— yourself near the bottom with practically no 
momentum. 


ROY V, SOMERVILLE 
Advertisement Manager “Punch” 
IO Bouverie Street 
London, E.C. 4. 
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North-East Lancashire 
possesses two chief es- 
sentials of the profitable 
home market: large 
populations and big 
wage-earning capacity of 
the workers. It is one 
of the mast. densely 
populated areas in the 
country, and the people 
earn more, family for 
family, than those cf any 
other part of the country. 


The "Northern Daily 
Telegraph” covers North- 
East Lancashire to the 
extent of ten to one 
compared with any other 
daily paper. 


Head Office 
BLACKBURN 


London Office 
85 FLEET ST., E.C. 
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The Canadian 

| Market for 

your Goods 
Here is а book which answers all the pre- 


iminary questions you would ask before 
placing your goods on the Canadian market. 
convenient, condensed compilation of - 
facts and statistics relating to Canada, its 
people, its products, its markets, its 
advertising mediums—350 pages of data 
classified, tabulated and dex ed for easy 


refereace. 


We know of no book published in the , 


British Empire which serves its purpose 
so well as 


LYDIATT'S 


| * What's What in Canadian 


Advertising " 
Published at $2: post free for 8/G 
from 
И “The Advertising World" 


SARDINIA HOUSE, 
KINGSWAY, W.C.2. 


AULAE ОЕТ ПИ 


In the above booklet we show the various screens 
used in the production of Half-Tone Blocks, with 
explanations on the best screen to use for the 
purpose for which the block is required. 


All users of Blocks should send 
for а copy of this interesting 
Booklet, It is FREE upon 
application to Head Office 


SKETCHES, PHOTOGRAPHS, HALF-TONE, 
LINE AND COLOUR BLOCKS PRODUCED 
FOR ALL PURPOSES. 


PRESS ETCHING CO., LTD. 


12 WINE OFFICE COURT, 
FLEET ST., LONDON, E.C. 
Telegrams : 


терисине 

| "" Collotype, London.’ 
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THE ADVERTISING WORLD 


WANTED ! 
BACK NUMBERS 


OF 


O^e Advertising 
World 


We particularly desire to 
obtain copies of the following 


issues of `“ The Advertising 
World " : 
JANUARY ... 1914 
JUNE ... is 1907 
SEPTEMBER... 1906 
JULY ... T 1906 
JUNE ... .. 1917 


If you have one or more 
copies of the above numbers, 
we shall be glad to purchase. 


We can Please you 
WithDESIGNS 
Drawingssblocks 


YOUR SKETCHES „МЧ ZI 
PHOTO B KS Half tone & 
Colour Line & Line Colour 


& 


Artists & Blockmakers 185% 


Warwick Works EALING 
LONDON -\/-5 
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LEADING ORGAN OF BRITISH ADVERTISING 
JULY, 


1917 


LUIS КАДАМ. IIS 


En Passant: 
Why Advertisers Must Carry on ... 


Public Service and Private Effort 


How Advertising  Standardises 


Quality 
Facing Matter v. Ordinary Positions 
The St. Louis Convention... wae 


Various and. Sundry : 


Lord Leverhulme at the Aldwych 


Club — 
Mr. Murray Allison at the St. Louis 
Convention ees wee wea 


Advertising in Verse—Messrs. Venn 


Advertising the Liberty Loar. in the 
United States ан све — 


Current Advertising 


Selling Entertainment (Theatrical Ad- 
vertising) T" | 


Advertising British Pianos 


Correspondence : 
Railway Advertising Displays 


Trade Discounts on Blocks РРА 
Railway Advertising in Ireland 
Overseas Advertising ... 


Professional Employment Bureau ... 


PAGE 


5 
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The '' A. W.'' Information Bureau ... 


Railway Transport—Debate at the 
Aldwych Club A 


In the Provinces m Е 
Messrs. Chas. Pool's New Offices ... 
Business Going Out 

Subscribers' Advertising isi 


“A.W.” Law Reports: 


Increase in The Daily Chronicle's 
Advertising Rates “ae is 


Substitution—An Hope Judg- 
ment T 


In Memoriam Advertisements 


National Advertising Society—First 
Election of Pensioners ... — 


Items of Interest one e ИЭР 


Mr. Chairman and Gentlemen : 


Aldwych Club—Mr. W. A. M. 
Goode on '' Printers' Ink in War 
Time '' iss "T эз 


Lord Leverhulme on ‘' The Six 
Hours Working Day '' 


The Sales Managers’ Association — 
Mr. F. К. Jones on '' Impressions 
of U.S.A. and Canada "’ € 


Company Meetings and Reports  ... 


Volume of Advertising а 
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* THE ADVERTISING WORLD" is published by the Proprietors. A.W. Limited. on or about the fourteenth 


day of each month. 


THE ANNUAL SUBSCRIPTION to " The Advertising World.”’ 


Possessions and 12s. to foreign countries; single copies will be sent for Is. 


LITERARY AND ARTISTIC CONTRIBUTIONS, whilst not solicited, will be carefully considered; but the 


Proprietors cannot 


оо postage, is 10s. to places in British 


held responsible for the safety of such contributions or guarantee their return in case of поп. 


acceptance. АП MSS.. Illustrations and Specimen Adverusements submitted should bear the name and address of 


the sender. 


ADVERTISEMENT RATES can be obtained upon application to the Manager. 


on the 30th of each month. 


FORMES CLOSE FOR PRESS 


SARDINIA HOUSE, KINGSWAY, LONDON, W.C. 


Registered Tel. Address: 
ADVERWARLD, HOLB. LONDON. 


'PHONE: 2269 HOLBORN Cables : 
ADVERWARLD, LONDON . 
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| THE ALL- BRITISH MOTOR SPIRIT 
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Which would you prefer? 


| 
HE old-fashioned magic lantern had to ** take a back 
seat" when the moving pictures arrived. Why? 
Because the movement of the cinematograph film created | 
a fascinating interest entirely absent from the fixed | 
lantern-slide. 


In the same way and for similar reasons moving posters 
have an enormously greater ** pulling è power. Movement | 
means life—vitality—interest. Your proposition | attracts 
and arrests attention if it is advertised by means of 


J. WEINER'5 
“VAN-AD ” POSTER SERVICE 


For terms and particulars apply: 


32 SHAFTESBURY AVENUE, LONDON, W. 


Telephone : 1128 Gerrard. Telegrams : “ Lithoprint, Piccy, London." | 
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R. HIGHAM invites correspondence with manufacturers 
who contemplate increasing their output to combat 
German competition after the War. He can show them 
how to secure increased turnover rapidly and economically. 
His address is IMPERIAL HousE, KINGSWAY, LONDON, W.C. 2. 


P о R T R A 1 т R Y H р G H С Е c I L 


EDITED BY SIDNEY ALLNUTT Щй; 


М PRINCIPAL CONTENTS || 
) ү Advertising the Liberty | 


NI War Loan—Selling 
| Entertainment — Adver- | 
М tising British Pianos— 


o 3j Club and Law Reports 
O Е 


- M we 4 


THE ONLY INDEPENDENT ADVERTISING TRADE PAPER PUBLISHED IN GREAT BRITAIN 


NO PRINTER, ADVERTISING AGENT, NEWSPAPER OR ENGRAVER HAS THE 
SMALLEST INTEREST IN ITS PROPRIETARY OR ANY VOICE IN ITS CONTROL 


WHY ADVERTISERS MUST CARRY ON 


EWHAT is the use of advising people to go on 
d advertising when they are not making enough 
money to pay for it ? ” asks a correspondent, 
who appears to be having a rather bad time 
just now. 

We do not advise anyone to go on adver- 
tising if he cannot afford to do so: that is, 
if his financial position is such as to compel 
him to the heaviest of heavy sacrifices. What 
we suggest is that no advertiser who has a goodwill vested in a 
branded commodity can afford not to advertise unless and until he 
is so situated financially that he must of necessity abandon his most 
valuable asset. He cannot afford to discontinue advertising simply 
because he is doing less business and has less spare capital than in 
ordinary times, and would fain go in out of the rain, so to put it, 
until the political weather clears. | 


À great many of us would like to go to sleep, dormouse fashion, 
until the dawn of peace-time ; if only we could pick up the threads 


| | v. JULY, 1917 
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of business and private life exactly where and as we laid them 
down. 


Unfortunately time goes on even when folk are asleep, and 
things of the most profound importance happen whether the people 
most affected by them are attending or not. 


The world will very speedily move clear away from anyone too 
careless or too weary to keep up with it; and it may be noted that 
passing events are urging the world to a headlong pace that only 
yesterday we should have found incredible. 


It may be a breathless and straining exercise to keep up with it 
at present, but one must needs do so or go out of the race altogether. 


The advertiser who does not keep in the running will be out of 
the running. That is the simple fact stated in the baldest terms. 
It should not be necessary to state it at all; but that not a few 
advertisers seem to imagine that a rest on the course will not seriously 
injure their chances of winning the race. 


To those advertisers who all unwillingly are compelled to in- 
activity by sheer financial disability we tender our warmest sympathy 
for the loss to which the fortune of war will probably have subjected 
them. We cannot tell them that it does not matter, any more than 
we could say that a soldier's disablement is something to be dis- 
missed without concern. 


Like so many other unfortunates they will have, if they are 
able, laboriously to rebuild when peace comes what the war has 
destroyed. 


Advertisers who are under no disability, but are only holding 
their hands now because they are afraid of strange conditions, 
because they have no vision for anything beyond immediate profit 
or because they hope somehow or another to come in at the finish 
without having run the course, are in another category. When they 
find, as assuredly they will, that they have themselves thrown away 
properties worth many thousands of pounds for the want of sufficient 
courage and prevision to spend a few hundreds their plight will 
deserve nothing more than the chorus of “I told you so” and 
" What did you expect ? " that it may be relied upon to receive. 


Everybody knows, or ought to know, that just as an advertising 
goodwill can be one of the most valuable things in commerce, so it is 
one of the most quickly destructible unless it receives constant, 
unremitting attention. Once obtained it can be maintained in a 
position unassailable by any enemy except neglect from within. 


If those whose interest lies in maintaining it cease to devote 
continuous effort to its preservation it can, however strong it may 
appear and however long it has been established, fall into utter ruin 
in a few short months. 


We have had some striking evidences of this in the past history 
of advertising, and shall be much surprised if the records of the 
immediate future do not furnish us with some notable examples to 
add to the list. 

That many advertisers, without being financially embarrassed, 
are yet so placed that it is a great present convenience to them to 
retain in hand the money usually spent upon advertising we can 
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readily understand. АП we suggest is that they should consider 
carefully how far it is worth while to purchase present convenience 
at the price of future prospects. 


And more than all we ask them to disabuse their minds of the 
idea that & lapsed goodwill can be renewed without difficulty or 
extraordinary expense. It cannot as a rule be renewed at all, but 
must be created afresh. 


TM SERVICE AND PRIVATE EFFORT 


mene 111% success of the Liberty War Loan is some- 

ee = thing on which American advertising men are 
fully entitled to plume themselves mightily. 
`` Without the aid of the advertising men we 
24 would never have pulled out," Mr. Robert W. 
299 Woolley, of the Treasury Department, has 
27 frankly admitted. 


Still more noteworthy is it that what was 
done by the American advertising fraternity 
was their own doing entirely. They had no material assistance 
from the State, for Congress was blind to the necessity of advertising 
the Loan and made no appropriation for it. 


It was the public spirit of advertisers and advertising men that 
supplied the labour and the money for which Congress made no 
provision. We salute them with respect and admiration. 


None the less we do not think that any national Government 
has the right to demand, either categorically by its action or implicitly 
by its neglect, such a service as this from any one section of the 
governed. То do so is to distribute the national burden in an utterly 
inequitable and indefensible manner. 


When certain special services or facilities are demanded from 
one class of workers or another in the national interest they should 
be paid for at a fair rate by the State; and the cost should be met 
by ordinary or particular taxation so that the willing are not over- 
driven and the “ slackers " do not escape. 

The Government pursues a pernicious policy which begs from the 
few as a gift what it is entitled to demand from all as a right. 


Because this or the other body of workers are so public-spirited 
that they readily respond to any appeal for patriotic service there 
is no reason why they should constantly be called upon to work 
without payment. If they are, it only means that a heavy super- 
tax is imposed upon them for being somewhat better citizens than 
the majority of their fellows. 


While we cannot but applaud American advertisers and adver- 
tising men for the splendidly disinterested manner in which they 
have made up for the shortcomings of the Government in connection 
with the Liberty Loan, we hope that they will not allow their action 
to be elevated into а precedent. 


It will be better for the American Government and the American 
people, as well as for themselves, if they make a resolute stand for the 
principle of equality of sacrifice whenever the State has to requisition 
private efforts and resources. 


оо 
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HOW ADVERTISING STANDARDISES 
QUALITY | 


НЕ effect of advertising in standardising the 
quality of branded commodities was well exem- 
3 plified by the refusal of the great firms of 
Guinness and Bass to allow the association of 
their world-famous names with the production 
ве LH oí the light beers forming an essential part of 
#2 pa Bay the Government's current liquor control scheme. 


For if each of the names of these two firms 
had not been made known all over the habitable 
globe as the mark and guarantee of certain kind and grade of drink- 
able they would be under no compulsion to adhere to the standard 
from which, as things are, they dare not depart. 


Whenever the economic position of modern advertising is 
assailed the importance of the function it performs in thus securing 
to the consumer readily obtainable goods of standard quality ought 
to be borne in mind. As a mere convenience the service rendered 
is not easily exaggerated, and it is also a most valuable protection. 
It even protects in a measure purchasers of unbranded and unadver- 
tised goods, for it compels the quality of these at least to approxi- 
mate to the known standard of their advertised equivalents. 


If there were no branded goods, or if they were not made 
widely known by advertising, consumers would be at a grave dis- 
advantage in estimating the value they received for their money. 
They would be at the mercy of fraudulent and unscrupulous traders, 
for it takes an expert to discriminate nicely between different grades 
of common commodities as they are sold. 


An advertised brand is an assurance of quality because the 
advertiser cannot afford to damage his own goodwill. The adver- 
tiser who tries to fob off upon the public an inferior article as one of 
superior quality must be a fool as well as a knave. And his folly 
will put him out of action even more quickly than his knavery. 

Did advertising render no greater public service than we have 
here indicated it would deserve much more consideration than it 
usually receives. 


"FACING MATTER" v. "ORDINARY 
POSITIONS " 


LETTER we have just received from a leading 
New Zealand advertiser contains some interest- 
ing observations on the relative values of “ next 
reading matter" and ''ordinary position ”’ 
Press advertisements. 

Our correspondent is of opinion that while 
" facing matter" positions are undoubtedly 
most useful ‘‘ for getting people interested in a 
first instance, for а line already well known, an 
announcement would be most effective among other advertising 
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matter, for there it would meet the view of the many people interested 
in the subject of the advertisement: that is to say, people who are 
gathering information as to which purchase will be best for them out 
of many of the same lines advertised. For this purpose," he con- 
tinues, ** it should be better if the readers of the advertisements were 
brought into an atmosphere where their thoughts would be cut off 
from news matter and centred on the subject advertised. For 
instance, where a large sum of money is asked for the line advertised, 
such as a high quality automobile, I think being ‘ next to news’ 
would be detrimental, rather than beneficial, that is, all other things 
being equal. А poorly constructed advertisement would be waste 
in either space. Isn't it the ‘reason why’ in the advertisement 
that will tell, not always the position of the space." 


There is unquestionably a considerable foundation for our corre- 
spondent’s contention. Newspaper readers already interested in a 
particular line of goods will probably give a collection of advertise- 
ments of such goods more attention than they will bestow on isolated 
examples. They will wish to make comparisons, and advertisements 
in juxtaposition will enable them to do so in the most convenient 
fashion. 


If Press advertisers were only, or chiefly, concerned with readers 
already interested in their propositions “ ordinary ” positions might 
easily prove in practice more valuable than those “ facing matter." 
But advertisers find it necessary to arrest the attention of people who, 
at the moment, are not in the least anxious to know anything about 
them or their goods; to make an impression upon the possible 
purchaser of the future as well as the intending purchaser of the 
present. 


For advertising conducted with this end in view '' facing matter ”’ 
positions must represent the better value. They can hardly be 
ignored altogether, as а bulk of advertising often is by readers of 
newspapers and other periodicals. It may be allowed that advertise- 
ments “mixed up" with editorial reading matter—especially 
" solus " advertisements—act as a violent irritant upon a number 
of people, and to that extent do more harm than good by thrusting 
themselves into the limelight ; but in the main the special publicity 
value of '' facing matter " announcements has proved itself to the 
full satisfaction of most advertisers. The ''facing matter ”’ adver- 
tisement is certainly not in every respect more effective than one in 
an “‘ordinary " position; but it can achieve with some precision 
results which by any other means could only be obtained very 
imperfectly, and on the whole the esteem in which it is generally held 
is well deserved. 


Its superiority is, however, becoming gradually lessened as the 
public in general grows more appreciative of advertising, and in- 
creasingly inclined to regard advertisements as a handy means of 
obtaining reliable information about all kinds of commodities. 


When advertising has won for itself that place in the public regard 
to which enthusiastic advertising men consider it entitled there will 
be nothing to choose between “ facing matter” and “ ordinary ”’ 
poda. Readers will turn to advertisements as flowers turn to 
the sun. 


© 
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THE ST. LOUIS CONVENTION 


HOUGH, owing to circumstances which need no 
explanation, not so largely attended as its two 
immediate predecessors, theSt. Louis Convention 
of the Associated Advertising Clubs of the World 
evidently marked an advance upon them in 
many particulars. It had a better considered 
programme and was characterised by а greater 
seriousness. This was all to the good, the latter 
especially, for though enthusiasm and high 

spirits may be excellent things in themselves their unregulated 

expression during a business convention is not altogether desirable. 
From a table of ** * High Spots’ of the Convention ” appearing 
in Selling and Advertising we may quote the following statistics :— 


Number of delegates registered (including St. Louis) 8,750 
Number registered (excluding St. Louis) .. 2,900 
Number of delegates and visitors together (estimated) 5,500 
Number of delegates registered at Chicago two 
years аро 4,000 
Number of delegates registered at Philadelphia s a 
year ago , 5,400 
Number of speeches delivered. . А i К 235 
Number of words spoken, approximately Es .. 1,040,000 
Number of departmentalsessions  .. d T 21 
Number of conference sessions ae Us sa 4 
Number of women registered—about T SA 675 
Total individual membership .. ad - Us 17,158 
Gain over 1916 . ee T oe is v 1,767 
Surplus in treasury ei и $122,588.36 


The advertising men of Great Britain were naturally unable to 
send a special delegation to the Convention; but they had an able 
representative there in Mr. J. Murray Allison, who described in a 
most interesting address what advertising has done for this country 
during wartime. 


WRITING IN The Saturday Evening Post on the pro-German pro- 
pagandist campaign in Spain, Mr. Will Irwin says that its directors 
* made no initial mistake," and adds, '* Perhaps this was because 
the visible head of the system had studied advertising and Press- 
agent methods in the United States.” 

Probably it was so; for there is no one else so well qualified by 
trained aptitudes and experience to handle such a campaign as an 
able advertising man. 

Since reeent events have emphasised so strongly the importance 
of organised effort to promote and preserve a national goodwill in 
foreign countries, we may hope, therefore, to find а new and most 
interesting field of action laid open to competent advertising men in 
the future. It is true that hitherto appointments to posts of a more 
or less similar nature to those indicated have been made rather on the 
social and political recommendations of applicants than on any con- 
sideration for their business ability and efficiency ; but we may 
reasonably suppose that the shocks of wartime have shattered the 
foundations of the old-time system of jobbery and nepotism. 
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VARIOUS AND SUNDRY 
ELA E 


“The world is so full of a number of things."—Robert Louis Stevenson. 


А Six-Hour Day— 
А feature worthy of note about the 
luncheon at the Connaught Rooms, at 
which Lord Leverhulme spoke, was the 
presence of three members of the 
Aldwych Club upon whom Birthday 
Honours had been bestowed—Lord 
Leverhulme, who received а peerage, 
Sir Thomas Dewar, who was made a 
baronet, and Sir Chas. Starmer, who 
was knighted. Lord Levcrhulme's ad- 
dress was of а thoughtful character, 
and revealed а very thorough study of 
the subjects on which he spoke—limi- 
tations of the hours of work and the 
relations of capital 
and labour. His plea 
for a shortened day's 
work for people en- 
gaged in dullroutine 
toil was earnest and 
effective, showing 
real sympathy with 
the workers, and on 
such a theme few 
men could speak 
with more authority. 
Striking, too, was 
his suggestion that 
the workers should 
attend classes till 
they were thirty 
years of age. Г rather 
wonder whether 
working men will 
care to remain “ at 
school " so long. 


M 


—But Not 
for Us! 


On the subject of 
the six-hour day 
Lord Leverhulme 
was careful to em- 
phasise the fact that 
it was the mono- 
tony of the work 

which so many men 

and women had to 
do that made it so 


tiring. Men, such as those whom he 
was addressing, might, he observed, 
often work far longer hours, but their 
occupations were varied and therefore 
not nearly so tiring. So I fear it will 
be some time before we see а jsix- 
hour day for advertising men, ; even 
in that new heaven and new earth 
which some people fancy the nation 
is going to enjoy in the happy days 
after the war. Perhaps when that 
day does come we shall have instead 
to work longer hours than еуег to 
pay the debts which we are now, so 
fast piling up. 


p m. Lr 
A POSTER DESIGN FOR THE ROYAL FREE 
HOSPITAL BY MISS NORAH NEILSON GRAY 
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TWO FIRST-CLASS PRESS ADVERTISEMENTS OF INSURANCE FROM CANADA 


“The Country's Charge " 

I have pleasure in reproducing an 
illustration of Miss Norah Neilson 
Gray’s picture, which is used by the 
Royal Free Hospital to help the appeal 
for their infant welfare section. The 
picture, so happy in its expression of 
maternal love, is very harmonious 
and restful in its tones. It was 
hung in the Royal Academy a few 
years ago, and when the hospital 
authorities wished to reproduce it, as 
so well embodying their aims, Messrs. 
Bibby, who had purchased the picture, 
very generously presented it to the 
hospital as an expression of their appre- 
ciation of the work done by the institu- 
tion. The hospital has not engaged in 
any large scheme of advertising, but 


Pn 
ҮЙ БАИН 
We zat 


и 


At 


used the poster lately in connection 
with Baby Week, under its title of 
“The Country's Charge," and it is 
also exhibited at entertainments and 
the like which are given on behalf 
of the work of this splendid charity. 
I only show the picture here, but in the 
poster it is surrounded by а little 
appropriate wording. 


M 

Goodwill by 
Advertising 

The Cabinet Maker recently had some 
very pertinent things to say on the 
importance of maintaining goodwill by 
advertising, in its comments on Mr. 
Wickham’s report on the trade of South 
Africa. To this "a reference is made 
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in the pages devoted to Overseas Adver- 
tising in another part of this issue. Our 
contemporary says : '* The short-sighted 
trader, seeing a chance of saving a pound 
or two here by stopping his advertise- 
ments and a pound or two there by 
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WAR POSTERS APPEALING TO THE FRENCH AND IRISH IN CANADA 


dropping his trade agencies, chuckles 
over the temporary economies he is 
effecting. What he fails to realise is 
that he is destroying his own trade 
machinery, that by.ceasing to advertise 
he is withdrawing himself from publie 
notice, and that when he comes to 
resume his own trade connections, his 
goods will have been forgotten in the 
trade, and he will have to begin from the 
bottom once again. Mr. Wickham has 
done British traders a service in remind- 
ing them that they cannot keep their 
trade without keeping also their trade 
machinery, and that in the export trade 
advertising in its largest sense is an indis- 
pensable factor. А study of American 
and German advertising systems will 
speedily convince any doubters on this 
point.” 


The St. Louis Convention 

I am glad that after all Great Britain 
was represented, and so worthily, at 
the Convention of the Associated Adver-. 
tising Clubs of the World, for it had 
seemed at one time as though this. 


COME WITH THE 


IRISH CANADIAN RANGERS 


OVERSEAS BATTALION 
MONTREAL 
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By Courtesy of ‘ The Poster." | 3 


could not be the case. For anyone to 
go out from this country was practically 
impossible, but happily Mr. Murray 
Allison was in the States, and attended 
the mecting, where he gave a very 
thoughtful address оп “ What Adver- 
tising has done for England." In it he 
showed how extremely helpful adver- 
tising had been in raising men for the 
war, either for fighting or for munitions, 
and how, too, a million women had been 
enlisted as workers to release men. 
Also Mr. Allison proved that it had been 
the means of sccuring vast sums of 
money. The speaker, whose position 
in England gave great weight to his 
words, was able to render real service 
to his country by presenting her case 
to our Allics on the other side of the 
Atlantic. 


C 
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Spies in Spain 

Mr. H. J. Greenwall, special corre- 
spondent of The Daily Express in 
Madrid, in a recent dispatch to that 
paper throws an interesting light on the 
German spy methods in Spain. Two 
incidents have special interest to adver- 
tising men. “ The chief of the German 
propagandists here," he says, “1$ the 
late head of the Berlitz schools in Spain 
and for four years the King's German 
master. He offered to give lessons to 
Spanish journalists in exchange for 
advertisements in the Spanish news- 
papers a long time before the war, and 
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thus got into touch with the leading 
papers. The rest was easy. 

" Other prominent German leaders 
here include the brothers Mannesmann, 
who represent the Deutsche Bank. 
They continue to advertise German 
firms in the Spanish papers, and, 
although unable to do business because 
of the British Fleet, they carry on clever 
propaganda by comparing German 
goods with German arms, which, they 
say, are always successful. 

* * Our pens are like our guns,’ they 
declare, * our buttons like our bullets— 
always the best.’ "' Тнотн. 


Two Examples from a Clever Series of Advertising Verses 


Nancy Carter’s Garters 
Sweet Nancy Carter of Bristol Town 
Was in love with a sailor named William 
Brown ! 

And the night before Bill went off to sca, 

He took his Nancy upon his knee ; 

And he said, “ Sweetheart, what will you 
do 

To show that your love is fond and 
true?” | 

She gave him a hug, she gave him a kiss, 

And she said, ** What I want, dear Bill, 
is this— 

Send me your Cap-Ribbon, lettered gay, 

And Ill wear it always while you're 
away !" 

Now Bill was pleased, as he well might 
be ; 

But he had an idea which you'll agree 

Was a little bit neater than other men's, 

For he sent his ribbons straight off to 
VENN'S, 

With a line to say what he wanted done ; 

Andthey entered thoroughly intothefun! 

So a day or two later there came for 
Nancy 

А neat little box that intrigucd her 
fancy : 

For when it was opened ! 
surprise! ... 

For there she bcheld, with laughing eyes, 

A pair of Garters, most daintily made 

From Bill's Cap-Ribbons! But I’m 
afraid 

She cannot have kept the secret well 

(Or else Bill didn’t). for truth to tell, 

The demand at VENN’S for these 


garters charming 


... What a 


Is really becoming quite alarming ! 

And some of these bold, bad, sailor-men 

Don’t order one pair, but as many as 
ten ! 

(Which is all to the good for the house 
of VENN!) 


eronica Violet Vernon Vose 
Was a dear little duck from her 
head to her toes ; 
And a sweet little wife, as you'll 
all agree, 
For Captain Valentine Vose, V.C. 


very day, for her heart was true, 
She sent him a scented billet 


Crammcd to the cover with love 
and kisses— 

А vivid abridgment of wedded 
blisses ! 


N ow Valentine understood, you sce, 
His little wife's love for lingerie, 
So, by way of return, he grabbed 
his pen, 
And wrote out a cheque for the 
house of VENN. 


N” day knickers and swect silk 
hose 

And camisoles came for Mrs. 
Vose; 

But the dinkiest duck was а 

dainty nightie... 

And Veronica cabled: 

Back to Blighty!” 


66 Соте 


July, 1917 


THE ADVERTISING WORLD 


15 


“ЫВЕКТУ LOAN" ADVERTISING 
ВАТИ 


The scheme that served as а model for the adver- 
tising of the American War Loan. 


CHICAGO DID more than its “ bit " 
in over-subscribing the Liberty Loan. 
It furnished a plan of advertising for 
the Loan which helped the Government 
when it could not help itself, because 
Congress did not make an appropriation 
to advertise in newspapers. 

However, the enterprise shown in 
facing the difficult situation was re- 
warded by official recognition, for 
Mr. William H. Rankin, vice-chairman 
of the National Advertising Advisory 
Board, received the following telegram 


from Mr. R. W. Woolley, Director of. 


Publicity for the Liberty Loan: 
“ Much of the credit for magnificent 
victory of Liberty Loan due to you and 
National Advertising Advisory Board 
of Associated Advertisers.” 
When Mr. James Simpson, 
of Messrs. Marshall Field & 
Company. selected Mr. Rankin 
as general chairman for the 
Red Cross membership cam- 
paign, he told Mr. Rankin he (> 
wanted 250,000 Red Cross 
members within four weeks. 
With only 300,000 members z 
in the entire United States * 
this looked like a big job, but № f 
Mr. Rankin knew he had the («. § 


pe 777 


rght product to sell, and 

with the great help given by a B 
Messrs. Walter D. Moody, Z- 
Charles H. Wacher, Wm. R. AL 

Moss and the Association of р —À 
Commerce and the Citizens! + 
Committee to do the work 4% 

the next problem was to 7 

" Wake up" Chicago. There # 

was no advertising appropria- # --=22 


tion, and it was decided that 
35 full pages, five each in thc 
seven English newspapers and 
& total of ten pages in the 
foreign language newspapers, 
would certainly * Wake up" 
Chicago. But who was to pay for the 
advertising ? 

The business men of Chicago! Mr. 
Rankin outlined a sales plan and as a 
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result 45 Chicago business men bought 
pages, first as a good advertisement 
for their houses; second, as a good 
advertisement. for Chicago; and third, 
the Red Cross got the benefit. The 
Western Advertising Agency Associa- 
tion and the Advertising Association of 
Chicago were addressed by Mr. Moody, 
and then in connection with the sales, 
representatives of the Chicago news- 
papers underwrote the campaign. The 
result was like magic. Chicago now 
has 300,000 members of the Red Cross— 
as against about 17,000 on May Ist. 

In St. Louis, Mr. Rankin was called 
upon to tell the story of the Chicago 
plan of newspaper advertising to the 
convention of the Associated Adverti- 
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sing Clubs of the World. "The result 
was that the delegates pledged them- 
selves to go back home and use the 
Chicago plan to advertise Liberty;Loan 
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and the Red Cross—527 full pages in 
newspapers were guaranteed. 

Mr. Harry W. Ford, of the Saxon Motor 
Company, Detroit, headed а committee 
that sold 60 pages to Detroit adver- 
tiscrs to make known the Liberty Loan, 
and the result was 100,000 individual 
subscriptions and over 
Liberty Loan Bonds sold. 

Necessity is the mother of invention, 
and the National Advertising Advisory 
Board, when their recommendation 


$40,000,000 


for paid advertising for the Liberty 
Loan was turned down because of lack 
of funds, seized the Chicago Red Cross 
plan of newspaper advertising, based 
on the idea that it reflects greater 
credit and is better advertising for 
the business houses thus to show 
their patriotism and use their stand- 
ing to promote either Red Cross or 
Liberty Loan Bonds, than to devote 
all the page to advertising their own 
product. 


THE NEW ENGLAND CAMPAIGN 


THE PUBLICITY Campaign m New 
England for the raising of the first 
great War Loan in the United States 
was a most interesting piece of work, 
being marked by enterprise and origin- 
ality and crowned with conspicuous 
success. 

At the outset it should be stated that 
the National Advertising Advisory 
Board had co-operated in many ways 
to help the Secretary of the Treasury, 
Mr. Wm. С. McAdoo, to market 
Liberty Bonds. Mr. McAdoo did his 
utmost to secure an appropriation of 
several million dollars to float the loan, 
but Congress did not make provision 
for advertising in the Bill that was 
passed to promote the sale of the 
bonds, and so the Publicity Committee 
of big advertising men in New England 
set to work to do their best on their 
own account. 

The first thing which the Committee 
had to realise in confronting the task 
before them was that they must dircet 
their appeal to the vast body of people 
who had heretofore never bought 
bonds and were ignorant of investment 
purchases and financial phraseology. 
This meant the development of an 
entirely new fieid. The plan of the 
campaign, thereforc, had to include the 
education as well as the development 
of the idea of patriotie support of the 
Government. It was forescen that the 
kind of advertising which had charactcr- 
ised financial offerings in the past would 
not be effective in this case, but that 
the issue of bonds would have to be 
merchandised to the general publie by 
methods which had been successfully 
followed in the case of many products. 

It was also forescen that the work 
of the Publicity Committee must knit 


itself into the work of the Distribution 
Committee and supplement and support 
the organisations of the various trade 
groups. 

As there were no funds available for 
a paid publicity campaign, the efforts 
of the Committee were directed to the 
securing of such publicity as could be 
had with no more cost than for the 
printed material. The sum of ten 
thousand dollars was, however, guaran- 
teed to the Committee by the Execu- 
tive Committee to cover the cost of 
posters and circulars, and for their 
distribution. 

At the outset an excellent poster was 
designed, and this was used as the 
basis of the poster publicity. As the 
New England Committee were first in 
the field with postcrs, the Chicago and 
San Francisco Comniittees adopted 
their ideas. 

The development of the campaign 
then proceeded along these general 
lincs :— 

А one-sheet cardboard poster was 
prepared to indicate places where 
subscriptions to the bonds were re- 
ceived, and cight thousand five hundred 
posters were furnished before the cam- 
paign closed. These were distributed 
with great care so that they would not 
fall into the hands of persons who 
were not authorised to aceept sub- 
scriptions. The samc idea was adopted 
for а half cardboard sheet poster, and 
fifty-five thousand of these were printed 
for use in store windows and in factories, 
being on cardboard to stand up or 
to put up on vehicles or in the open 
air; and eighty-one thousand posters, 
bearing the same text, were printed 
for pasting and hanging up. Ladies 
rendered valuable help. in organising 
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an automobile brigade of one hundred 
machines with crews of ladies who 
carried these posters throughout Metro- 
politan Boston and secured their display 
in store windows. This poster was 
also placed in six thousand three 
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UNCLE SAM'S APPEAL 


hundred publie telephone booths, and 
it received widespread distribution 
throughout the district, at least twenty 
thousand being placed in the passenger 
cars of the various steam railwavs in 
the district. 

The dashboards of electric cars were 
also utilised throughout the entire 
district, every traction company per- 
mitting the display of a poster, simple 
in its text but urgent in its appeal. 
Of these, fifteen thousand were distri- 
buted. This particular street саг poster 
was adopted in New York, Chicago and 
San Francisco. 

The National Publicity Committee 
also supplied many thousand posters 
to supplement the work of the group 
organisations in the factories, stores, 
etc., and to reach the people through 
the merchants and in the pay-roll 
envelopes of large corporations a 
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leaflet was prepared, which stated in 
simple, untechnical language what 
the bond was and the reasons why it 
should be purchased. This leaflet 
proved very effective. 

For instance, the bakers of Boston 
used four hundred thousand 
of them, placing one in each 
wrapped loaf of bread. Large 
quantities were also furnished 
to the higger retail merchants, 
who were requested to send 
them out in parcels of mer- 
chandise and in bills. 

Another very successful 
appeal was made by the use 
of the poem “ Take the Loan," 
written in 1861 by Edward 
Everctt Hale at the outbreak 
of the Civil War. This poem 
lent itself peculiarly well to 
the work of publicity in New. 
England, and five hundred 
thousand leaflets were printed 
with the verses on one side 


—— we — 9 


zcuc-uv— and a brief statement of the 

ЕЕ ЖС Тү тирке А | 

Ести от details of the loan on the 
was distributed 


through the women's organi- 
sation and the public schools, 
and was effective in develop- 
ing a patriotic sensc about 
the loan. Here again Chicago 
and New York followed the 
New England lead. 

In order to give a visual representa- 
tion of what the purchascr of a one 
hundred dollar bond would do, а Icaflet _ 
was prepared, showing how the one 
hundred dollars equipped а soldier. 
This leaflet contained a picture of а 
completely equipped soldier and a list 
of the cost of the various items of his 
equipment on the reverse side. Of 
these, thrce hundred thousand were 
printed. 

There wcre placed at the disposal of 
the Committee one hundred three- 
shcet poster stands by а patriotic 
national advertiser, and on these boards 
was put an effective poster. All of 
these boards were placed in neighbour- 
hoods where people of limited means 
resided, so that they were effective in 
bringing influence to bear on a class of 
people it was particularly desirable to 
reach. 
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The picture houses were used to dis- 
play one thousand lantern slides contain- 
ing a brief but forceful admonition to 
the people to buy the Liberty bonds. 

As, at the beginning of the campaign, 
there were, as stated, no funds to pay 
for newspaper publicity, the Committee 
gratefully accepted the proffer of adver- 
tising space regularly used in the 
Boston and suburban papers by bond 
dealers and bankers of Boston, who 
generously placed their space for a time 
at the disposal of the Committee. 
More than forty thousand lines of 
advertising, worth about thirteen thou- 
sand dollars had the Committee bcen 
obliged to pay for it, were thus utilised. 
It is noteworthy that these advertise- 
ments were all signed by the Liberty 
Loan Committee of New England, 
and no credit was asked by the fitms 
which gave the use of the space. 

A similar scheme was adopted out- 
side the Boston area, and seventy 
house organs aud twenty-five 
trade papers published in this 
district were furnished with 
page copy. In one factory 
which uscd this page copy in 
its shop paper more than 
ninetv per cent. of the ет- 
ployés subscribed to the loan. 

Full-page space in eight 
theatre programmes in Boston 
was given to the Committee, 
and in eight Boston theatres 
before-the-curtain addresses 
were provided by the Speakers’ 
Committee, publicity matter 
and application forms being 
distributed at the same time. 
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Literature in various foreign = 
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languages was also distributed 
in order to reach people nót 
speaking English, while in the 
matter of miscellaneous pub- 
icity the Committee secured 
the issuance of a communica- 
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to address communications to the 
various local organisations, requesting 
them to consider the investment of the 
liquid funds of the organisation in the 
bonds and to circularise their various 
memberships. In reply many letters 
were received indicating that large 
subscriptions were made by members 
of fraternal organisations. 

A similar step was taken in the case 
of the clubs in Boston, while on the day 
of the registration of all men subject 
to compulsory military service the 
chairmen of local committees were 
requested to secure publicity at the 
registration booths. | 

Retail merchants were requested to 
insert in all of their advertising a line 
urging the subscription. of Liberty 
bonds. This was responded to very 
generously, and in some instances large 
advertisers devoted the entire space in 
good-sized advertisements to announce- 
ments of the bonds. 
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tion by Governor McCall which EXCESS zum сас оз 


was read in all churches. The | 
Committee also requested the ` 
governors of the othcr New 
England States to issue a 
similar letter. 

Yet another publicity scheme was to 
send a letter to the chief secretary of 
each fraternal organisation, asking him 


CHICAGO INVITED TO HELP 


In accordance with the Committee’s 
requcst, many merchants made effective 
window displays, featuring the more 
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interesting facts about the Liberty 
bonds, and vet another scheme was to 
ask each bank of deposit in the New 
England States to расе in cach 
depositor'sstatement envelope a printed 
slip bearing the signature of the bank, 


The man who puts on a uniform 
and goes to take his place where 
the fighting is done is with the 
Government fer ай ke is worth 


When man has staked his life he 
can ко no farther in proving his 
loy ty. 


There are many of us who cannot offer 
eor уез m the эсгукс of our country 
Nevertheleu, we, too, can prove that we are 
with our Government and our Nation for all 
we are worth. 
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receiving the most gencrous support 
from the newspapers of Boston as well 
as all of the other cities in New England, 
and at least one thousand columns of 
publicity was given to the loan, the 
material for which had been largely 
furnished by this Committec. 

In order that the last week of 
the campaign should have plenty 
of enthusiasm, instructions were 
issued to each local chairman 
inviting him to renewed efforts. 
Some of these efforts consisted 
of a repetition of steps already 
taken, in order to stir up the 
| backward, but new *' hustling ” 
schemes were also introduced. 
For instance, each clergvman 
and priest was telephoned to 
asking him to support the loan 
Then each 


in various ways. 
newspaper was asked to run 
each day a box announcing the 
progress of the loan, and the 


You Take No Chance 
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UNCLE SAM AGAIN 


recommending the depositor’s invcst- 
ment in the Liberty Loan. 

The Committee also secured for the 
National Publicity Committee a number 
of statements from writers of note, 
consisting of from two to three hundred 
words, telling of the Liberty bond and 
of the need, in order to make it a success, 
of receiving subscriptions from all of 
the people. These were syndicated by 
the National Committee and sent out 
to each committee throughout the 
United States. 

The Committee were fortunate in 


owners of factories, etc., were 
asked to give certain signals on 
their fire whistles and bells 
which would mean “‘ Buy Liberty 
Bonds to-day." Bellringers 
were asked to ring *“‘ The Star 
Spangled Banner ? each hour оп 
one day, and the same day the 
children in the schools were 
urged to make small subscrip- 
tions on behalf of their parents, 
and addresses were given on the subject 
of the loan. Addresses were also given 
in factories, and employers were asked 
to help their maid-servants to sub- 
scribe. In the evening on next to the 
last day the church bells were rung as 
a reminder that the following day would 
be the last on which to subscribe and 
the offices receiving subscriptions were 
kept open till midnight, Оп the last 
day enthusiastic final efforts were 
made in every way, and events have 
shown how brilliantly successful these 
efforts were throughout, 


* During the eight months I have been away (on active service), THE ADVERTISING 
\Уовтл has been read regularly from cover to cover by myself and several other fellows 
in the camp who are interested.’ —F. HARRADENCE, Private, Shropshire Light 


Infantry. 
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CURRENT ADVERTISING 
АВИА В 


Being а Free Commentary on Recent Press Advertisements ; 
with Reproductions of Notable Examples. 


IT IS chiefly owing to department 
stores, military outfitters, vendors of 
branded tobaccos and cigarettes, and 
manufacturers variouslv connected with 
the motor industry that advertising in 
the leading dailies and weeklies con- 
tinues to make a brave show. 

But for the large amount of space 
occupied by them it would be very 
clearly apparent, in spite of smaller 
papers, how many of the active adver- 
tisers of ordinary times have now 
reduced their advertising to the smallest 
minimum, if they have not retired from 
operations in the field of publicity 
altogether for the time being. 

Many of these, no doubt, are abso- 
lutcly unable to go on spending money 
on advertising under conditions that 
either prevent them conducting business 
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ELFRIDGE'S ia eight sbort yeare ba» besome, ia so intimaste е 
эзме. an integral part of the family Ме ot meny thoueads of 


heme: іа ali pert» of the country, thet to-day it mey without 
exaggeration be called e National lastitution. 


k is more then a ‘Sore, by which we meen that из ideals extend far 
bevoed ths согоый buying and йе of morcbandicc. 

le іо бе breed-mieded policy governing these (тезе tha: is 
guspeadibte ter the мом growth of thie бем Болею ond the esbounéed 
confidence enended to и by the Public. 


Velum are closely soratialsed ond temad—er the Selfridge Standard of 


Opportmaiticn fer service ого sought lec end oben cotivipated, ter, what 
ever your weed, И іо Selfridge’s desire to offer you an imancdiate, iatelitgsnt, 
end. above off, courteous appreciation of your requirements. 


Whatever your Need -Go FIRST to 


SELFRIDGES 


эмей» à Cu let pte! wr, Lom, 94 


SOPHISTICATED SIMPLICITY 


at all, or only allow them to carry it 
on at a loss. The sacrifice they are 
called upon to make in the national 
interest is, in many cases, that of a 
valuable goodwill ; and they command 
our sympathy. 

Others have restricted or put a stop 
to their advertising operations for no 
other cause than that they cannot see 
the possibilitv of any immediate return 
from them, and that whatever courage 


.they at one time possessed has worn. 


Piccadilly Circus № the HUB of London. 
THE CENTRE Of ITS TRAFFIC. 
THE CENTRE OF 115 ои. 
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A. HAPPY INGENUITY 

thin as one month of wartime has been: 
added to another without any termina- 
tion of the long series appearing in 
sight. Those who have thus, from 
weariness and lack of foresight, allowed 
a goodwill to lapse will have much to. 
regret later on. 
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A MESSAGE ESPECIALLY DIRECTED TO LARGE 
RETAIL STORES AND MAIL ORDER FIRMS 


A Substitute 
for Catalogues 


N these days when fluctuating prices 
I changing stocks render it almost 

impossible to issue catalogues, the columns 
of “John Bull” can be advantageously used 
as a substitute. А million-and-a-half house- 
holders would read your message before 
prices had time to change, and the famous 
“John Bull” guarantee gives the reader the 
necessary confidence. 


Certain large stores who now advertise 
in “Jobn Bull" would be weil advised 
to gibe fuller particulars of their goods 
for the benefit of those of our readers 
who live away from London, so that 
these can place their orders by post. 


Philip Emanuel, Advt. Manager, Odhams Ltd., Long Acre, W.C.2 
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“Our Miss Giles.” 


A serviceable hat for far.n 
garden, sports or seaside wear 
Made эп fine quality felt. 
stitched all cver. Flexible 
and very durable, Мот: er 


es. s. 29/11 


DELIBERATELY BREAKING THE RULES 


They will have to pay a heavy re- 
entrance fee before they regain ‘their 
old status. The pounds they are saving 
now will prove, indeed, an expensive 
economy when the markct is restored 
to somcthing approaching a normal 
condition. 

The amount of courage and the degree 
: of imagination that will carry advertisers 
to success in ordinary surroundings are 
not suflicient to carry them through 
the exceptional strains and hazards 
of such an environment as now encloses 
us: andit is not to b» wondcred at that 
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Junior Sports Clothes 


—The sort that „real 
boys wear.” 


Most men who study comfort as well as style know 


Guarantee 


some have proved too faint-hearted to 


` carry on." 
What they need to understand is 
that there is less risk of loss in adopting 


a bold policy than a timid onc. To 
discontinue advertising a branded 
commoditv is 
not to ** mark 


time" but to 
** fall out.” 

A goodwill 
which it has 
taken vears of 
hard en- 
deavour to 
create can be 
destroved bv 
as many 
months of 
neglect. 

Just lately 
it is to be 
supposed that 
a considerable 
proportion of 
quiescent ad- 
vertisers have 
been drivento 
inaction bv 
the advent of 
the “slack 
season’ — 
that ancient 
superstition that has for so long afflicted 
many otherwise thoroughly common- 
sensible manufacturers and traders. 
For, while it is perfectly true that 
a numbcr of businesses are markedly 
seasonal in character, and that. 
others have periodic slack 
times as a matter of trade 
custom and convenience, there 
is little if апу foundation for 
the заса that the summer 
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The BRITISH LIGHTING & IGNITION Co. Lb. 


Papae. SICKERS, LIMITED 
204, TOTTENHAM COURT ROAD. LONDON, И.Т. 


A NEWCOMER 


the value. of STYLE-CRAFT wear. They will 
welcome the news that the same superior, casy, and 
reliable STY LE-CRAFT is now available for the boys. 
With it the STYLE-CRAFT GUARANTEE : 
If any STYLE-C.«AFT Garment fails to give satis- 
faction and wear, we replace it by another one FREE 
There ‘з economy in that. 
Look № the pocket for this binding Guarantee. 


SPORTS COATS (Boys), 12/6 to 21/- 
FLANNEL SHORTS (Grey), 3/6 to 7/6 


Sold by all high-class Tailors, Hosiers, and Outfitters. If any сину in obtaining 
STYLE-CRAFT, write to sole manufacturer? as below 


= Style Craft Juns.” 


Address Inquiries to Dept. Ф. 
BARKER & MOODY, LTD., Paddock Works, LEEDS. 


Agencies in Canade, Egypt, East Africa. South Africa, South America, and Norway. 
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holiday months represent a 
period when advertising is at 
its lowest level of productiv ity. 


The consumer is as full of 
wants and as accessible to the 
advertiser during this period 
as at any other. There is 
scarecly an article in general 
use that could not be to the 
full as effectively advertised 
during what is called the 
"dead " season as earlicr or 
later in the ycar. Indeed, as 
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“Lee up any copy of 
“The Christian” and look 
at the Donation List which 
appears each week. This list 
shows the indirect results of 


appeals made through its pages 


to its readers. 

These readers represent a sec- 
tion of the British Religious 
Community, which includes 
many of the oldest established 
Christian Families in the 
country. 

That these readers represent 
an extraordinary productive 
SECTION ís proved by the 
fact that in one year they sub- 
scribed nearly £20,000 to 
charity. This is undeniable 
evidence of the QUALITY 
of the circulation of “ The 
Christian.” Don’t omit “ The 
Christian " from your next 
campaign. 


Write for rates, etc., to 


“Сре 
CHRISTIAN 


12 PATERNOSTER 
BUILDINGS, 
LONDON, E.C. 
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We are keen on having only һомегу 
that will fit aod give the fullest satis- 
faction, and we see that we get it 
: lt is these features that make our 
i ^ extensive range of hose appeal to 
:  shoesellers in particular 


Shoe department can therefore 
have the fullest idence in handliog 
either our children's, ladies’ or gents 
: i ^ hose—the hose that's made to fit 
Я : All the newest shades in cashmere, 
: —— isle aod imitation silk 


и АА LILLEY & SKINNER. LTD. 
KING'S CROSS, LONDON, М.1 
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FROM A “ TRADE" PAPER 


it is, the ‘‘ dead season;" advertiser has 
peculiar advantages, for he has less 
competition to meet, and is able to 
appeal to a large proportion of people 
so unusually leisured that they are 
willing to study his announcements, and 
so devoid of business preoccupations 
that they are open to the impression 
he wishes to make upon them. 

A select band of advertisers have 
for a long time recognised this, and have 
unquestionably profited by it, as their 
continued addiction to summertime 
advertising abundantly proves. 

They have discovered that space is 
not always less valable because for a 
time it happens to be less in demand ; 
while it can be obtained at more than 
ordinarily favourable rates. 

Of our illustrations this month we 
have chosen several as excellent 
examples of effective display secured 
by very simple means. 

There could scarcely be a simpler 
arrangement of type, rules, lettering 
and illustration than that of the 
“ Selfridge ” advertisement reproduced. 
It is, however, unusually attractive and 
distinguished’ because its details are 
all good in themselves and because they 
are put togcther in the most straight- 
forward manner. It need not be sup- 
posed that the apparent simplicity of 
the display is unsophisticated. The 
illustration and the other elements of 
the composition are nicely calculated 
to live together in harmony. It is by 
no accident that the double-double 


= rules of the bordeT 
" are strengthened at 
the corners, or that 
within them so 
much of white mar- 
gin has been left 
and no more. The 
weight and charac- 
ter of the lettering 
and the spacing of 
the matter are like- 
wise of a considered 
and not of a fortui- 
pec i : tous character. 

The designer of 
the advertisement 
—devoted to em- 
phasising the fact 
that '' Selfridge’s "' 
has, in its way, 
become a “ national institution "—felt it 
necessary to be hoth dignified and dis- 
tinctive. Не has succceded in his апт 
without any adventitious aid by virtue 
of sound craftsmanship. Such mate- 
rials as he has used are .within the 
reach of almost any advertiser, and his 
announcement will serve as а good 
object-lesson in the use of them. 


of 
sterling 
worth ¢ 


value of Allinson Bread, 

as the ideal food and 
economiser lies in thë fact 
that it contains the whole of 
the Wheat and nothing but 
Wheat. 

The Food Controller no 
doubt recognises the sterling 
wort of unadulterated 
Wholemeal Bread, and has 
excluded it from his order 
compelling the admixture of 
other cereals with flour 
Allinson Wholemeal Bread 
is acknowledged to be the 
best bread for fully economising the Nation's 
wheat supply and raising the standard. of 
the health and stamina of the people. 


{ы exceptionally high 


SFE THE BAND 
ON EVERY LOAF 
Aien Wholemen] Flour 19 perfect 
for eli domestic cookery, ap! ia eid 
ta dagr of Jih, 7. А 14% 

by Allioses Dakara 


The Natural Food Со. 124. 


210 CAMBRIDGE ROAD, 
LONDON, E. 


GOOD MATTER. BUT POOR DISPLAY 


The advertisement of the Junior 
Army and Navy Stores is an arrange- 
ment of equally simple elements ; with 
the exception of the illustration, which 
is an unusually happy ingenuity. The 
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American Public 


If you wish to reach the American public— 
on either side of the Atlantic—you will find 


it useful to consult Spottiswoodes. 


Even during the war, our clients have en- 
trusted us with the entire conduct of important 
advertising campaigns in the United. States, as 


in Canada. 


We shall be glad to place our experience at 
your disposal. Principals or their accredited 
representatives are invited to write and arrange 
a preliminary interview, for which no charge 


is made. 


Spottiswoode 


Dixon & Hunting, Limited, 


Kingsway Hall, Kingsway, London, W.C.2. 
Managing Director ; Geo. J. Orange. 
"Phone: City 6375. Telegrams: * Inkling, Westcent, London.” 
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only adverse criticism to be passed 
upon the display is that its details arc 
a trifle too disconnected and scrappy ; 
that the whole is rather a collection 


than a construction. 


As it stands it is 


decidedly good, but it might be bettered. 

With regard to the matter we think 
that, the heading and illustration point- 
ing so emphatically to Piccadilly while 
the Stores are in Regent Strect— south- 
west Regent Street—it would have been 
wise to indicate the then precise situa- 


tion by means of a map + 
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EXCELLENT MATERIAL 


utterly commonplace and 
tive manner. 
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Let these famous 


men answer your 


| questions about 


SANATOGEN 


Will Sanatogen benefit my health? | 
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ш Ж eres fof Captus 9 Compine 
Mecbense (he 20-98 оао moventi у 
Ге there any better invigorator 
than Sanatogen ? 
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howing statue 
and stores in 
related posi- 
tions. 

An extreme 
of simplicity 
that is very 
far from 
being lack of 
knowledge is 


— shown in the 


advertise- 
ment of 
Messrs. J. & 
N. Philips & 
Co., Ltd. 


— Here the prin- 


cipal cause of 


а first-class 


| doubts 


*- 


e 
м 
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result has 
been a true 


- feeling for the 


just placing 
of the type- 
matter and 
illustration in 
the space 
occupied. 
Anvone who 
this 
should азсег- 
tain by ex- 
periment. how 
easy it would 
be to arrange 
the same ma- 
terial in an 
unattrac- 


The display gains much 


by the breaking of the border rules— 


a thoroughly 


sound 


idea 


in this 


instance, though the printer has carried 
it out rather clumsily. 
space is gained by thus sctting out 
the illustration to the border limits, 


Appreciable 
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and there is no constructive weakness 
caused by it, for when a border is broken 
in this way the impression conveyed is 
that it is carried on underncath some- 
thing imposed upon it. 

An effect of broken rules is also a 


prominent 


feature of 
the *Style- 
Craft" dis- 
play. It 
fails in 
some mea- 
sure be- 
cause the 
lettering is 
placed too 
low. The 
top of the 
lowest let- 
ter in the 
words 
"Style- 
Craft ” 
should 
have been 
at least as 
high as the 
rule that is 
broken. in 
order that 
the illusion 
of the 
carrving 
on of the 
rule be- 
neath them 
might be 
preserved. 
For the 
rest the 
advertise- 


it, fi = е5 
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А Бу усаг Бане 


self ? ” 


But we'll have an interval 


Yes. Practising. 
Do sit down 


for rest and refreshment now 
And do light up. I know you cant be happy 
for long without a Kenilworth 


Kenilworth: are the тои soothing 
and seductive cigarette imaginable 


In size, in shape, in weight, in flavour, and 
above all in quality Kenilworth Cigarettes are 
absolutely unchanged. To-day, as always, 
they are the type of perfection in Virginia 
They are as beautifully made 
and the only tobacco used is still 


Cigarettes. 
аз ever; 
that famous golden Virginia which experts 
have truly called “the tind of the century " 
in Cigarette tobaccos, 


ОРЕ GROS а CO, Lro. 
* 


Livusrosct во Locos 


SOUND"QUALITY " 
: ADVERTISING :: 


ment, though well-planned in general, 
is seriously marred by the hotch-potch 
of capital and lower-case tvpe in the 
body matter. Jf this should be simplified 
and unified an enormous improvement 
would be effected. 

The illustration in the “ B.L.I.C." 
display should have been set a trifle 
more beyond the right-hand side border 
for reasons which our foregoing obser- 


vations will make clear. 


The weakest 


part of the display, however, is the 


name-block. 


It is extremely ugly, and, 


beyond that, is far too fanciful and 
twirly to be in any way appropriate 
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FRICIAL War Reports 

are the same whether read 

in one newspaper or another. But 
when it comes to graphic illus: 
trations, descriptive articles and 
explanatory diagrams, the better 
class public turns instinctively to 


i a - A | 
Ң М * a. на | ^ | 
\ ^ М A 2 | i 
sim Ж Ж чы” Pe” | "au 2h Шаһ РВ uae 


WHICH HAS NO RIVALS 
AMONG WAR PAPERS 


[T5 new price, 7d., is indicative 
of the spending power of its 
readers. They have the money 
if you have the right kind of 
article to offer them. 


Advertisers should write for further 
information and rates to the 
Manager <Advertisement Depart: 
ment), 6 Great New Street, E.C. 
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in character to the commodity adver- 
tised. 

It is rather curious that in the 
advertisement of Messrs. Lilley & Skin- 
ner, Ltd., the fault of insufficiently 
" eovering" а broken rule should 
again be apparent. It is very obvious 
here how in consequence the 
break looks a real break and 
a structural weakness. In all 
other respects the display is 
a verv favourable specimen 
of its kind; and shows how 
easily dignity, distinction 
and refinement can be 
suggested by the simplest of 
means when they are used 
with understanding. 

" Sanatogen " under its 
new direction is being adver- 
tised with some vigour, but 
without а great deal of 
distinction. Most of the 
recent advertisements issued 
have been exceedingly com- 
monplace and uninteresting 
as displays, though the 
matter has usually been 
sound enough. We reproduce one of 
the best announcements we have lately 
seen. The appeal is a strong one, for 
when such testimonials as those con- 
tained in it are available no advertising 
matter more impressive can be con- 
trived. To illustrate the testimonials 
by portraits of their signatories is to 
give them added human interest as 
well as to add the pictorial to the 
written appeal. It can be done in a 
variety of ways, many of them more 
arresting and interesting than the 
method adopted in the display imme- 
diately under notice. 

We should very much like to sce the 
advertisers of “ Sanatogen " aiming at 
a far higher level of advertising quality 
than they have yet endeavoured to 
attain. That it would pay them to do 
so we have no doubt, and it would also do 
something to set a new and better stan- 
dard for a whole class of advertising that 
suffers greatly from rather mean ideals. 

The announcements of “ Kenil- 
worth " cigarettes continue one of the 
most attractive phenomena in the 
advertisement columns of better-class 
periodicals. Mr. Fred Pegram's illus- 


"SHOWING THE GOODS" 


trations are in every way admirable, 
and with the aid afforded to each of them 
by a few lines of text, give the adver- 
tiser's proposition а manner entirely 
its own—a quality of intimacy and an 
atmosphere of cosiness that are par- 
ticularly pleasing. 


SAFETY 
RAZOR 


| eae 
| CLE PATIOR A Fi 


OF ALL CUTLERS. STORES & ок vo» rate SY 
THE CLEMAK SAFETY RAZOR Со, 17 BILLITER ST LONDONSS 


TO DISADVANTAGE 


As a display the advertiscment of 
Allinson Bread, reproduced on page 
24, 1s neither distinctive nor attractive. 
It would, to our mind, be all the better 
for a complete revision both of its 
details and its general arrangement. 
The matter, however, contains a very 
strong argument in the statement that 
"the Food Controller no doubt recog- 
nises the sterling worth of unadul- 
terated wholemeal bread, and has 
excluded it from his order compelling 
the admixture of other cereals with 
flour." This would appeal with irre- 
sistible force to many who find the now 
common war bread an abomination, 
if enly they could be induced to rcad 
it, as they certainly will not be by a 
display which offers not the smallest 
lure to the wandering суе. 


It is often good policy for the adver- 
tiser to “ show the goods " pictoriallv, 
but it is never wise for him to present 
them in such an unpleasing manner as 
has bcen done by the advertisers of 
the “ Clemak "' safety razor in the dis- 
play reproduced. Clean, bright, sharp 
drawing was eminently called for in 
connection with such an article as this. 
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WINDSOR 


is to-day a name to conjure with. It is borne 
by the greatest Family in the land, to whom the 
homage of a world-wide Empire is gladly rendered. 


THE 


WINDSOR 


Vae EC ЕР ULL ar: se xay i, MS TE PME ее JT EAE t CAR — Zu cM 


in is own particular sphere enjoys a similar 
eminence. [t is essentially the Magazine of Home 
and Empire, and has the loyal support of a wide 
and ever-increasing circle of readers and advertisers. 


If you have not already placed your order for 
the October and succeeding issues NOW is the 
time to do so. 


Advertisement Manager, 
WINDSOR MAGAZINE, 
Warwick House, Salisbury Square, E.C.4. 


| Telephone :~ 
City 8650 (5 Lines). 
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SELLING ENTERTAINMENT 
EXITUS 


А few observations of the methods of modern advertisers 
of theatrical and other entertainments. 


"^ SHOWMEN,” OF all people in the 
world, ought to know how to advertise ; 
and when publicity of an extra-efficient 
character consisted of nothing more 
than drum-banging and trumpet-blow- 
ing of unapproachable violence, they 


CHARLFS B. € 
The STUPENDOUS WILLIAM FON Spectacle 


"A DAUGHTER 
crane /, 


MONDAY 
NEXT, 


"m E wá MAY 21st, 
THE PICTURE BEAUTIFUL Ж 


STOLL 
PiCTURE 
THEATRE 


(LONDON OPERA HOUSE), 
Kingsway 


Three Times Daily 
230 5.30. 515 


Superb Orchestra 
* { 
W'onderlul Score 


with ANNETTE 


, KELLERMANN 


were certainly 
advertisers. 
Nowadays, with few exceptions, they 


are hopelessly in the rear of advertising 
They have been astonishingly 


progress. 
slow to perccive that the methods by 
which a travelling circus 
presence felt in a rural centre are not 


necessarily those best suited to advertise 


a highly specialised entertainment to 
the very mixed population of a great 
city. 

In one respect only are our enter- 


taincrs as astutc as indefatigable in their 
advertising—to wit, in the advertising 
that is disguised as the “ Press notice." 
ingenuity that is 
expended by them in obtaining Press 
notices of the right kind and in sufficient 


The labour and 


in the first flight of 


makes its 


quantity shows that it is no innate 
incapacity that makes them such in- 
different performers when it comes to 
advertising of a morc open kind. 

Not improbably it is the comparative 
ease with which entertainers secure 
without payment a large amount of 
valuable publicity in the editorial 
columns of our journals and other 
periodicals that makes them less regard- 
ful than thev should be of filling with 
effect the space which they have to buy. 
It is certainly the сазе that a good many 
of them look upon their Press adver- 
tising expenditure rather as a recogni- 
tion of editorial favours received than 
as a direet means of obtaining publie 
favour. 

The most sure means of improving 
the advertising methods of entertainers 


APOLLO THEATRE. zzz 


Е SPY FLA 


AIAR 1" 


nme 


ИЛИМГЕ ШТ rp mags 


АЯ Иен зн 


SIDE THE LINES" 


Sip Bart and Most Succes 


would undoubtedly be to deprive them 
of the editorial support which, alone 
among traders, they cnjoy in such 
unstinted measure. They would then 
be compelled to give all their own 
advertising announcements the “ pull- 


—— — MÀ a — - - 
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HE speedy attainment and complete maintenance by ‘‘ Land 

and Water" of a position unparalleled in importance among 
the highest grade of weekly periodicals has been one of the - 
outstanding phenomena of war-time journalism. Аз a commen- 
tator upon current events it has come to possess a unique 
authority and influence. 


"Y AND AND WATER" 

appeals only to the class of 

readers whom the best advertisers 
wish to reach. 


"I ANDAND WATER " is not a picture-paper to be glanced 

at and laid aside. It is bought by interested readers who 
have not done with it until they have absorbed its contents 
from the first page to the last. 


As containing the most illuminating and trustworthy commen- 
tary of the great events of these amazing times it is retained for 
reference; and advertisements appearing in its columns have 
therefore a permanent value. 


Particulars and Rates from 


THE ADVERTISEMENT MANAGER, 


OLD SERJEANTS' INN, 
S CHANCERY LANE, W.C. 


Se aes eS ЕрЕВ 
E E паввавныневаннанянн 
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ing " power that only a small minority 


at present possess. 

In their '* Under the Clock” an- 
nouncements entertainment advertisers 
of necessity only displayed their general 
ignorance of advertising essentials in 
a negative manner. All they werc 
required to do was to provide matter 
for a directory item. 

Now that an increasing number of 
them are adventuring into the field of 
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advertising display it becomes much 
more apparent that, though they have 
begun to realise that modern adver- 
tising is capable of doing more than 
they had before suspected, they know 
very little of the means by which the suc- 
cessful advertisers 
of to-day achieve 
their golden results. 
For the Press ad- 
vertisement displays 
hitherto put out by 
advertisers of thc- 
atrieal and other 
entertainments arc 
mostly essays in the 
drum and trumpct 
manner, and ignore 
altogether the ar- 
moury of argument, 
explanation, sugges- 
tion, and persuasion 
which acute and un- 
derstanding “trade” 
advertisers have 
made so effective. 
Bv far the best en- 
tertainment advcr- 
tising done up to the 
present has been 
represented by pos- 
ters. It is casv to 
recall a long series of 
admirable posters 
issued to advertise 
stage plays; and O R 
the average level of Apollo 227 
achievement. in this 
field has for years 
past been improving. 
Probably their 
undeniable successes 
in this field have inclined entertainment 
advertisers to use Press space too much 
in the manner of space on the hoardings. 
A large number of their Press announce- 
ments have been no more than imma- 
ture posters or playbills. And cven so 


only 
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This picture, “А Cool Customer," on antique paper 15 in. bv то in., will be sent 


Picture Offer free to any smoker forwarding to address below a “De Reszke” box lid and 24. 


in stamps, mentioning Picture No. 48. 42 Miniature Pictures will be sent 


То “De Reszke” Smokers Нее on receipt of reply envelope, ready addressed and stamped (1d.). 
reproductions printed in co ours of the famous “De Reszke" Cigarette pictures. 


These are 


Address: J. Millhoff & Co. Ltd. (Dept. 70), 56, Piccadilly, London, W. 


E. LUCCHEST 


«f Cool Customer” 


The “De Reszke?” American 
is a /arge cigarette—but it 
is also recognised as the 
world’s dest ** Virginia" blend 


SOLD EVERYWHERE, 


or post free from J. Millhoff & Co., Ltd. (Dept. 70), 86, Piccadilly, 


London, W. 


DeReszke == Cicarettes 


34 


they have generally been poor things of 
their kind. The advertisers атс ap- 
parently not ready to perceive that it 
is as much worth while to use first-class 
illustration and carefully chosen letter- 
ing in a small newspaper advertisement 
as in a sixtecn-sheet poster. 

As a matter of demonstrable fact it 
is even more important ; for the Press 
advertisement invites a detailed exami- 
nation that the poster usually escapes. 

What. however, it is most essential 
that entertainment advertisers should 
realise is the difference between Press 
and poster publicity. Through the 
medium of the Press whoever has 
something to sell can 
“talk " to the people 
who may become 
purchasers. He can 
point in dctail, and 
in true salesman 
fashion, to the dis- 
tinctive merits of the 
goods he has to 
offer; he can clear 
up obscurities about 
them in the minds of 
newspaper readers; 
he can mect criti- 
cisms half way and 
combat prejudices. 
He can not only 
create a favourable 
impression for his 
proposition but can deepen and 
strengthen that impression by argu- 
ment and explanation until it issues as 
an active desire on the part of those 
addresscd to fall in with his sugges- 
tions. 

It is this power of creative salesman- 
ship in the printed word of the Press 
advertisement that "has made it the 
supremely powerful engine that it js 
recognised to be by all our most 
suecessful advertisers ; . апа whoever 
does not make usc of it shows a basic 
misunderstanding of the machinery 
employed. 

“General publicity " advertising— 
bare announcement— ш the Press is, of 
course, very far from being altogether 
useless. It can, if sound material is 
used, do as much as general publicity 
advertising anywhere else. But to use 
the Press for such advertising is to 
obtain the minimum instead of the 
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IS THE SPICE OF Lirc-(i2 
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TO LAUGH 


—jt is. essential in these drab 
times. Laughter is a tonic 
‘Doctors are busy! The best 
school for Laughter 
isthe.New Middlesex 
Theatre, Drury Lane. 
Go tonight and see 
the big success, 


MY SON} 
SAMMY 


You will feel fit for a 
higher group as а conse- 
quence. Every week a 
different production is 
staged at the NewMiddle. 
sex. All the best come 
here in tum, None other. 
That is why it is as 
well to book your seats 
in advance The New 
Middlesex is a beautiful 
theatre. The seating is 
luxurious The prices 
are the most moderate. 


in all London. 


————— 


ШИШИШИ 


М IDDLESEX 


G.40 DRURY LANE 9.0 
Smoking Permitted 
ally Licensed 


LEARN 
vol 


> 


as 
ied 


Sale me 


maximum result it 
can bring: it is to 
use a rifle asa club. 

Our own im- 
pression is that 
entertainment ad- 
vertisers would 
secure much better 
results if they were 
more disposed to 
employ the services 
of competent ad- 
vertising men. 
When display ad- 
vertising is in 
question the advice 
and assistance of 
even the most competent Press agent is 
apt to be insufficient. It is something 
as much outside his experience as it is 
outside that of the manager who 
employs him: and it can only be 
handled with full efficiency bv a highly 
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“comes into its own.’’ 


N just over two years " THE PASSING 
SHOW " has climbed to the first place in the 


estimation of advertisers. Here is the proof :— 


Reprinted from '' The Advertising World '' for June 1917. 


THE POPULAR WEEKLIES 


(DISPLAY AND CLASSIFIED—PAGES). Insets not included. 


Casscll's 


Week London T TR : Pc irson's Passin 
ending Opinion Tit-Bits | jii Weckly | John Вий Show. 
ee СЕМ | | 
April 26 9} 6 о 5} 6 | 6 11} 
May 3 91 7 | 54 61 | 7% 111 
10 101 61 6} 61 | 7} 11} 
17 10 63 51 64 | 53 111 
24 9 6 | 58 6 | 9 10} 
Total .. 483 33 28 32 | зе 54j 


No advertisement is inserted in "The Passing Show" at less than scale 
rates, and the genuineness of each one is ascertained before being inserted. 


ATURALLY we are pleased with this 
war-time achievement, and thank those 
advertisers who have helped to bring it about. 


Philip Emanuel 


T Advertisement Manager 
: No advertisement is inserted in “ ТЬе ODHAMS LIMITED 
: Passing Show" at less than scale 85-94 LONG АСКЕ 


= . LONDON, W.C. 
E rates, and the genuineness of each one New Telephone No.: 


:: is ascertained before being inserted. Gerrard 9870 (seven lines) 


LED 
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trained and practised advertising 
man. 

Advertising to-day is not merely a 
matter of happy thoughts and clever 
expedients : it is the precise application 
—which involves a great deal of tech- 
nical skill—of scientifically established 
principles to particular purposes. 

Each proposition in entertainment 
advertising is a problem by itself and 
in all details calls for a solution ofits 
own, though the fundamental laws 
which govern it remain unaltered. 

Consequently we do not propose here 
to suggest any hard-and-fast rules by 
which entertainment advertising prac- 
tice should abide. 

But this much may be said, as 
applying to nearly the whole of such 
advertising as we have been consider- 
ing: that it should evidence a truer 
apprehension of the most important 
function of Press publicity; that it 
should be marked by the use of a much 


PRAISE 


A TRIBUTE to the merits of advertise- 
ment writing from а very unexpected 
source lately came under our notice. 
It is contained in a book by Professor 
Henry Alexander, M.A., lecturer to the 
Glasgow Provincial Committee, en- 
titled “ Common Faults in Writing 
English." In his chapter on * * Arrange- 
ment of Ideas" he says: “It 15 not 
saying too much to advise the writer, 
if he wishes to seek inspiration for his 
literary style from the average news- 
paper, to turn his attention to the 
advertisement columns rather than to 
the leading article." After reading this 
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better grade of material—in illustra- 
tions, lettering, type, etc. : and that its 
elements should be assembled by more 
accomplished advertising craftsmen. 

Further, in our opinion, entertain- 
ment advertisers would do well to con- 
sider whether a comparatively limited 
number of fair-sized Press announce- 
ments would not make a more definite 
impression on the publie mind than а 
larger number of small ones. 

It cannot be questioncd that display 
Press advertising must be, in anv 
circumstances, of rapidly extending 
importance to entertainment adver- 
tisers, and that, with poster advertising 
restricted, itis exceptionally necessary to 
key it up to higher efficiency just now. 

There is really no reason why it 
should not be much better adapted than 
in most cases it is to fulfil its purpose. 
The printed word can be made as potent 
а factor in selling entertainment as it is 
in selling shoes or soap. 


INDEED! 


copy-writers may well pat each other 
on the back. They are not accustomed to 
see their work praised by college pundits. 

The recognition is the more welcome 
because it has so often been the custom 
to sneer at writers of '' puffs,’ as 
advertisements used to be called by 
those who did not know any better, 
and it is a recognition of the fact that 
advertising is playing a much more 
important part in the life of to-day 
than it did a few years ago. It is only 
fair to say that the writing of advertise- 
ments better deserves praise to-day 
than it did a few years ago. 
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The most fascimstine weekly review of the world's 
happenings in pithy news and graphic pictures. 
The favourite Sunday picture paper in Britain's 
homes. First planned and first favourite. 
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Pessimists ! 


ND it CHE to pass that we 
tumbled headlong into a 


crowd of them—advertising ex- 
perts, too! 


Our enthusiasm received a momentary 
check, and we said—* Is Advertising 


dead?” 


We were not long, however, in answering 
that query and recently— 


4 new clients in one 


= rr TN o — 


made us realize that the death struggle 
was really among the “experts,” not the 
advertisers, and that— 


Real service is the greatest need to-day. 


We are here to give it you. 


SIVITER SMITH SERVICE 


Siviter House, Ludgate Hill, Birmingham 
10, Lincoln’s Inn Fields, London, W.C.2. 
се С 
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The real Service Symbol. 
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ADVERTISING BRITISH PIANOS 
ELITS IUIUS 


Publicity for a Scheme to Recapture а Trade which had 
largely Drifted into German Hands 


MEETING TOGETHER under the 
title of the British Musie Convention, 
the members of the various trades in 
this country connected with the manu- 
facture and sale of musical instruments 
and the printing of music, held a con- 
ference on June 28th and 29th. Their 
object was to further a scheme for the 
recapture of the music trade which 
before the war had becn allowed to 
drift verv largely to Germany. The 
cause they have in view is onc which will 
warmly commend itself to every loyal 
Britisher, and we wish for it the fullest 
measure of success. 

Furthermore, we are very glad to sce 
that the members of the music trades 
in this country recognise the necd of 
securing publicity for the work in 
which they are engaged, and we believe 
we are right in saying that the Con- 
vention itsclf was very largely designed 
with this object in view. If that is so, 
we congratulate the promoters of the 
movement on their foresight, for in this 
work publicity will be of the very great- 
est value, and we hopc to see the scheme 
advertised very widely indeed, believing, 
as we do, that without such publicity 
it cannot be wholly successful. То the 
methods of so doing we make further 
reference later. 


A Great FIELD 


A few remarks may first be offered to 
show the importance of the task m 
which the musical instrument manufac- 
turers of this country are engaged, and 
the extent to which the Germans had 
securcd thc trade. 

Up to some fifty years ago the 
supplying of musical instruments for 
this country was almost entirely in 
British hands, and to take the case of 
the piano, it should be remembered 
that practically every notable improve- 
ment which had been effected in it was 
of British invention. 

Then the Germans set to work to 
capture the trade, and toiling with that 
extraordinary patience, thoroughness 


and pertinacity which is so character- 
istic of them, they gradually succeeded 
in getting the business of piano-making 
almost entirely into their own hands. 


GERMAN ENTERPRISE 


Twenty-five years ago they had well 
nigh succeeded, though a few firms in 
this country continued to produce very 
excellent instruments. At the outbreak 
of war the Germans were exporting to 
this country some 20,000 pianos a year, 
and the total value of their export of 
musical instruments of all kinds to all 
countrics was ahout £4,000,000 a year, 
somethinglike £500,000 worth of musical 
instruments being sent every vcar to 
Australia alone. In all honesty it must 
be admitted that many of these pianos 
—and the violins, too—were extremely 
fine instruments, while we fear that to a 
great extent the quality of the British in- 
strument had deteriorated, though there 
were exceptions, as we have Just stated. 

By every means in their power the 
Germans advertised their wares and 
the merits thereof, and they did not 
hesitate to depreciate the pianos made 
in this country. Few British mothers 
and their daughters realised that the 
mild-mannered, spectacled German pro- 
fessor of music who was to be found in 
the schools and homes of this country 
was really a commercial traveller for the 
German pianoforte-maker, sent to this 
country to praise the wares of Hunland 
and to diseredit the native-made article. 
When the advice of the German music 
teacher was sought as to the purchase 
of a piano, as it often was, of course he 
recommended а German instrument, 
and pocketed his commission. So as- 
siduous was the instilling of the poison 
that only German pianos werc any good 
that the British publie really came to 
believe it, and the British maker was 
singularly lethargic. scarccly attempting 
a counterblast by advertising and other 
means. 

Then came the war. which stopped the 
importation of German pianos and at 
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AMERICA EUROPE 


HE obvious alternative, if you 

have any difficulty over your 
advertisements in the Daily Press, is to 
send them to 


TH 


E 
relation Christian Herald — 
$800,000 


which 15 one о! the foremost of the weekly 


OP NI E. : Known 
Copies periodicals—foremost in circulation, foremost in 
responsiveness, foremost in results. Get the “C.H.” Paper for 
Weekly. on to your list for а series contract NOW, at the 
y strategical moment. The circulation is nearly Results. 


300,000 copies weekly, and assuming each copy 
is read by three or four persons, the advertisements 
come under the notice of 


OVER A MILLION READERS 


For Rates apply to 
The Advertisement Manager. 


"THE CHRISTIAN HERALD," 
ДЕ RIG A 6, Tudor Street, E.C. 


“The Advertisers’ Pocketbook.” ЗЛА ООВ ООО ООО nE 


THE INTERNATIONAL CORRESPON- 
DENCE SCHOOLS issue three small books, 
all of them very useful to those engaged in 
advertising and selling. The books are en- 
titled ^ The Advertisers’ Pocketbook,” ** The 
Window Dressers’ Pocketbook" and ‘ The 
Salesmen's Pocketbook." The price of each 
is 53., and though small they are packed with 
useful information very concisely expressed. 
To the beginner in the respective callings 
thev will be invaluable, and from them the 
veteran may learn something. The first 
of the trio naturally appeals most strongly 
tous and our readers. It is designed primarily 
for the retailer who has to do his own adver- 
tising, and the field covered is wide, dealing 
with such matters as the planning and writing 
of advertisements, choice of type—examples 
of which are given—copy and proof reading, 
advertisement display, and illustration, en- 
graving and printing, advertising media, 
noveltv advertising, planning campaigns, and 
billposting. 

We cordially commend “ The Advertisers’ 
Pocketbook ” to all retail advertisers, for we 
fan assure them that if they study carefully 
the advice it gives they will derive great help 
from it, and their advertising will yield them 
far better results. 


In the preparation of the book advice and | 
co-operation was offered by THE ADVER- | 
TISING WORLD. | 
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Established 1887 


e “Brighouse Echo” 
$ “Elland Echo” 
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Advertisers should not over- 
look the important districts of 
the West Riding of Yorkshire 
in which these papers circulate. 


The number and variety of 
industries always ensure good 
employment. 


No other medium reaches all 
classes so thoroughly as the 
" Echo." 


Any information required by 
advertisers interested will be 
gladly supplied by the Pub- 
lishers, Park Strect, Brighouse. 
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the same time led to a healthier tone in 
this country. It gave the British piano 
trade its chance, and to the credit of 
our countrymen they took the oppor- 
tunity. In fairness to our own makers 
it must be said that they had begun the 
fight before the war, and now they аге 
pushing ahead with British energy and 
thoroughness--that energyand thorough- 
ness which no nation can so well mani- 
fest as our own when once we are 
thoroughly aroused. 

The Government is giving assistance 
to the schemes which the pianoforte 
makers of this country have advanced, 
and scientists have been appointed to 
investigate the subject in its most 
abstruse aspects, so that thc technical 
questions may be thoroughly appre- 
ciated. 1+ 15, however, a matter too far 
removed from our field to go into the 
remedial measures being adopted. What 
we want to do here is to dwell on the 
publicity side of the campaign in which 
our musical instrument makers are 
engaged, because we believe they are 
alive to the importance of the subject. 


PUBLICITY CAMPAIGN WANTED 


Such campaign is badly needed, for 
the average Briton has been so per- 
meated with the idea of the superiority 
of the German piano that it will take a 
great deal of educating to teach him 
that the British piano is as good as the 
German and that the Britishers mean 
to make the very best instruments in 
the world. That they will succeed we 
have not the smallest doubt. 

Here, then, is а magnificent ficld for 
a collective scheme of advertising by the 
trade, acting as a whole. They have а 
splendid story to tell, a grand case to 
exploit, and with the present wave of 
enthusiasm for everything that is British 
and a hatred of all that is German, thc 
copy writer has a glorious opportunity. 
He could hardly want a better. Not 
only is it necessary to tell the story at 
home. but in the Dominions and India 
as well. The figures we have quoted as 
to the German pre-war trade with 


We always find your publication most 
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Australia tell their own tale. We 
earnestly commend such scheme of 
collective advertising to the keen and 
enterprising men who arc at the head 
of this movement. 


RAISING THE FUNDS 


The question may be asked—Where 
is the money to come from ? We think 
it may be found in this way. Devote to 
advertising a part of the funds proposed 
to be raised Бу the issuing of the 
suggested guarantees of standard of 
merit for pianos. The idea of issuing 
such a guarantee was put forward by 
Mr. Alexander Dow, and he recom- 
mended a charge of 2s. 6d. per 
piano for each label showing that the 
instrument was of standard merit. 
Many of those present at the mecting 
favoured the idea of such certificate, 
and if adopted generally a considerable 
revenue would be available, for Mr. Dow 
estimated that at least 50,000 pianos 
per year would be sent out with the 
** conditioning" badge. Propaganda 
was one of the courses to which Mr. 
Dow proposed to devote the money, 
and we think a very considerable pro- 
portion of the whole might well be 
allocated to such a cause. 

Highly skilled musicians, Декан 
to have onlv the very best instruments, 
will buy what they think to be such, 
whether they are made in England or 
Germany, and a special case will have 
to be presented to them, backed up by 
the fact that absolutely the very best 
can be bought of British make. The 
heads of our grcat firms realise that, and 
are determined to produce the best, not 
relving on protective tariffs to shield 
them from compctition. That is all to 
the good. 

Despite the very real difficulties in 
the way it is imperative ‘that steps 
should be taken at once to push on with 
the campaign. It will be too late when 
the war is over. We trust our musical 
Instrument makers will be broad- 
minded enough to realise the wisdom 
of acting together and acting at once. 


useful and interesting. Your Journal 


38 particularly interesting to a business man, as it is a high-class publication in which 


the efficiency and distinctive features are well maintained.—Messrs. 


SAMUEL & SONS, Ltd., London. 


BARNETT 
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MM. THE BRITISH ELECTRICAL BIN 
А PEDERATION LTD. ads 


> Ё ae | 


Paper Restrictions Prevent Circularizing 
Space in the Press is Hard to Book 


POSTERS ARE PROHIBITED 
B there is still one profitable method of publicity open to you. 


Get your advertisements on the trams and buses. There is 
nothing to equal the “ moving” appeal. Our trams and buses 


4 104,000.0 00° passengers a year 


In addition to that, your advertisement is read by thousands of passers-by. 
There is no method of publicity that gives а greater return for a small 
outlay. Write for particulars, etc., to-day. 
a PEACE, 
MENT MAN 


The BRITISH ELECT RICALE FEDERATION, Ltd. 1 Kirwan London, W.C.2 


An Excellent Group. 


SPACE SELLERS may be divided 
roughly into two groups—those who 
state their circulations and those who 
don’t. | 

It is a favourite argument with the 


former group that the members of пшн — cookie. 
the latter have circulations of which —-.--f FIVE YEARS OF 
they are ashamed, else they would state Ey ATI эдер z eh te d 
=. 8 . — > | NALISM tNABLES 
them. Perhaps this is going too far ; i Us TO PRODUCE A 
hut in any case, we must admire the VE PUBLICATION OI 
man who is not afraid to shout from the р ие RA 
. . B ` (LEAK : > 
housetops the number of copies issued JM “WOULD THAT THE 
week by week or month by month. “78 CHURCH OF ENGLAND 
E esdeve M "TT » Е » ! ,! 
One of the strongest protagonists of ERA OSEE. IE CASES 
. . . . . И Readers who pay Fivepence 
the circulation-disclosing section is Mr. "WE a week for a paper can 


afford to buy your goods. 


W. B. Robertson, of the Amalgamated =: И i E 
Press. He holds as the cardinal principle кй WE e TABLET f.s- 
of his business ereed that the man who V | 
pays the money is entitiea. to. know 
what he is getting for his money. Не is 
always ready and willing to sav what is 
the circulation of any or all of the eight 
periodicals in his charge, and he invites 
enquiries on the subject. 
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CORRESPONDENCE 


Comp LLLI THOU ILLU) 
Railway Advertising Displays. 


Editor, THE ADVERTISING WORLD. 


Sin,—I was much interested in the 
article on advertising on the railways 
in your June issue. Your observations 
suggested to me many reasons for the 
continued popularity of this form of 
advertising in spite of what I regard as 
its demerits and shortcomings. 

My attitude towards advertising is 
that of an interested member of the 
general public; and I cannot claim 
to possess any special knowledge cither 
of its principles or practice. None the 
less, since the success of advertising 
must depend upon how it is regarded Бу 
the publie at large, perhaps my vicws 
may be worth your consideration. 

If the opinions of railway travellers 
could be collected I think the fecling 
of the majority towards the advertising 
matter so freely displayed on station 
buildings and platforms would be found 
to be a mixture of interest and irritation, 


They approve these advertisements as 
giving a touch of livcliness and colour 
to an environment which without them 
would be dismal and deprcssing to the 
last degree; and they find much of 
interest and entertainment in them 
to beguile the tedium of “ waiting for a 
train.’ At the same time they are 
irritated by the manner in which 
advertisements are spread about every- 
where on station buildings without any 
regard to the general effect produecd ; 
which is usually one of disorder and 
dilapidation. They also strongly dis- 
like unduly violent or unnecessarily 
ugly advertisements being thrust upon 
their notice; for railway station ad- 
vertisements are, as you remarked, 
practically inescapable. 

Thus, as it seems to me, the value of 
railway publicity to. the advertiser 
must be in greater or less degree dis- 
counted by certain of its less attractive 
features which could easily be removed, 

Surely it would not be impossible 
to ensure that railway advertisements 
should all be of such standard sizcs as 
would permit orderly arrangement ; 
and that they should be arranged. with 


a due regard to the general appcarance 
of their surroundings ! 

It cannot do the railway companics 
any good to allow their station buildings 
to wear the appcarance of untidy 
hoardings; and it must be bad for 
advertisers to have their announcements 
appearing as part of a supremely un- 
attractive and haphazard conglomcera- 
tion of all kinds of displays. 

I cannot but believe that if the rail- 
way companies took the strong line 
of severely censoring all advertisements 
shown on their systems—with a view 
to climinating those that would in any 
way discredit the collection as а 
whole—and of confining them {о 
definite positions so as to remove the 
untidy effect of a scattered display, they 
would serve their own interests and 
those of their advertisers as well as 
that of the travelling public. 

It may be taken as certain that 
advertisers are {оо well aware of the 
valuc of railway advertising to cease 
taking advantage of its opportunities 
because they were not permitted to 
abuse them. 

I understand that in the U.S.A. 
advertisements are excluded from many 
of the more important railway stations 
on the ground that thev are a dis- 
figurement. They need not be; and 
I do not think the disappearance of 
advertisements from railway stations 
would be viewed by the majority of 
our own pcople other than with regret. 

Advertisements are friendly and com- 
panionable things and most railway 
stations would be lonesome abodes of 
gloom without them. But they can be 
made to appear at their best instcad 
of at their worst: and it is time that 
thev were controlled by a little more 
intelligence and а reasonable sense of 
the fitness of things. 

No doubt there are difficulties in the 
way of such improvements as I have 
suggested of which, as a layman, I am 
unaware. but difficulties are things to 
be overcome. | 

Yours faithfully, 
VIATOR. 
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Your Name Diff erently ! 


F there is no originality and distinction in your sign no one will 
notice it. We can give you a sign that cannot be overlooked, 
because it has a character all its own. 


You do not know how effective a sign can be made in advertising. We 
only know because we have made a special study of signology for years. 


Let us tell you what we have discovered and how ме can assist you. You 
are welcome to the information we can give you, and will not be asked 
to pay for it. 


| J. OLDHAM, 


with which is Incorporated GAWTHORP'S LTD., 
WOOD LETTER & INDICATOR MANUFACTURER, 
THE EFFECTIVE SIGN WORKS, 
Foot of YORK ROAD, LEEDS, E. 
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SLAUGHTER & COMPANY 


2 ST. ANDREW SQUARE, EDINBURGH 
(And at GLASGOW). 


Telegraphic Address: “ SLAUGHTER, EDINBURGH.” 
Telephone №. : 1710 CENTRAL. 


PRINCIPAL RAILWAY ADVERTISING 
CONTRACTORS IN SCOTLAND. 


SPECIALISTS IN ROADSIDE SITES. 


A few of our Clients for this form of publicity are :— 


ANGLO-AMERICAN OIL CO., LTD. 
DUNLOP MOTOR TYRES. 
HALLITE MOTOR JOINTING. 
NORTH BRITISH RUBBER CO., LTD. 
RALEIGH CYCLES. 
SHELL MARKETING CO., LTD., Etc., Etc. 
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AILWAY ADVERTISING creates and 

sustains demand by Keeping your pro- 
position or product perpetually before a huge 
public. The Rail-Ad has great cumulative 
value, for by reiteration it hammers its 
message home. 


Consider the effect Rail-Ads have had on 
you from your childhood days—the impres- 
sion of stability you got from those trusty 
ads which still cheerfully do 24 hours’ duty 
every day of the year. 


There are some good positions available to- 
day—write for details and terms. 


W.H.SMITHG SON 


Railway Advertising Department, 


55 Fetter Lane, London, E.C.4 


Telephone: Holborn 3120. 
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RAILWAY ADVERTIS- 
ING IN IRELAND 


REACHING 'ArLL-IRELAND " THROUGH 
ITS CIRCUIT or RAILWAY ADVERTISING 
STATIONS. 


(By our Dublin Correspondent.) 


AN INVESTIGATION of the distinctive 
features which characterise railway 
station publicity throughout Ireland 
reveals a plethora of valuable material 
well worth a place in the reference 
cabinets of British and Colonial manu- 
facturing firms, commercial houses, 
advertising agents, and all who desire 
to “get at” the heart of Ireland for 
merchandising purposes. This does not 
mean that to advertise on Irish rail- 
ways is a new way of opening the 
portals of some hitherto unknown 
commercial Eldorado ; on the contrary, 
it is a phase of publicity work in Ireland 
thoroughly well tried and systematic- 
ally maintained by many of the 
great national advertisers of the past 
two decades—with admittedly good 
results. 

The three great railway chains of 
Ireland (covering practically the four 
Provinces) are the Great Southern and 
Western (total mileage, 1,130), Dublin 
to Cork; the Great Northern (total 
mileage, 616), Dublin to Belfast : and 
the Midland Great Western (total 
mileage, 538). Dublin to Galway, etc. 
Theterritory included in the Dublin and 
South-Eastern Railway (total mileage. 
157), 15 expressed in its name, and the 
only remaining long-distance system 
is that of the Midland Railway (Northern 
Counties Committee), comprising a 
mileage of 263. There are in addition 
twenty other companies and fourteen 
light railways. Over 3,500 miles of 
railway are now being worked through- 
out the country, and the latest official 
return indicates that the Irish svstems 
carry over 30,000,000 passengers per 
annum. 

There are over 800 stations comprised 
in the four provincial divisions of the 
country, and here an important feature 
emerges in connection with апу pro- 
jected advertising scheme. It will be 
noticed that the average number of 
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stations per 100 miles of railway is 
comparatively low, and this considera- 
tion should be weighed where а 
moderate but adequate system of 
distribution of advertising material 
is in contemplation. 

Throughout Ireland the vast majority 
of its stations are kept in a clean, 
bright, and comfortable condition, and 
as it is still a '* good old Irish custom "' 
to linger round about the railway 
station, a wide measure of publicity is 
gained by advertisements in its im- 
mediate precincts. 

The arrangement and general group- 
ing of railway advertisement displays 
in all the chief Irish termini are calcu- 
lated to ensure a proper focus for the 
observer, whether he be “ waiting,” 
" arriving," or “ departing." In many 
leading centres some excellent examples 
of painted signs in multi-colours are 
exhibited, and the standard of main- 
tenance for all forms of display is 
commendably high. 

The growing popularity of Irish 
holiday resorts is a powerful argument 
for railway advertising in the country, 
and if a special arca may be cited to 
illustrate the point, one has but to 
view the crowds of residents апа 
visitors who flock to the “ holiday " 
stations along the northern and southern 
shores of Dublin Bay for * the season,” 
of at least five months each year. Here, 
indeed, is cheap publicity. 

An especially notable point, about 
the “ quality " of Ireland’s travellers 
by rail, is that the country enjoys a 
higher proportion of first-class passen- 
gers than is found on analysis of 
the British railway systems. There 
would seem to be both “quality and 
quantity" in Ireland, in so far as 
the railway advertising proposition is 
concerned. 

The fidelity of so many of Britain's 
most powerful industrial firms to this 
mode of publicity in Ircland is a 
definite tribute to its worth, and when 
one surveys the commercial outlook 
in Ireland—even through the existing 
hazy horizon--it is reasonable to con- 
clude that the railways of the country 
(the arteries leading to and from “ the 
bigger markets ") will play an increas- 
ingly important part in its industrial 
development. L. C. B. 
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NOTWITHSTANDING 


SINN FEINERS 


IT IS SAFE TO TRAVEL 
IN TRELAND AND 
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IRISH FARMERS 
Are PROSPERING 


and have greater spending 
power than ever before. 
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reaches the best farmers 
throughout Ireland. Itis 
the pre-eminent agri- 
cultural journal of the 
country with the largest 
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copy and advertisement 
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“Trade” 


Editor, THE ADVERTISING WORLD. 

Srg,—From your current number I 
am glad to see that the Process En- 
gravers’ Federation recognise that there 
are points in their recently introduced 
scale of charges to which users of blocks 
may fairly take exception. One of 
these, viz., the question of grouping of 
line work, they have now adjusted, 
but have left untouched the far more 
important question of allowing a reason- 
able trade discount to studios, adver- 
tising agents and similar houses, which 
act as factors of blocks. 

To anyone with practical experience 
in handling process and line blocks it is 
obvious that the work connected with 
handling the order, placing it with an 
engraving house, making out orders. 
checking finished work, invoicing, not 
to mention probably giving several 
months! credit, cannot be done on a 
10% trade discount. 

Ап interesting instance has just come 
to my notice. My own firm the other 
day had an enquiry from a regular 
client, who places the whole of his 


Baby Week in the Provinces. 


SEVERAL OF the Northern and Midland 
pap2rs made a strong feature of Baby Week, 
both in their advertising and editorial columns : 
indeed, they gave the subject more attention 
from an advertising point of view than did the 
London press, perhaps because the pressure on 
their space was less severe. Аз mentioned in 
his notes bv our Birmingham correspondent, the 


Discounts on Blocks 


illustrating work with us, for the making 
of about 120 process blocks. My firm 
are in business to make profit for them- 
selves and not from a sense of philan- 
thropy to the process engraving or any 
other trade, and contend the 10% 
discount is not a working profit on such 
work. It will probably interest some 
of the members of the Engravers’ 
Federation to know that in this instance 
the order for the process blocks has not 
been placed at all, but another means 
of reproduction employed, so that in 
this one instance, at any rate, the 
engravers have certainly not gained 
anything by refusing to allow the 
legitimate middleman a rate of dis- 
count sufficient to mect his perfectly 
rcasonable demands. 

Engravers should not forget that 


not a few of the commercial photo- . 


graphers, art studios, service and adver- 
tising agents have somcthing to do with 
the deciding of what illustrations are 
used and what processes are employed. 
— Yours truly, 

STUDIO. 


advertisers in that city took a good deal of 
space to advertise all sorts of things required 
by babies, and The Northern Echo, Darlington, 
was another paper that made a big display. 
The Accrington Observer and Times on July 7th 
devoted а page to National Baby Weck, the 
four outside columns being taken by adver- 


tisers while the three inside columns were: 


occupied by editorial matter dealing with the 
care of children. ` 


classes. Its distinctive 


THE 
SUNDAY CHRONICLE 


is the Sunday newspaper for the leisure hours of 
the thoughtful sections of the upper and - middle 


tone render it a valuable medium for advertisers. 


character and literary 
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premises at | 


Note New Address and 'Phone Numbers. 


CHARLES POOL & CO.,LTD. 


FLEET STREET 
E.C.4 TALONES i ^ Adv City 1473-4 


LONDON, 


180-181 


Fashion Monthlies. 


OF THE fashion monthlies, perhaps 
none is more deserving of notice than 
Fashions for All, published by the 
Amalgamated Press, and under the 
advertisement-manager charge of Mr. 
W. B. Robertson, the Fleetway House, 
London, E.C. 

The normal price of the paper is 
threepence monthly. Although a few 
months ago the price was increased to 
fourpence, the circulation has not only 
held, but it has inercased, perhaps due 
to the fact that its most popular com- 
petitor, Weldon’s Ladies’ Journal, has 
been increased to fourpence-halfpenny, 
and the public may find the humble 
halfpenny a consideration. Anyhow, the 
July issue of Fashions for All had a 
circulation of 185,500. which shows an 
increase of nearly 30,000 over July of 
last vear. This is not bad going during 
the summer months, which are usually 
considered a quiet scason, and in view 
of the paper scarcity. 

The rate has not been increased and 
is still £30 per page. In fact, Mr. 
Robertson takes pride in the fact that 


OOL’S 


emove to More 
Commodious Premises 


QI, The demands created by a steadily increasing clientele 
have compelled us to remove to more commodious 


-181 Fleet Street, E.C.4. 


© All arrangements are now completed—there is no disorganisation 
— ше are ready lo extend to new clients the benefits of our 
unrivalled service, embracing world-wide advertising in all its branches. 


he has not increased rates. 
probably far-secing, having an eye for 
the goodwill of advertisers and to the 


He is 


future. Time will tell, but meantime 
the price of space in Fashions for All, 
with a circulation showing such a satis- 
factory feature as that recorded, is 
reasonable, and the advertising value 
of the paper high. 

A gratifying “symptom of its pulling 
power is the great number of keyed 
advertisers and mail-order houses using 
its pages. They appear month after 
month, and when you have evidence 
that advertisers who check results 
continue to spend money frecly, then 
you have absolute evidence of the 
value of the medium. [Арут.] 


зз 

A very pleasant little gathering of an informa) 
character was held at the Aldwych Club on 
Wednesday, the 18th, to meet Capt. Ewart, 
В.А. (Boyd Cable) who is a member of the 


Club. The meeting was held round the 
luncheon table, under the presidency of 
Capt. Chas. Bridges, R.A. (Reserve). Capt. 


Ewart had most interesting things to say to 
his fellow members, telling many a good story 
in delightful fashion in the course of his 
description of the work of the Air Service at 
the Front. 
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OVERSEAS ADVERTISING 
LIII UAR 
U.S.A. 


The question of the percentage which adver- 
tising should bear, or does bear, to sales and 
rofits is discussed in a recent issue of Printers’ 
Ink (New York), and because it is a very 
interesting point we reproduce the conclusions 


figures can only be applied to Great Britain 
with considerable reserve. 

Our contemporary has obtained the figures 
for the first six months of 1916 for eight large 
dry goods shops in six cities, and expressed in 


at which our contemporary arrives. It will, of pounds sterling instead of dollars the returns 
course, be understood, however, that such are roughly as follows :— 
| | Relation of Relation of | Relaticn of 
| Sales Gross Profits Advertising. | Advertising; Advertising 
Profits to Sales. to Sales. to Profits. 
| £ £ Per Cent. £ Per Cent. Per Cent. 
McCreery and Co., New York City .. 909,310 296.382 32:59 34.234 3°76 | 11:55 
Lord and Taylor, New York City 860,523 309.090 35:91 29.978 3:48 9-69 
Hahne and Co., Newark. N.J. 169,430 145,190 31:31 206,342 5:60 | 17-89 
Powers Mercery Company, Minneapolis 427,354 112,038 26-21 15,771 3-69 14:07 
Adam, J. N., and Co., Buffalo, N.Y. 388,457 116,550 | 30-05 18,845 $85 18-14 
Hengerer Company, Buffalo, N.Y. 348.980 112.457 | 3222 13,534 2.87 12-03 
Stewart and Co., Baltimore  .. 267,004 70.317 26-52 14,929 5-59 21.08 
Stewart, D. G. ‚ Company, Louisville . 194,515 56,316 | 28-94 11,744 6-03 20-85 
| 3,565,603 | 1,218,840 ' 31:53 ‚ 165 377 4.27 13:56 


Commenting on these figures, Men's Wear 
says : ** The outstanding fact which the figures 
reveal is that a very big shop can sell on a lower 
ratio of advertising to sales than a small or an 
only moderately big shop. But it should be 
noted that Louisville, where the highest ratio 
was spent, has only abogt a twentieth of the 
population of New York—or that is all it had 
at the last census. The larger the city, obvi- 
ously, the easier it is for a large shop to get 
business : pcople in great cities go to the big 
central shops. A large shop can carry a 
greater variety of merchandise than a small 
shop, and can, therefore, handle goods which 
show а better ratio of profits than the indis- 
pensables which both are obliged to sell, but to 


which the smaller shop is more closely limited. 
The fact that Baltimore was exceptionally low 
in gross profit and highest but one in ratio of 
advertising to sales is no doubt accounted for 
by the large negro clement in the popula- 
tion. 

* The deductions to be drawn are that the 
safest way to do business in the department- 
store line is to capitalise heavily and introduce 
as many departments as possible. 'l'he smaller 
the business, the greater the i and the less 
the profit. 

* These figures do not disclose overhead 
expenses. The relation of advertising to 
profits in the last column is calculated upon 
gross profits." 


We learn with regret of the sudden death at 
Connecticut of Mr. Thomas Balmer, one of the 
best known and most successful advertising 
men in the U.S.A. "This success was the more 
remarkable as he did not take up advertising 
until he was in his forty-fifth vear, having been 
a tobaeco salesman in earlier life. But when 
he had started he went ahead with remarkable 
speed. Опе of his great achievements was to 
induce the Glidden Varnish Co. to advertise 
Jap-a-lac. 

After some rcbuffs Mr. Glidden persuaded 
Mr. Herbert Ashbrook, later a director of 
the company, to listen to him, and when the 
talk was over he had secured a contract for 
$18,000 worth of advertising. As а result 
verv largely of the publicity thus secured the 
sale of the varnish grew enormously, and soon 
the company was spending $1,000,000 a усаг 
in advertising it. Mr. Balmer was an enthusiast 
on large spaces, but he also urged, especially in 


later life, that it must be backed up by staying 
power. 

Mr. Balmer's first position of importance in 
advertising was as western manager for the 
Curtis publications, which at that time had no 
western office. Не filled that post from 1892- 
1900. Afterwards he was first western mana- 
ger and then advertising manager for the But- 
terick publications. During the period he was 
with that organisation he increased the adver- 
tising from $570,000 to $1,040,000. In con- 
junction with Mr. С. E. Raymond he brought 
out what has since been known as The Ladies’ 
Home Journal contract, which makes it obli- 

gatorv for the agent to retain the publisher's 
full commission and give no rebates. 

Mr. Balmer was known to a good many 
English advertising men and paid a visit to this 
country about 1913, when he was the guest of 
the Thirty Club at one of their dinners. He was 
sixty-nine vears of age, 
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о >= 
TExrILE ApveRTISING SPECIALISTS 


o - Piccadi 
MANC HESTER 


Textile Manufacturers—selling through the Wholesale— 
will find in our British Textile Syndicate Service 


‚ the missing link :: : 


Magazine Publicity. 
MOST PAPERS, if not all, are experi- 
encing a double stringeney —paper and 
labour. There is no way of getting out 
of the paper trouble. The proprietors 
must pav thc price and stand the 
racket. Mr. W. D. Robertson, of The 
London Magazine and other periodicals 
published by the Amalgamated Press, 
has adopted one method of relieving 
the difficulties of the labour situation. 
To those using simultaneously The 
London Magazine, The Premier Maga- 
sine and My Magazine he offers a com- 
bined discount of 10 per cent., making 
the net price of a page in all three 
magazines £58 10s., and pro rata. 

The joint circulation of the three ts 
very close to four hundred thousand, 
and at the price the space is well worth 
the money. He considers that the 
saving of labour involved in sctting one 
advertisement instead of three is worth 
the 10 per cent., and that is how he 
justifies the combined discount. 

The three magazines mentioned have 
made wonderful progress. The July 
issue of The London Magazine shows an 


Particulars on application 


increase of over 30 per cent. in adver- 
tising pages compared with last vear, 
and The Premier Magazine shows an 
increase of about the same proportion, 
while My Magazine is similarly up in its 
advertising columns. 

In view of the restrictions in adver- 
tising and in view of the experience of 
advertisers in these three magazines 
during war time, all the media are 
inviting at the combined rate offered. 

{ Арут.] 


Mr. H. E. Cleland, of the McGraw-Hill 
Publishing Co., New York, has been awarded 
Mr. Chas. F. Higham's prize at the St. Louis 
Convention for the most constructive address 
in the fewest words at the departmental 
meetings. Mr. Cleland won the prize from 
among nearly 200 competitors. The award 
consists of a gold medal for the winner and a 
massive silver сир for his club, the New York 
Ad Club. Mr. Cleland's address was an advo- 
cacy of the business press as giving a very 
high efficiency per dollar of cost. The following 
passages may be quoted : ** The buying power 
per subscription in a business paper is greater 
than the buying power per subscription of апу 
other medium "because things are bought for 
business and not private consumption. The 
really potent thing in advertising is cumulative 
effect. There is no substitute for continuity of 
advertising.’ 
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T f wW D MES | (p RES 
he A.W. Professional Bureau 
The Clearing House for Advertising Men 


This Bureau will furnish employers (free of charge) with full particulars of the 
qualifications and experience of suitable men for any position ihe ey have vacant. 


Advertising men desiring appointments can have their applications filed on 
the Register for a fee of 10/6. This includes :— 


1. The retention of their qualifications оп the Register until suited. 

2. The insertion of their advertisement under box number in the weekly list of 
situations vacant and, unless suited previously, the insertion of an inch 
advertisement of their qualifications on this page. 

3. The sending of copies of abstracts of their qualifications to employers having 
vacancies on their staffs. 


Address for Letters : 
The '* A.W.” Professional Bureau, Sardinia House, Kingsway, W.C. 2. Telephone: HOLBORN 2269 


These advertisements are inserted subject to the rules and regulations 
issued by the Director of National Service. 


| Copvwriter (B. 34) 

SITUATIONS WANTED. pywrer s 

NR Ecc MIN : = | Thoroughly experienced сору and layout 

Advertisement Manager. (B 36) | man is open to accept responsible position in 

Experienced man over military age would Midlands, Birmingham preferred. 

take outside representation or position as | 

manager and office organiser of publication 

or advertising firm. Splendid references. Young Lady | | 

£350 or close offer. of long and varied experience, requires posi- 

‚ Ноп as Private Secretary. Salary required, 

- (B. 37) | £175-£200 per annum. Full particulars from 

Advertisement Manager. Bureau Manager. Box “ Secretary." 

Ten vears with a large London store; five 


years advertising expert with well-known 
agency. Over military аре. £250-£300. Can 
commence new duties at once. 


SITUATIONS VACANT. 


Advertisement Canvasser. (В. 38) | Artist Wanted. 


Thoroughly experienced. Good connection. | A Service Studio have vacancy for good figure 
Free in August. Part. salary and commission | artist. Apply Box "Artist," ADVERTISING 
on results. Over military age. WORLD, Sardinia House. 


Advertisement and Sales Масс Provincial Service House 


Has had full control of large advertising | havea good opening for lay-out and registration 
appropriation over a period of nine years. man or woman. Apply "Service," ADVER- 
Greatly experienced in dealing with selling | TIsiNG Мовір, Sardinia House. 
staffs and outdoor representatives. Competent | 
organiser. Fully qualified to take control of e 
entire office staff. Age 30. Married. £400. | Copywriter . 
ег sex wanted in Advertising Department 
Advertising & Sales Promotion (В. 27) | of leading London Store. Write fully to Box 
Highly qualified to handle the advertising г ADVER TESS ORENG Sepa 
and selling organisation of a big business. кышын 
Expert in mail-order work. Good general "P 
knowledge of food products, toilet speciali- | Advertising 
ties, drugs, domestic goods. Age 36. Salary | Proprietor of service firm having unusually 
£500. complete organisation (studio, copy and agency 
departments) and wide sales and advertising 
Part Time. (B. 25) | experience, would like to meet gentleman able 
лї nee f $ унес "TO р ue 
Experienced copywriter requires work that will | jv Ud EA C INE А о 
not occupy the whole of his time. | 
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A MINE OF 


ADVERTISING 
INFORMATION | 27577 fie рам 


LONDON COMMITTEES == 


| Designs and Estimates submitted free for any kind of 
HE I.C.S. Advertisers' Pocket- Metal or Enamelled Badges, Silver and Gold Medals, 


book contains in a condensed form ИШИНИН and Souvenirs, etc., etc. Iii 
a mass of exceptionally instructive in- OUR DESIGNS & VALUE ALWAYS THE BEST 
formation concerning the preparation 


of Copy and Illustrations; The Typo- T H O S А Е А T T O R I N I 


graphical arrangement of Advertise- T 
ments; the Choice of Media ; and the Badge Manufacturer, BOLTON 
methods essential in Successful Adver- ALSO AT BIRMINGHAM, LONDON AND SKIPTON 


tising, etc. 
A constant source of reliable usable 
knowledge, prepared with exhaustive 


care, in compact form, at a reasonable ШИЕ 
price. Post free, 5s. == = 

| ALSO = 2 = 
SALESMEN'S AND WINDOW. | = Permonise E 
DRESSERS POCKET-BOOKS. |= = 
International Correspondence = your advertising display = 
Schools, Ltd. = matter, showcards, note = 

= cases, perpetual calendars. = 

KINGSWAY, LONDON, W.C.2 = = 

= Send us specimens of = 

= your advertising display = 

= matter — we will gladly = 

=! == show how  Permonising = 

WRITE POR PARTICULARA ОН == will make them look better = 

‚ JMITRFRIARS STREET, LONDOM == and cut your costs. = 
Telephone No.: 6310 Holborn. птн === == 
COUNSEL = Address your letter to Stanley V. Machin == 

SEND U s А-ы] = THE PERMO COMPANY == 
NOTE an d we w Ш; с 2: = London Road, Beddington = 
persis rticulars of t sh pa = Corner, Mitcham, Surrey = 
т а, DENSELOW STUDIO == Telephone- - - Mitcham 832 = 
Telephone 982 Chinnich TD 


6 LONDON TIME-TABLE 6: 


Ü AND RED RAIL GUIDE (ABC) ) 
| "'"é* FITS THE POCKET IN SIZE AND PRICE ч“ 


_ The cheapest. be v^ and handiest Railway Guide ever Special Features: Steamship Guide. Buyers’ Guide. e | 
`` published. - t advertisement medium of its "Бов and Tram Services, Entertainment Guide, Lon- a 
Е d extant. Send for copy. don Stores. Hotels. Golf Clubs, Racing Fixtures, eta... 
'enenral al Offices г Hampden House, 3 Kingswnay, Londone Wille: S р 


deco ЕЕ hel te ҳе а] MEE X 


54 THE ADVERTISING WORLD July, 1917 


в | r a m тг 
T'ha ^ Y Т In P oxi 134 mahinn ФУ нии сь в 
А АХ ГА, БЕ, ДАО ЦКД БЭ СКК 


This department of The Advertising World exists 
for the sole purpose of assisting subscribers, by 
giving them detailed and reliable information upon 
any subject connected with advertising. It is also 
able to advise in the marketing of goods at home 
or abroad, even to the extent of giving you the 
name of the agent most suitable for your purpose. 
All this service is quite disinterested and FREE. 


Note These Two Simple Rules. 
(1) Enquiries must be made on business letter hcadings (we do not under- 
take to answer enquiries relating to subjects other than advertising). 


(2) Information upon the status of advertising agencies, supply houses, ete., 
is only supplied in confidence to actual advertisers. 


SOME OF THE ENQUIRIES RECEIVED THIS MONTH 


“Will you kindly inform me which you think would be the best firm of 
advertising agents to undertake the advertising of a high-class, old-established 
firm of land agents and auctioneers ? ” 


“ We beg to ask whether you could procure for us catalogues in English and 
French." 


We have reccived numerous inquiries for different advertising books and the 
names of their publishers. 


An inquiry as to what press agency could supply a good photo of President 
Wilson for reproduction. 

A subscriber wishes to be placed in touch with an artist who could do aviation 
advertising designs, a series of which he requires. 

Could we relieve the anxiety of an advertiser with regard to the Excess Profits 
Act and tell him if there has becn any official pronouncement on this matter ? 

Could we give the names of manufacturers able to supply a chcap paste in large 
quantities ? 

A list of firms who could supply perpetual calendars in quantities. 

The standing and circulation of a мес у technical publication. 

The advertising manager of a world-wide organisation wanted information about 
media and agents in one of the Dominions. 

Could we supply a list of printers who specialise in numerical tickets, to be 
supplied in rolls? 

A provincial firm of advertisers ask us whether we can give them the addresses 


of reliable studios who could prepare original sketches and line blocks for them at 
a reasonable figure. 


Extract from a letter received on July 18th, 1917, from one of our largest national 
advertisers :— 


" That Bureau you have of Commercial Information is of real service to 
advertisers." 
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ROUGH SKETCH 


Norfolk rough sketch shows 

clearly what the finished. N.S. 
advertisement will look like. Ош 
charge for pencil sketches is usually 
about half a guinea each. 


Write for folder, " HOW WE CAN 
HELP YOU," which gives details of a 


number of interesting spectal offers. 
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(Continued from page 50.) 


South Africa. 

Mr. W. J. Wickham, his Majesty's Trade 
Commissioner in South Africa, has just 
issued his report on the trade of the sub- 
Continent for the vears 1915 and 1916. Mr. 
Wickham ‘impresses the importance of business 
firms taking prompt steps to retain their con- 
trol upon the markets, and make it easier for 
them to resume and extend their trade after 
the war, notwithstanding the difficultics they 
have to face under present conditions. Then 
he adds—" firms should keep alive the good- 
will of their connections by advertising and 
by explaining their actual position and tem- 
porary difficulties as fully as is permissible 
in existing circumstances.” Manufacturers 
should in particular make the fullest allow- 
ance for the necessarily exceptional position 
of their agents. Many of these agents have 
temporarily become representatives of Ameri- 
сап and Japanese firms, and it would be 
unreasonable to expect. them to give up these 
agencies unless those with whom they may in 
the future do business are prepared to рау 
them reasonable retaining fees. To firms who 
have not yet interested themselves in the South 
African market, but intend to do so after the 
war, it is suggested that the necessary arrange- 


Railway Transport. 

THE SUBJECT of railway transport was 
considered at the after-lunch mecting of the 
Aldwych Club Debating Circle on July 17th, 
when there were three speakers— Professor 
Hele-Shaw, F.R.S.; Mr. Roy Horniman, 
author of How to Make the Railways Pay for 
the War; and Mr. A. W. Gattie, chairman of 
the New Transport Co., who spoke on * How 
to solve the transport difficulty." "The chair 
was taken by Mr. Sydney N. Skinner, J.P., 
chairman of Messrs. John Barker & Со, 

Professor Hele-Shaw described the difficulties 
and delay of transport under the present 
System of railway management, particularly 
in the matter of clearing, and he made the 
astonishing statement that 97 per cent. of the 
life of a railway wagon was stationary and for 
only half per cent. of its life was it in motion 
holding goods. One of the speuker's proposals 
for improving the present svstem was the 
establishment of a vast clearing house, which 
should have nine floors, one above the other, 
and each as large as Lord's cricket ground. 


ments should be entered into at once. They 
can be put into communication with reputable 
and experienced agents through the medium 
of the Board of Trade Department of Com- 
mercial Intelligence. 

Mr. Wickham again emphasises the necd of 


.studying the market, and impresses on his 


readers the magnitude of it. 


New Zealand. 


Some instructive statistics as to the importa- 
tion of motor-cars into New Zealand, and their 
place of origin, have been forwarded to us by 
Messrs. J. Пой. The statistics to hand show 
that for the twelve months ending Decem- 
ber 31st, 1916, 5,756 motor-cars were regis- 
tered at the various offices of registration 
throughout New Zealand. An analysis of 
these cars shows that they came from the 
following countries : United Kingdom, 594; 
United States, 3,393 ; Canada, 1,551; France, 
171; Italy, 21; Belgium, 18 ; other foreign 
makes, 57. 

For the twelve months ending Decem- 
ber 31st, 1916, 6,174 motor-cars were im- 
ported, valued at £803,031. For the twelve 
months ending December 31st, 1915, 8,596 
cars were imported, valued at £612,855. 


"The handling of goods would be almost 


entirelv obviated, for the articles to be moved 
would be in containers and electrica] hoists 
would be used. 

Mr. Gattie in his speech urged that a million 
pounds a day could be saved by the reorganisa- 
tion of the transport system of the country and 
that reform was necessary in the interests alike 
of all carrying companies. 


Sea-Pie. 

IN ORDER to raise funds for the "authorised ” 
naval prisoners of war charities Sea-Pie (price 
1s. 6d.) has been published under thc auspices 
of the Navy League and is sure of а warm 
welcome from a generous public, alike for the 
good cause it is designed to help and for its 
own merits, A very long list of talented 
artists and writers have generously given of 
their best and the result is а most attractive 
book of some one hundred and thirty pages. 
Advertisers have given Sea-Pie a very generous 
measure of support and ought to derive a 
good return therefrom. 


Wales. 


THE DAILY DISPAT 


Is distributed over the most fruitful and 
responsive ground for the advertiser— 
Lancashire, Yorkshire, Cheshire and North 
Its circulation is five or six times 
larger than that of any other morning news- 
paper, local or National, in the same area. 


Ey 
imi 
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IN THE PROVINCES 
ВИННИ 


What Advertisers and Advertising Men are doing in 
Provincial Centres—from the Special Correspondents of 
“ТҺе Advertising World." 


Birmingham. 

Advertising lately has been well sustained 
in comparison with the preceding months, most 
of the regular firms being well to the front, with 
one or two newcomers appearing. 

The London City апа Midland Bank drew 
attention to their arrangements for officers in 
Cairo and the East to continue their patronage, 
and Lloyd's advertised their French agencies. 
Messrs. MacNiven and Cameron are pushing 
their ** Cameron " fountain pen. 

The Y.M.C.A. occupied daily spaces in а! 
the papers during their great hut week, а pecu- 
liar feature being that the first two-days the 
letters Y.M.C.A. were prominent, but in the 
following days the letters were conspicuous by 
their absence, the word ** Birmingham " being 
substituted. 

Whilst the bulk of local advertising is of the 
display type, there are a few firms who rigidly 
keep to the “ smalls " day after day and year 
after year. Howards have pushed their 
umbrellas. Sutcliffe’s fans аге consistent 
`` smalls.” 

Billposting seems to be confined mostly in 
these days to the great national advertisers, 
presumably those who held large stocks of 
bills. 

The Theatre Royal have adopted several 
painted signs with a removable slip board for 
each week's change of entertainment, the 
music-halls going in for bills within the size 
allowed. 

Occasionally, when an old favourite is staged, 
one sees a return of the former large displays. 

Two firms—the Gas Company and Lewis'— 
anticipated ‘* Baby Week " towards the end of 
June, stealing a march on the others. The 
drapers also took space for their July sales. 


Bradford 


The second annual meeting of the members 
of the Bradford Advertising Association was 
held at the close of last month, Mr. George 
Brown  presiding. The total number of 
members was reported to be fifty-eight, the 
membership having been considerably reduced 
owing to so many men being called to the 
Colours. The balance-sheet showed а sum 
of £7 6s. 4d. on the right side. During the 
year lectures had been given on different 
phases of the advertising business, and the 
ideas and suggestions put forth had been so 
helpful that in some cases they had already 
been put into practice. The speakers had 
in each case been members of the association. 
Officers were appointed for the coming year 
as follows: President, Mr. A. Widd; vice- 
presidents, Messrs. W. T. Gant and E. Harper ; 
treasurer, Mr. С. Н. Lougee; financial 


secretary, Mr. W. Garnett; corresponding 
secretary, Mr. А. Denby; committee, Mrs. 
J. H. Somers, Messrs. Fred. Pickering, F. H. 
Somers, E. Chambers, E. Fox, А. Goldsborough, 
H. Williams, E. Cawthron, W. H. Clough, 
T. Oldfield, H. Moseley, W. Gilyard, T. Pratt, 
Midgley, W. R. Derwent, and George Brown. 


MR. WALTER MAGILL 


Advertisement Manager of `` Freeman's Journal." 


Dublin. 


A fine array of Press advertisements sig- 
nalised the ‘‘ Summer Sales " at the beginning 
of this month. The Irish Times and The Irish 
Independent each carried displayed advertise- 
ments from Dublin's leading drapery houses, 
ranging from 4-inch double column to half and 
full pages. 

Rate and commission-cutting are making а 
fight in Ireland in view of recent devclopments 
to secure concerted action by provincial news- 
paper proprietors. The twin evils in the 
advertising business of “ fixing " a scale rate 
and cutting into it on the smallest pretext, and 
that of “ split commissions," still obtain as part 
of ** the system ” in Ireland. 

A ''General Advertising Scale " has been 
agreed upon by the Irish Newspaper Owners' 
Association for the different classes cf Govern- 
ment advertisements. These charges range 
from 6d. to 1s. per line. It was also agreed that 
not more than 10 per cent. would be allowed to 
auctioneers and not more than 15 per cent. to 
advertising agents. 


G 
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On June 30th, the “ National Service ” (for 
Ireland) advertising scheme was started by the 
insertion of 10-inch double column displays in 
a much restricted group of newspapers. The 
opening appeal was addressed to farmers *'' to 
secure labour now for the record harvest of 
1917," and estimates of individual require- 
ments were invited bv the Director of National 
Service. Messrs. Kenny's Advertising Agency 
prepared and placed the series embodied in thc 
campaign. 

 Mossrs. MeConnell's Advertising Service, 
Dublin, are responsible for the design of Messrs. 
Kiloh’s (Cork) * Vaughan's Bronchial Cure ” 
series now running in Ireland. Most of the 
appropriation was placed direct. 

Mr. Andrew J. Corrigan, advertising manager 
to Mossrs. Clery & Co., has been doing good 


MESSRS. CHAS. 


TO BE able in these very trying times to 
record such an increase of business as to 
necessitate a removal to larger premises is a 
thing of which to be proud indeed. And that 
is the happy position of Messrs. Chas. Pool 
& Co. who for the past sixteen years have 
carried on business at 90-94, Fleet Street, but 
now have removed to bigger quarters at 180-181 
Fleet Street. 

These premises, we may remind our readers, 
are situated at the corner of Fleet Street and 
Fetter Lane, an excellent position for a busi- 
ness of this kind. The advantage of such a 
corner site is not merely the commanding 
position which it enjoys, but it means light 
and air to a greater degree than can often be 
secured in the centre of a block, and as 
Messrs. Pool include in their service an art 
studio of their own a good light is a great 
advantage. 

The transfer was effected in the earlier days 
of the present month, and now Messrs. Pool are 


work for his firm. In his illustrated scries of 
“ Talks by Clery Customers " he has made а 
breach in the old order of drapery advertising 
in Dublin, and commendation is deserved for 
the publication of ` Clery’s Bulletin " т con- 
nection with the summer sale. This innovation 
in seasonal drapery catalogues in Ireland was 
issued in newspaper format, eight pages, crown 
folio in size. Alike in typographical display, 
attractiveness of the ** editorial features " and 
quality of illustrations and printing, the 
** Bulletin " reflected credit on the advertise- 
ment department. 

The portrait of Mr. Walter E. Magill. adver- 
tisement manager of The Freemam's Journal, 
which we reproduce, is the work of Mr. Frank 
Leah, the Journals own artist.'Thesketch is said 
by Mr.Magill’s friends to be an excellent likeness. 


POOL & CO. 


comfortablv installed in the large, bright rooms 
ready to receive their clients, the list of whom 
is steadily growing, even in war-time, a fact of 
which Mr. George Murray, the managing 
director, may well be proud, for the growth of 
the connection is largely due to his enterprise 
and thorough knowledge of the business. 

Among new clients secured since the outbreak 
of the war may be mentioned the following :— 
Maxson's, the City Life Assurance Co., Zeekol, 
the World's Stores, Jarrold's, Grant Richards. 
Antipon, ''Intolerance" (the film drama), 
Marcel's Hair Wave, Iron Constructional Co,, 
the Pavilion Cinema, Mr. Gilbert Dale's Treat- 
ment, Sun Fire Plate Glass Insurance Co. and 
the General Steam Navigation Co. "This is a 
fine record. 

To clients of all kinds Messrs. Pool are ready 
to offer valuable service in every department, 
and the best proof of what they can do is 
afforded by the success of the work which they 
have achieved in the past. 


The Pathé Fréres Cinema, Ltd., 84 Wardour 
Street. W., send us a сору of a piece of 
promotion matter thev have issued to 
advertise their film ‘ The Hunting of the 
Hawk." Made of cardboard in the form of 
an open fan, one side is in crimson with a 


cluster of vellow roses, and the other has а 
series of scenes from the film reproduced in 
miniature with a synopsis of the story. 

The advertising of the British College of 
Cookery's Food Economy campaign is being 
placed by Messrs. A. H. Clackson. 


EVENING STANDARD 


London's leading evening newspaper, 
having a larger circulation than the 
combined circulations of all its evening 


penny contemporaries. 


Its influence 


embraces the wealthy home counties. 
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BUSINESS GOING OUT 
ВИНА АНА ААА E 


The London Home of Twilight Sleep is 
being advertised through Messts. Smith's 
Advertising Agency. 

The promoters of the Ramsay Memorial 
Fund are undertaking their publicity direct. 


Large spaces have been taken in several 
papers to advertise the cobaltcrom patent 
air-hardening high-speed steel. The adver- 
tising has been placed by Messrs. Gordon & 
Gotch. 


Messrs. Jules Fortin are undertaking the 
advertising of Insectox for Messrs. Heppell, 
manufacturing chemists, Eden St., N.W.1. 


Messrs. Milton’s Advertising Agency are 
placing the publicity for Hurculaces. We 
regret that through an error we attributed 
the advertising to another firm. 


Fawcett's Pearl Barley Mills, Castleford, 
Yorkshire, are now engaged in a little publicity 
campaign for their Natural Process Barley, and 
have placed the advertising in the hands of 
Messrs. T. B. Browne. 


For the first time, we believe, branded bed 
sheets are now being advertised. They are the 
produce of Messrs. Rigg Bros., 6 Mosley Street, 
Manchester, and the publicity is being under- 
taken by Messrs. T. B. Browne. 


The Amalgam Mills, Harpenden, Herts, 
proprietors The Associated Rubber Manufac- 
turers, are now advertising their A.R.M. hose, 
and have entrusted the same to Messrs. 
Samson Clark. 


Landika, a device and booklet .to assist 
billiard players, is being advertised by Messrs. 
Harmon’s Advertising Agency on behalf of the 
Landika Manufacturing Co., 20, High Street, 
Birmingham. 

Messrs. S. H. Benson are undertaking the 
publicity for the National Egg Collection for 
the Wounded. 


Large spaces have been taken in a number of 
papers for the advertising of B.L.I.C. by the 
British Lighting and Ignition Co., Ltd., 204, 
Tottenham Court Road, W.C.1. The publicity 
work has been entrusted to Messrs. F. Wilson, 
of Hatton Garden. Е 


Тһе Wilfley Co., Ltd., Salisbury House, 
E.C.2, are undertaking direct the advertising 
of their Reed-Wilfley sectional canvas hangars. 


A new tooth paste, Zoka, is now being 
placed on the market, and the advertising 
campaign has been entrusted to Messrs. G. 
Alexander, Ltd. 


Lieut. W. E. Barney, H.A.C., Mediterranean 
Expeditionary Force, and formerly a most 
efficient hon. sec. of the Aldwvch Club, is now 
home on leave, and has just been married. 
The Committee of the Aldwych Club 


The “ Crowning Glory" Co., Crown Man- 
sions, Aberdeen, are now advertising a treat- 
ment for the hair. 

Messrs. Pratt & Co. have been entrusted 
with the publicity of Pinin, а watch-holder, 
on behalf of the makers, whose address is 
60—62, Red Lion Street, E.C.1. 


Dulc-O-Do, a toilet water, is being advertised 
by Scott's Chemical Co., Ltd., 67, St. Paul's 
Avenue, Willesden, N.W.2., Messrs. Willing, 
Strand, being in charge of the publicity. 


Space is being taken in the illustrated Press 
for the advertising of light tents for active 
service by the Lightweight Tent Supply Co., 
61, High Holborn. The publicity is being 
undertaken direct. 

Messrs. Samson Clark were responsible for the 
new campaign by Marshall's School of Cookery, 
on the subject of demonstrations of fruit and 
vegetable bottling. 

Messrs. Hooper & Batty are in charge of the 
advertising of ** War-Eggs," a new dried egg 
product. 

Messrs. Gibson & Reid, dyers and cleaners, 
of Paisley, are advertising their business 
through Messrs. S. H. Benson, Ltd. 


Fresh copy for Grasshopper ointment and 
pills is being placed by Messrs. Chas. Pool & Co. 


Reader advertisements are being used by 
Messrs. Reid Brothers & Kerr, 11 and 12 Pall 
Mall, S.W., concerning the wine trade. The 
business is being handled by Messrs. Spottis- 
woode, Dixon & Hunting. 


Messrs. Street, of Cornhill, have been 
entrusted by the Society of Friends with the 
advertising of their appeal for funds for the 
provision of cottages to take the place of those 
destroyed by the bombardment in France and 
for the Belgian refugees in Holland. 


The publicity campaign for the Ubel Knap- 
sack Sprayer is being undertaken by Messrs. 
W. L. Erwood on behalf of the United Brass- 
founders and Engineers, Ltd., Empress 
Foundry, Manchester. 

A big campaign is being undertaken by the 
Carlton Auxiliary on behalf of the Black 
Knight Dyeing Co., a new British dyeing 
enterprise. 

The advertising in connection with the 
Boundary Commission has been entrusted to 
Messrs. G. Street & Co., Serle Street. 


The Coal Controller's advertising in the 
Press is being placed by Messrs. James 
Willing. 


feel that there must be many friends of 
Mr. Barney’s in the Club who would like to 
make him a wedding present, and have there- 
fore opened a subscription list for that pur- 
pose. 
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` SUBSCRIBERS’ ADVERTISING 
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In this section we review each month the Advertisements 
and Advertising Literature, and answer the questions 
pertaining to their advertising, sent by our Subscribers, 


free of charge. 


our opinion upon any advertising matter. 


Subscribers are cordially invited to ask 


Replies and 


reviews will be dealt with under assumed names if desired 


MESSRS. RUSTON, PROCTOR & CO., LTD., 


engineers, Lincoln, forward us a copy of а 


booklet they have issued concerning their 
Ruston oil locomotive internal combustion 
engine, and also send other specimens of 
recent advertising of the same. The booklet 
is produced in the simple, dignified manner 
that one associates with high-class, old 
established British firms and creates in itself 
a good impression of the engine it is designed 
to advertise. The brochure, measuring 71 by 
103 inches, is printed on a heavy, white, 
antique paper with deckled edges, the text 
being set in 18 and 14 point Caxton old 
face, ample margins helping to secure the 
fine effect achieved. The text matter is in 
black, with marginal notes and captions in 
red. The numerous half-tone illustrations 
are printed separately and then pasted on 
the antique paper, but we offer the sugges- 
tion that the black border which surrounds 
them gives a rather funereal appearance to 
the pages. А stipple or shaded border, we 
think, would have looked much better. A 
heavy cover paper, of pale chocolate brown, 
overlapping thc inside pages, has been chosen. 
The yellow on the cover is, we feel, not very 
becoming. Of the advertisements, to our 
mind by far the most attractive are the 
nine inch column uprights, especially the 
one showing the booklet, a һарру bit of 
lav-out. It may have been deemed necessary 
to make the engine a very prominent feature 
in most of the other advertisements, but the 
locomotive, however useful, is not a thing of 
beauty, апа the advertisements rather suffer 
in consequence. In the half-tone reproduc- 
tion of the photograph, however, the engine, 
though prominent, is quite in kecping, 
because it has a background. 


MESSRS. MARSHALL & CO., Port Elizabeth, 
Cape Colony, forward us a copy of one of 
their recent mail-order catalogues. It is a 
substantial production running to 180 pages, 
measuring 84 inches wide bv nearly 11 inches 
high, and is printed on a very thin paper so 
that it may go as cheaply as possible through 
the post. No doubt its circulation is very 
considerable, for Messrs. Marshall are 
reputed to do the largest mail-order business 
in South Africa. The catalogue is crowded 
with illustrations, making it extremely 
valuable for the business for which it is 
designed, but the book offers little scope for 
review. Тһе two-coloured cover represents 
a countrvside in the Colony. The register of 
the blocks is bad. Every catalogue is 


numbered, and to the owners of twenty-five 
of the catalogues goods valued at £1 are 
awarded, the numbers being selected at 
random. This is an inducement to save the 
catalogues, as the winning numbers are not - 
announced till the issue of the next 
catalogue. 


MESSRS. GORDON & GOTCH, Cuba Street, 


Wellington, N.Z., forward us several speci- 
mens of advertisements they have lately 
produced for a variety of clients in the 
Dominion, and we may say at once that they 
maintain a high standard of excellence. The 
designs for the Maxwell and Chevrolet cars 
are for full pages, and are marked by fine, 
bold, open drawing such as would be well 
suited for printing on rather rough paper, 
while the letterpress is to the point. Both 
these advertisements ought to be most effec- 
tive in a prosperous country like New Zealand, 
where the people have plenty of monev to 
spend. Among the other specimens which 
please us are two or three for pianos, espe- 
ciallv that for the Bristol Piano Co., though 
in another advertisement the arrangement 
of the background for the name Collard & 
Collard does -not seem to us quite happy. 
Some good work has also been put out for 
the Big Tree benzine. 


MESSRS. PALETHORPE & COND, The 


Century Press, Birmingham, send us a very 
attractive little calendar which they have 
just produced and for which they have 
sought a patent. Its simplicity and good 
taste will win for it a welcome wherever it 
goes. The colour scheme of the calendar, 
which is designed to stand on an office table, 
is a study in shades of golden brown, and as 
it has a glass cover with passe-partout 
frame it will retain its clean and fresh 
appearance. 


THE HENRY STREET WAREHOUSE, 


Dublin, send us a booklet they have issued 
on the subject of clerical clothing, and 
entitled * Vestitus Clericalis Index." It is 
a very modest production, only sixteen pages 
(43 by 7% inches, including covers), but 
not lacking in taste in the lay-out. Wethink, 
however, that, as this booklet is designed to 
go to gentlemen, it would have been wiser 
to have used а better class of illustration. 
The suggestion of ** good class," which it is 
desirable to convey in advertising matter 
addressed to educated people, is hardly 
presented here. 
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SOME EXAMPLES OF ADVERTISING 


MESSRS. J. ILOTT'S ADVERTISING 
AGENCY, Wellington, N.Z., forward us 
specimens of a series of advertisements 
recently produced by them for Messrs. 
Donald, makers of agricultural machinery, 
etc. Three of these we reproduce. The 
originals measure about 4 inches across by 
6 inches high. They seem to us to be quite 
workmanlike, and the letterpress is con- 
vincing and to the point. The uniformity of 
lettering for thc name of the maker will be 
noticed in the illustrations, and it has been 
observed in the other specimens not repro- 
duced. This is certainly a good plan, for the 
reader of the announcement thus comes to 
recognise the advertisement and it gives а 
continuity to the series. 


MESSRS. BROCKIE, HASLAM & CO, 
advertising agents, Temple Bar House, 
Flect Street, send us a copy of a booklet 
they have issued entitled ** Export Trade 
and How to Get It." Though the announce- 
ment in the * contents” that it is “а 
survey of the world's markets"' is a rather 
ambitious claim to put forward on behalf of 
A sixteen-page booklet. it nevertheless con- 
tains a great deal of stimulating information 
which will be of real value to a man con- 
sidering the extension of his overseas 
business. A large part is devoted to the 
reproduction of extracts from an address 
before the International Trade Conference 
in New York, an address worthy of careful 
consideration as the utterance of an expert. 
Another page which merchants ought to 
study is that given up to *'trade building 
rules," and though framed by a German they 
are worthy of careful study, because they are 
extremely sound. They explain why the com- 
merce of our enemy was growing so rapidly 
before the war. Finally, Messrs. Brockie, 
Haslam & Co. show how they can help the 
manufacturer and exporter in their laud- 
able desire to establish themselves in the 
overseas market. The booklet is well 
turned out. 
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IN NEW ZEALAND 


MESSRS. ED. BENNIS & CO., Little Hulton, 
Bolton, and 28 Victoria Street, S.W., 
forward us a copy of a catalogue of boiler- 
house elevators. It consists of a booklet of 
28 pages and covers, and is turned out in 
good style. For the body of the catalogue 
a slightly glazed paper of a deep buff has 
been chosen and for the cover а biscuit- 
coloured paper with surface akin to ripple 
finish. The two papers do not, however, 
seem to us to go well together, the buff being 
rather aggressive in colour. A number of 
well-printed illustrations are used, mostly 
from half-tone blocks. The text matter, 
purely technical, is set in 14-point Caslon 
old face. 


MESSRS. J. & М. PHILIPS & CO., Church 
Street, Manchester, and 24 London Wall, 
E.C., send us а copy of a folder issued to 
advertise their stock-taking sale. Opened 
to its full extent, it measures approximately 
twelve inches wide by twenty high, and а 
feature of it is that it is printed on smoked 
paper. This is very appropriate, as the 
design shows a ** Tank " in action, breaking 
through wire entanglement. Above the 
Jand-ship roll huge masses of greenish brown 
clouds. The folder is described as '* Clearing 
Lines," and a few words of text matter 
explain the object of the sale. 'The colours 
on the inside page show through faintly on 
to the other side. Whether this is inten- 
tional or not we cannot say, but the result 
is to make the folder, when closed, look as 
though stained by age or damp, for then 
only the outer side can be seen. We think 
this effect a little unfortunate, but taken as 
a whole the folder is a novel and workman- 
like production. It was a piece of good 
fortune for Messrs. Philips & Co. that the 
retail drapers received the circular on the 
very morning when the news of the clearing 
of the Messines Ridge was announced. 


THE POSTER ADVERTISING ASSOCIA- 


TION OF CANADA, 11 East Wellington 
Street, Toronto, send us a copy of a booklet 
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they have issued to direct attention to poster 
advertising in Canada. The booklet is 
produced in а highly attractive form. 
It measures nine inches by twelve and is 
bound in а brown mottled paper. On the 
cover is depicted in colours a riverside 
scene with huge storehouses in the back- 
ground. The view is designed to be seen 
through а screen of trees, and by an in- 
genious arrangement the coloured picture 
is cut away in suitable design, and the brown 
paper shown behind to represent the stems 
and leaves of the trees. This cover is an 
extremely effective bit of work alike in 
conception and execution. А white granu- 
lated paper has been chosen for the text 
pages, with a flat tint printed on it, the 
white being left as a border. Excellent 
half-tone pictures of the leading cities of 
the Dominion are reproduced, and have 
been beautifully printed from  first-rate 
blocks. The letterpress consists of a suc- 
cinct statement as to the rapid growth of 
Canada, and the splendid market it offers 
for British goods. What the writer says 
on the subject justifies his opening words : 
“The development of Canada reads like 
а romance." Ц is indeed such. Last of 


all in the brochure comes а concisely - 


expressed statement of the case for adver- 
tising on the hoardings, entitled * I am the 
Poster.” From this Creed of the Poster, 
if we may so call it, we extract a few 
articles: “Т am of great size, so that all 
must see me. I am everywhere, on every 
street, that I may evoke the mighty power 
of repetition. I am beautiful in the rich- 
ness of my colours that my wares may be 
looked upon with favour. I speak the one 
universal tongue—the language of the 
picture—attractive, convincing, and easily 
remembered. I am of few words that 
what 1 say may not be lost. Iam my master's 
messenger for emblazoning his package and 


his trade-mark before the people—I am his 
herald for the new and his champion for the 
old." 


MESSRS. CLAYTON & CO., Karrier Works, 
Huddersfield, forward us a copy of their 
Folder No. 2. It measures about 11} inches 
across by 8j inches high unopened, and is 
attractively produced, being printed on a 
fairly heavy white glazed paper. А screen 
tint in stone grey, with ruled white lines for 
borders, makes an effective background for 
the фур? and illustrations, the latter being 
printed from capital half-tone blocks in dark 
green. The illustrations, it need hardly be 
said, are of the Karrier Cars. The letter- 
press, set in 10-point Cheltenham, tersely and 
effectively sets forth the merits of the cars. 


THE LONDON GENERAL OMNIBUS CO. 
send us a copy of a booklet they have issued 
to make known the attractions of the country 
round about London which may be reached 
with the help of their omnibuses. Taste- 
fully produced, as would be expected of anv 
piece of advertising matter issued by the 
company, it will be warmly welcomed by any 
and every London lover of country walks. 
For instance, one is told to go by such and 
such а 'bus to a certain place and then the 
route through pleasant country is described 
very carefully as to turnings, etc., to be taken, 
and the number of the "bus for the return 
from another point is set forth, the length of 
the walk being given also. The text matter 
is arranged down the centre of each page and 
is flanked by delightful miniature illustrations 
from photograplis. Messrs. F. H. Stinge- 
more and Walter Benington, the photo- 
graphers, have keen eyes for the picturesque, 
which they find often in thc simplest. sub- 
jects. Mr. Chas. White has supplied the 
lucid text matter. The booklet, which is en- 
titled “ Little Walks,” should make excellent 
advertising for the L.G.O.C. 


The Glasgow Herald has produced a new 
* subscription calculator " by means of which 
the old-fashioned system in newspaper offices 
of calculating the number of days comprised 
within broken periods can be considerablv 
improved upon. It is the production of a 


member of the staff in Glasgow.  'The 
calculator seems to us to be a very ingenious 
method апа should be most useful in 
the business departments of innumerable 
Offices where we feel sure it will be warmly 
welcomed. 


IDEAS 


The great home weekly with a National circula- 
tion induces its readers to think, talk, and write 


about its advertisers. 


bring shoals of replies. 


Keyed announcements 
Proof will be given to 


any advertiser interested in novel publicity. 


46 SHOE LANE, E.C. 4. 


Withy Grove, Manchester. 
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THE "ADVERTISING WORLD" LAW 
Br. КЕ PORTS ШШШ 


Raising Rates. 


IN THE City of London Court, on June 28th, 
before Judge Atherley-Jones, K.C., an action 
was brought by the United Newspapers, Ltd., 
as owners Of The Daily Chronicle, against 
Mr. George Ravenshear, auctioneer, 39, The 
Bradway, West Ealing, to recover £4 10s. for 
alvertisements inserted in The Daily Chronicle. 
Mr. Harry Strouts, who appeared for the 
plaintiffs, stated that since the war the rates 
for advertisements had increased. А notice 
was sent to the defendant of the proposed 
increase in the charges, and it was inserted in 
the newspapers in which the defendant's 
advertisement appeared. Defendant had paid 
half the amount claimed into Court, which was 
at the old rate of one shilling per line. The new 
rate was two shillings per line. Defendant 
had advertised before and since the war, so 
that there was a continuity in his advertising. 
Fresh orders were given by the defendant from 
time to time. 

The defendant, in evidence, said he had never 
received any notice from The Daily Chronicle 
stating that the rate would be doubled. He 
asked his manager, who confirmed him that no 
notice had come to hand and he could not find 
out any trace of any having arrived. He did 


not see the notice in The Daily Chronicle 
announcing the increased rates. He would 
not have inserted the advertisements now sued 
for if he had seen the notice. Not until the 
account came in charging him two shillings a 
line did he know of the increase. 

The Judge said he did not dispute for one 
moment the perfect good faith with which 
the defendant had resisted the claim, and he 
quite recognised the frankness and candour 
with which he gave his evidence. The plaintiffs 
could not have done more than they did in 
notifying their customers as to the change 
which they made. He was quite satisfied 
that the defendant never saw the notification 
and he was quite satisfied that he, personally, 
did not see the notice in the paper. It was not 
sufficient for the defendant to say he did not 
see it if he devolved his duties on somebody 
else. Judgment for plaintiffs with costs. 


Hackney Furnishing Co. ° 
IN THE Chancery Division on June 25th 
Mr. Justice Neville stayed the voluntary 
liquidation of the Hackney Furnishing Co., 
Ltd., all the creditors of the company having 
been paid in full. 


Substitution—An Important Judgment. 


A CASE of very considerable importance to 
advertising men was heard before Mr. Justice 
Peterson recently in the Chancery Division, 
when Messrs. Pearson Bros., of Conduit Street, 
W., and Bournemouth, brought an action 
against Messrs. Valentine & Co. to restrain 
them from passing off as “ Matamac"" goods 
which were not of the plaintiffs’ manufacture. 
In summing up, his lordship said plaintiffs 
manufactured and sold light-weight water- 
proofs under the name of * Matamac," which 
name they had registered. They had reason 
to suppose that various persons sold аз 


“ Matamac " goods which were not such and 
were not of the plaintiffs manufacture. 
Accordingly a test order was sent to Messrs. 
Valentine asking for a ** Matamac,” as adver- 
tised in The Daily Chronicle. A garment was 
sent, and admittedly it was not a ** Matamac ” 
and not of plaintiffs’ manufacture. Notwith- 
standing that it was obvious a * Matamac ” 
was wanted, the defendants sent one of their 
own goods without any explanation that it 
was пої a “ Matamac." The same thing 
happened in two other cases. 


The defence actually put in was to the effect 


DAILY SKETCH 


The fact-condensed pictorial daily newspaper 
which the business man reads because it gives 
him just what he wants to know in a crisp 
terse form, and the people at home enjoy 
because it provides them with a miscellany 
of interest—social, domestic and economic. 
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that if a customer ordered goods of a particular 
name, the defendants’ view was that if they 
sent them something else the customer would in 
all probability, or ought to, examine the goods, 
with the view of seeing whether the name was 
upon it, and that if he did his duty in examining 
the goods, the result would be that he would 
not be deceived. That was obviously not the 
law. If aman made a representation, it was 
no answer at all for him to say that if reliance 
had been placed upon the representation, and 
if an examination had been made bv the 
customer, he would not have been deceived. 
А man made a representation at his own risk, 
and the customer was спіса to rely upon the 
representation made. Defendants represented 
directly that the goods were ** Matamac." 
16 was idle to suggest. that they were entitled 
to do that in the expectation that the customer 
wouid, by examination of the goods, discover 
that they were not in fact ** Matumac." 

In the witness-box the defendant expressed 
the view in cross-examination that if a person 
ordered a “ Burberry ” it was honest to supply 


something else if that, something else was of 
equal or better value, so long as he did not 
actually sav that it was а * Burberry.” Не 
(the judge) did not agree that that was possible. 
Nor did he think it was honest if an order was 
given for a ** Burberry " to supply something 
else. In his view, it was dishonest to supplv 
something else without explanation. It was. 
said thet nobody was, in fact, deceived in this. 
case, because it was a trap order. That might 
be so, but the attitude of the defendant was. 
that the course he adopted was the right course, 
and that he was justified; in other words, 
that in future he would feel justified in taking 
the course which he had. 

The defendant had threatened and intended. 
to pass off as ** Matamac " goods which were, 
in fact, not “ Matamac " goods, and, therefore, 
he was liable to be restrained from doing so. 

His Lordship granted an injunction restrain- 
ing the defendants from selling or passing off 
as and for `° Matamac " goods which were not 
of plaintiffs. manufacture, and ordered defend- 
ants to pay the costs. 


“In Memoriam” Advertisements. 


IN COMMEMORATION of the anniversary 
of the Somme advance on July Ist last year 
quite a number of provincial papers made a 
great feature of ‘In Memoriam " notices. 
After the name of the fallen soldier and the 
names of those who inserted the notice there 
were added in many cases a few lines of verse. 
The space occupied by these ** In Memoriam " 
notices ranged from two to fifteen columns. 
The Newspaper World gives the following list 
of papers containing such notices which were 
sent to its office, together with the space 
occupied, reminding its readers that the setting 
was in some cases much closer than in others :— 


Columns. 
Belfast Evening Telegraph (July 2nd) 15 
Belfast Evening Telegraph (June 30th) 61 
Yorkshire Evening Post (June 30th) 3 
Yorkshire Evening Post (July 2nd)... 3 


Nottingham Evening Post 1} 
Liverpool Daily Post Bes 3 
Liverpool Echo T aes 4} 
Manchester Evening Chronicle 6 
Manchester Evening News... NE 
The Times Pss AT 3 
Edinburgh Evening News... ee г 
Newcastle Evening Chronicle ... 183} 
Glasgow Evening Times sae $e U4 
Мелђого` and Swinton Times ... B$ 
Portadown News oes Ji ... l} 
Durham Chronicle ... eee г 4 


National Advertising Society. 


THE FIRST election of pensioners, under the 
benevolent section of this Society, took place 
on Wednesday, the 11th inst., the candidates 


for the two vacancies being Messrs. George 
Wm. Dover, Robert Thomson, Edmund Fer- 
guson, and Henry Agar. The successful 
candidates were Messrs. Dover and Thomson. 
The Society are pleased to be able to announce 
that thev have been able to grant pensions 
also to the two unsuccessful candidates. 

The committee urgentlv appeals {о adver- 
tising men and women to support the Society, 
in order to enable the grant of additional 
pensions to be made at the next election, 
which will take place early next year. 

Applications from advertising men and 
women over 60 years of age for the election. 
are now invited. 


Further particulars can be obtaincd from. 
the registered office, 61 Fleet Street, E.C.4. 


The death occurred recently of Mr. John 
S. C. Wynd, chairman of Messrs. Wright & 
Greig, of ** Premier " whisky fame. 


It was a notable piece of enterprise on the 
part of the Blackpool pcople to take, as they 
did on July 2nd, the front page of The 
Daily Dispatch to advertise the town and 
its attractions. Blackpool is always enter- 
ptising, even in war time. 


Some copies of The Northern Echo which have 
lately come under our notice were remarkable 
for the volume of good-class advertising they 
carried. They were the issues for the last days 
of June and the beginning of July, and out of 
the six pages of which the papers consisted fully 
half of the space was taken up by advertise- 
ments. A striking feature of this advertising. 
was the fact that the chief towns in the North 
of England were so largely represented, this 
showing the appreciation of the paper in the 
big and populous field in which The Northern 
Echo circulates. 
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ITEMS OF INTEREST 
Ee 


We offer our congratulations to Second- 
Lieutenant M. Е. Travers-Cleaver, R.F.A., 
on having been awarded the Military Cross 
for conspicuous gallantry in the fleld. His 
battery is on the Western front. 


Private W. Iles, who was killed in action 
during & raid made by the Germans upon our 
trenches, was & young man of considerable 
promise in the advertising business. At the 
time of his joining up he was chief assistant to 


ED 
THE LATE PRIVATE ILES 
——є——————> 


Мт. W. Southcombe, with whom he had been 
associated for many years. He was respected 
in the business, for men found him most 
pleasant and courteous to deal with. His 

i and private character, too, being so 
upright, he made many friends. Mr. South- 


EMPIRE NEWS 


the great 
National Sunday Newspaper 
Late Umpire 


combe had an able assistant in Private Iles, 
who has left a wife and one child. 


Mr. Herbert Owen has been appointed 
general manager of The Pall Mall Gazette and 
The Sunday Telegram. 


Mr. Wm. Isaac Iliffe, head of the firm of 
Messrs. Iliffe & Sons, printers and publishers, 
of London and Coventry, died at the commence- 
ment of the month. He was 74 years of age. 


Messrs. D. Harper & Co., Ltd., adver- 
tising novelty manufacturers, of 258-262 Hollo- 
way Road, N., have opened City showrooms at 
56 Cheapside, where advertisers will be able 
to see specimens of various novelties suitable 
for all trades. 


We regret to record the death of Alderman 
J. Grime, J.P., founder of The Gazette- News of 
Blackpool. Alderman Grime, who was 76, 
died on June 24th, having lived in Blackpool 
ever since 1866, when he came to the town 
from Preston. One of his sons is editor of 
The Yorkshire Evening Post. 


Messrs. Catesby have placed in their pre- 
mises a large and very handsome mahogany 
Roll of Honour tablet on which аге recorded 
the names of the members of their staff who 
have taken up arms for their country, the 
names of those who have died being distin- 
guished by а cross. The richly moulded 
entablature and pediment and the flanking 
Ionic pilasters give to the tablet a dignified 
and impressive character. 


Messrs. Lewis Berger and Co., paint manu- 
facturers, of Homerton, have changed the 
name of their house-organ from Good Business 
News to Berger's Mercury. The current issue, 
like its predecessors, is а model production. 


Everyman announces that it has been decided 
at form a private limited liability company to 
carry on the paper. 

The proprietors of Scottish Country Life 
have arranged with Messrs. Baxter & Son 
to represent them in London. 


In future THE EMPIRE 
will be called 


the 
EMPIRE NEWS 
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Mr. Chairman 


and Gentlemen ! 


ЕШЇШЇШЇЇШЇШЇШЇШЇШҮЇШЇШЇЇЇЇШЇШЇШЇШЇШЇЇҮЇШЇШЇШЇЇШШЇШЇШЇШШЕӨ 
THE ALDWYCH CLUB 


* Printers Ink in War Time" 


A VERY valuable address on the work of the 
Press during the war was given at the Aldwych 
Club after lunch on July 8rd by Mr. W. A. M. 
Goode. The speaker is the hon. secretary of 
the National Committee for Relief in Belgium, 
and is at the Mini of Food with Mr. 
Kennedy Jones, M.P. r. Goode entitled his 
address '* Printers’ Ink in War Time." 

Mr. Robert Donald, editor of The Daily 
Chronicle, presided. 

In opening the meeting the Chairman re- 
ferred to Mr. Asquith's solemn declaration at 
the beginning of the war that there should be 
no infringement of the rights and freedom of 
the Press and said that if they emerged from 
the war with their liberty in that respect un- 
impaired it would be a very great thing. 

Mr. Goode said that at the opening of the 
warthe censorship muzzled the Press and nearly 

ysed the public. The value of printers' 

К was almost entirely overlooked. Officials 
could no more foresee the practical military 
value of printers' ink than they could the 
effect of submarines, aeroplanes апа the 
indiscriminate sowing of mines. But now 
there was scarcely а department which had not 
its own Press bureau, and printers’ ink was 
recognised as a potential force. There had 
grown up amongst newspaper men a sense of 
responsibility which would permit the removal 
of an arbitrary censorship or its most repressive 
features. What had the censorship done to 
curb undesirable outbursts ? There should be 
more frequent and frank conferences between 
the responsible editors of the dailies and those 
who held office. 

Passing on Mr. Goode referred to the splendid 
work done by Sir Hedley Le Bas in raising huge 
sums of money and by Mr. Kennedy Jones in 
so doing and in helping in food control. The 
latter said : ** You cannot overstate the service 
which, during the war, pen, paper and printers’ 
ink have rendered to the cause of the Allies. 
The Press and the printers have been 
splendid.” Mr. Kennedy Jones added that in 
the two campaigns in which he had taken part 
success would never have been achieved without 
the unpaid and unwearyingly whole-hearted 
support of everyone connected with printers’ 


Lord Leverhulme on 


LORD LEVERHULME addressed the mem- 
bers of the Aldwych Club after lunch at the 
Connaught Rooms on July 10th, it having been 
found necessary to defer the address from 
June 26th, the date originally fixed, owing to 
the fact that on the earlier day Lord Lever- 
hulme was engaged in a case at the Law Courts. 
The subject of the speech was '* The Six Hours’ 
Working Day." The chair was taken by Sir 


ink. He (Mr. Goode) had been the original 
malefactor in proposing the placarding of 
Trafalgar Square, though it had cost him no 
little pain and annovance. 

National] service had been impracticable 
from its inception, and the public showed a 
horse sense in refusing to have anything to do 
with it. He regarded the attitude of The Daily 
Chronicle in declining to accept the advertise- 
ments of National Service as characteristic of 
the mind and spirit of the whole of the British 
Press as regards the war. 

Mr. Goode said that he never spent a penny 
on advertising the Belgian Relief Fund in the 
daily press, and the splendid support given by 
the daily press to that fund testified to the 
disinterested patriotism of those who made 
their living out of the Press. In the Empire 
£2,500,000 had been raised for the fund. 

German newspapers threatened to strike 
when their supply of paper was cut down by 
445 per cent. yet the British Press never 
threatened to do so when their supply was cut 
down by 66 per cent. 

The Chairman saidthe advertising of National 
Service was not at fault. What was wrong 
was the scheme itself. £60,000 was wasted 
over it. The most responsible work the Press 
would have to do was in the peace settlement, 
for Germany knew how to use the Press better 
than England did. 

Sir Chas. Starmer, in proposing а vote of 
thanks to Mr. Goode and the chairman, spoke 
of the difficulties the Press had had to face, 
especially through shortage of paper. At one 
time there was almost a paper famine. The 
difficulties facing the country could not be 
settled without the help of the Press. The 
loyalty of the writers in the Press had been 
splendid. 

Mr. Shirley Benn, in seconding the resolution, 
urged the newspapers to bring pressure to bear 
on the censorship to secure recognition for the 
work done by the British regiments at the 
front. 

The Chairman, in his reply, said the Press 
had been fighting hard with the censor to 
secure recognition of the gallantry of the 
British regiments. 


Capital and Labour 


Thomas Dewar, Bt., and the muster of members 
of the Club and their friends was very large. 
Sir Thomas, in extending a welcome to Lord 
Leverhulmce, spoke of him as a great asset in the 
life of the nation. From being a peer of 
industry he had become a peer of the realm. 
He carried on his shoulders а responsibility 
equal to that of the rulers of many of the 
smaller states. Не presided over the destinies 
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Of seventy industrial companies employing 
millions of money and tens of thousands of 
workers. By а system of co-partnership he 
had anticipated the changing times in which 
we were now placed, and that system he had 
put in operation for many years. А working 
man had said of Lord Leverhulme that he had 
an income of а steady £500 а week and that he 
slept in a fifty shilling bed on the top floor of 
his house. “I fancy," added Sir Thomas, 
* that the working man under-rated Lord 
Leverhulme's income and over-rated the value 
of his bed!” 

Lord Leverhulme said that in considering 
the problems they would have to face after the 
war they should consider what had been their 
attitude in the past towards the race with 
whom thev were now in conflict, and with whom 
they would have to engage in the war of com- 
merce. Britishers were a very easy-going 
people and their attitude had been to magnify 
and extol the Germans and consider them а 
pattern of organisation, and of every commer- 
cial virtue. Britishers had in fact rather run 
themselves down. Let them remember that 
nearly all the great industrial inventions of the 
world and those used in warfare were the 
product of Britishers or of their Trans-Atlantic 
cousins. The German method had been to 
send their young men to this country, learn all 
they could from us, and then return to their 
own country, and reap a rich harvest from our 
brains. It was their method to pilfer our 
brains. What we had to do was to ask from 
our Government reasonable protection for the 
brains of our own people, not protection in the 


other sense. It was not the fault of this 
country that the aniline dye trade was lost, 
but of the Government, and the difficulty in the 
way had now been remedied. We had the right 
brains, the right intelligence, and only needed 
the right opportunity. 

Passing on to speak of the relations between 
capital and labour, Lord Leverhulme said the 
present antagonism ought not to exist ; the two 
interests must be fused into one. In future 
labour must be capital as well as labour. In 
former days master and man worked together 
and they knew and understood each other. 
Modern conditions made that impossible now, 
and the remedy was co-partnership, but it 
must be on the strictest business lines, and it 
must lead to increased efficiency, and suprem- 
acy of management must be maintained. 
Because work was often so monotonous the 
worker became exhausted, but the fresh worker 
could turn out far more than the tired. A 
six-hour day with double shifts would lead to 
increased output, as the workers would be fresh. 
They would, said the speaker in conclusion, 
meet the difficulties of the future by improving 
their conditions of output, the workmen would 
not be opposed to the capitalist because he 
would be one himself. 

Mr. Gordon Selfridge, in thanking Lord 
Leverhulme for his address, congratulated 
three members of the Aldwych Club—his lord- 
ship, the Chairman, and Sir Chas. Starmer—on 
the honours lately conferred upon them. 

These three gentlemen briefly acknowledged 
the congratulations offered them by the 
company. 


SALES MANAGERS' ASSOCIATION 
Ladies Eligible as Members 


THE SALES MANAGERS' ASSOCIATION 
concluded another session on the 21st ult., 
when it met, as usual, at the Holborn Res- 
taurant. Mr. W. B. Robertson presided. 

The draft rules were discussed апа some 
amendments made. Опе of the rules provided 
that ladies might become members, an amend- 
ment in favour of membership being confined 
to men being rejected. 

Mr. F. R. Jones, the former hon. secretary 
of the Association, who lately returned 
from а business mission to the United States 
and Canada, then spoke on his impressions 
of those countries. He said Canada was a 
marvellous country not only in regard to its 
climate, its rapid growth, its scenery, and its 
facilities for travel, but for its possibilities 
for the settler and the opportunities it afforded 
for trade and commerce ; 72 per cent. of the 

required by Canada were supplied by 
the United States. Не could not help thinking 
there was something wrong somewhere, 
because Canada would be only too willing to 
buy British goods if she could get what she 
wanted from us. Не referred to the great 
use which was made of water as a means of 
providing current and power, and he spoke 
of the wonderful richness in minerals of many 
parts. In his tour through the United States 


he was struck with the fact that the Americans 
are undoubtedly a wonderful people. 

Mr. E. S. Daniells having spoken, 

Mr. F. A. Mackenzie, who represents The 
Toronto Star at the front with the Canadian 
troops, said the barriers and breaches that 
had kept the Anglo-Saxon peoples apart were 
being wiped out, and as & Canadian he could 
assure the gathering that Canada wanted the 
British there more and more. “We want 
you in Canada," he said, “ because we know 
you are the people to get things done. The 
Canadian thinks he is the superior person, 
but in time he comes to know that the 
Britisher is the man to * get there We have 
found this out in this war. We want you to 
co-operate with us more and more because 
we know the solid accomplishment, the solid 
purpose of the Britisher. We want you 
because when the war is over the growth of 
Canada, great as it has been, is going to be 
so great as to leave the last generation far 
behind. After the war the men who have 
fought are not going to settle down to city 
life, to the life of the factory, the poorly 
paid work of the town labourer, the miserable 
pittance of the agricultura! worker. The 
West is calling, and to the West they are 
going." | 
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COMPANY MEETINGS AND REPORTS 
ВАТИ 


Messrs. Gamage. 


Speaking at the annual meeting of Messrs. 
А. W. Gamage, Ltd., Мг. A. W. Gamage 
said that as compared with the period prior 
to the war the turnover showed a considerable 
increase. Up to the present time they were 
well ahead of their figures for the corresponding 
period of last year. Although the turnover 
had been less their net profit showed a slight 
increase over that of the previous year. For 
1915 the net profit had been £88,332, for the 
and under review it was £38,858. The stock 

ad appreciated in value. 


Messrs. Hazell, Watson & Viney. 


The net profit for the year amounted to 
£20,949, and after paying debenture and 
interim dividends there was left а balance of 
£29,450 for distribution. The directors recom- 
mended a dividend of 7j per cent. on the 
ordinary shares, making 10 per cent. for the 
year, and to carry forward £19,407, as against 
£16,588 brought in. 


Messrs. Edward Lloyd. 


Mr. Frank Lloyd presided at the 27th 
ordinary general meeting of the Company held 
on June 29th, and said that the profits for 1916 
had increased by £20,567, which was £28,409 
less than for 1913, making a total loss of 
£119,065 on the three years, яз compared with 
the results before thc war broke out, in spite 
of a capital outlay of over £250,000 during the 
years 1918-1916, all of which had remained 
unproductive during the war. Thc com- 
paratively bad result of last year's working 
was due to the restrictions of imports of wood 
pulp and to the low price they had paid for 
deliveries against pre-war contracts, under an 
award by the Paper Commission. The whole 
of the Vittingfos property in Norway had been 
sold to a Norwegian company. А dividend 
was declared of 9d. per share on the ordinary 


shares, making with the interim dividend, 
7% per cent. for the year. 


Sanitas. 


Speaking at the ordinary general meeting 
of “ Sanitas,” held on June 27th, Mr. C. T 
Kingzett, the chairman, said that notwith- 
standing the loss of trade due te the war they 
had not lessened their expenditure on adver- 
tising, considering it the wisest policy to 
maintain as far as possible the valuable good- 
will which they had built up during the past 
forty years by judicious апа extensive adver- 
tising. Loss in some departments had been 
compensated by increased business in others. 
They proposed to add 4 per cent. bonus to the 
7$ per cent. dividend which they had steadily 
paid for upwards of twenty years. The 
accounts for the past year showed a profit 
balance of £18,274. The report was approved. 


Меззгз. Spicer Bros. 


After paying debenture interest for the year 
and interim dividends for six months the 
accounts of Messrs. Spicer Bros. show a sum of 
£93,995 available for distribution. The 
directors recommended а final dividend on the 
ordinary shares, making 7$} per cent. рег 
annum, and carry forward £70,995. 


Messrs. White, Tomkins & Courage. 


At the twenty-first annual general meeting of 
Messrs. White, Tomkins & Courage, Ltd., & 
record balance sheet was presented to the 
shareholders. Mr. E. J. Meinertzagen, who 
presided, said the net profit was £80,477, or 
£38,000 over the previous year. After payment 
of dividends to the Preference shareholders 
there was а balance of £108,830 9s. 8d., out of 
which they recommended а dividend to 
Ordinary shareholders at 10 per cent. per 
annum, carrying to reserve £15,000, and 
carrying forward, subject to excess profits duty, 
£70,330 9s. 8d. 


| EVENING 
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CHRONICLE 


(Manchester) 
Is read by a larger number of womenfolk than any 


other provincial evening newspaper. It has. 
It has the largest distribution over 


home appeal. 


It has a direct 
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financial and prospectus 


the classified types of the 


It must be understood that while we exercise all possible care to ensure the accuracy of 


utation the advertisements 
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and Classified, in which are included all advertisements set in 
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Comnoissene| ade, | "ords | Engish | Royali | Grand m Mag. London | Captain 

453 ЕЛ 158 | 1з | 14 | 168 u | 38 | 7. 


Special Note—1nsets are not included. 


PROVINCIAL NEWSPAPERS—(Penny) 


(COLUMNS! 


Bristol Time Glasgow heffildDatly L'pool Post 


Date and Mirror Herald Telegraph | and Mercury 
ЕЕ ЕЕ 2) 34 |8 dx ча заза 3 

ва 92 Н: 29 $2| Я [=8| 38| а 

1917 |28 9à| à |25| 42 зна ЕЕЕ: 
May 23 |34| 44 91] 3 | 25 3| 4] 1 7} 7 
24 |3 24 93] 7 | 98 34 53] 11 6) 5 
25 16 | 24 9| 4 188 33 4] 42| 73) 10 
26 | 54 | 104 23 | 3 | 164 73| 143] 1| 64 6 
28 | | 2} 8] 31234 34 я 1| 93) 64 
29 |2 3| Of 51114 34 41—16) 6 
зо | 3 3à 8H 6 | 19} 214 4] 31| 74! 7 
31 2 3$ 94 34| 114 3| 48 24) 5 6 
June 1 | 4 33} 8] 4 |17 23 331 5| 74 10 
2 174 {11 2241 3 14 10 | 153] # 94 6 

4 [11| 4 91 7 |19 3| 4 ài 94 6 

5 |44| 3/107 5| 114 4 71021518 
6 |23| 32 94] 31 24 34 44| 2| 7! 74 

7 |4 3ł 10 |. 31 113 3| 53| 24) 44, 6 

8 13169 5 | 194 3| 4# 34 11 98 

9 [64| 114 221 3| 13 10 | 18 3| 8| 6 

11 i| 64 10] $53 25 33} 54 4) 11!) 7 
12 13%] 51 9H 4114 4$ 7} 2 54 94 
13 [24 | 3410] 5 | 244 34) 4$ 3 10 64 

14 |2%| 32 10] 331 113 34 74 24 6| 6 
15 {18 | 34 98 44 173 34, 441 2| 74 10 
16 |6} | 123) 244] 3 | 17 9 | 178] 1à| 88| 74 
18 3| 23 94 4 | 224 23 4M 2 104 7 
19 |2 | 23 94 24| 144 3à 6 2 5) 8% 
20 4| 9 3 | 234 3| 4| 4| 84 5j 

21 134 | 2| 93| 34 114 34 5] 2 74 

22 |2 23 9 | 34 19 24 4H 3 | 74 124 


Total ... [88$ 11274 


305411114|+634385 [1204111 |1804] 58 209 кы 


| 


е Including Auctions. Sizg or Соіоммѕ: Bristol Times and Mirror, length, 24 ins., width, 24 ins. Glasgow 
Herald, length. 244 ins., width. 24 ins. Sheffield Daily Telegraph, front page. 21 ins.: inside, length, 23 ins. 
width. 23 ins. Liverpool Daily Post. length, 24 ins.. width, 22 ins. 


N.B.—In the case of some of these provincial publications we have not been able to check 
the figures given, and in consequence do not accept responsibility for their accuracy. 
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*PUNCH'S" ": 
ALMANACK 


E ЗОО -. 5 
PACE is now being booked for “ PUNCH’S” 
ALMANACK (1918), due to appear about 
November 15th next, in a Special Cover in 
Three Colours, at 6d. per Copy. 


The Almanack has grown in popularity and adver- 
tising revenue each year for many years past, 
and is beyond question the best advertising value 
offered among the Christmas seasonal publications. 


It will be advisable to book up at once if you 
desire to secure space in this issue, as space is, as 
usual, strictly limited, and much of it already sold. 


Instruct your Ágents to place your order to-day 
or send it direct. But do not delay. 
ROY V. SOMERVILLE 


Advertisement Manager, "Punch" 
IO Bouverie Street ; Е.С. 4. 


The degree of confidence reposed 
in a newspaper by its readers has a 
direct bearing upon the value of 
that newspaper to the advertiser. 


When readers are conscious that 
all sections of the news are presented 
judiciously, swiftly, and with regard 
to fact rather than sensation, there 
is evolved in the mind a bias in 
favour of the advertisers using that 
newspaper. Апа this bias is de- 
veloped into definite appreciation 
of the advertisers’ appeals when 
readers know that a strict censor- 
ship, eliminating the fraudulent and 
otherwise undesirable, is exercised 
over the advertising columns. 


By virtue of such characteristics 
does the ** Northern Daily Tele- 
graph” hold the readers’ confidence. 


The northern half of Lancashire 
and West Yorkshire form the 
* Telegraph's" circulation field, 
North-East Lancashire being the 
central area, wherein the net sale 
exceeds the combined net sales of 
all other daily or weekly news- 
papers. And North-East Lancashire 
workers earn more, family for 
family, than those of any other 
part of the kingdom ; yet they do 
not unduly hoard. 


** Telegraph " publicity is efficient 


service. 


Head Office 
BLACKBURN 


London ОЁЁсе 
85 FLEET STREET 


on en ak NX IDEE ee | 


TE, mpl Ба 


H Я DU d. M^ 


- PE LEN loa 


= hb, зав 
^ „э 5 
к Маа, 


Ари МАТЧЕ АИ ЧАА Е РАС р АА А ae УДА e PF raf MENT Кы АИИ 


August, 1917 THE ADVERTISING WORLD 73 


The Canadian 
Market for 


your Goods 
Here js а book which answers all e EM 


liminary questions you would ask before | 
placing your goods on the Canadian market. 
convenient, condensed compilation of 
facts and statistics relating to Canada, its 
people, its products, its markets, its 
advertising mediums—350 pages of data 
classified, tabulated and есі for easy 


reference. 


We know of no book published in the 
British Empire which serves its purpose 
so well as 


LYDIATT'S 


“Whats What in Canadian 


Advertising ” 
Published at $2: post free for 8/6 GARRATTRATKINSON 
from 


Tondon WS: awe 


“The Advertising World” 


SARDINIA HOUSE, 
KINGSWAY, W.C.2. 


е ОООО. 


11111]; 
i 
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In а 260-page 
Vest -Pocket Book 


little longer than this advertisement, 
is contained lists of American publi- 
cations, with rates and circulations, 
Bill-posting and Street Car rates, 
. Populations by Occupation, Age and 
Religion, Family Incomes and Ex- 
penditure, Motor Cars by States, 
Number of Dealers by Trades, 
Trade Marks, Copyright, Wealth 
Production and Distribution in the 
U.S.A., Maps, Types, Imports, 
Exports, 


MAHIN'S 
Advertising Data Book 


is invaluable to the British Manu- 
facturer contemplating the American 
Market and to the Student of 
сае 


In the above booklet we show the various screens 
used in the production of Half-Tone Blocks, with 
explanations on the best screen to use for the 
purpose for which the block is required. 


All users of Blocks should send 
for a copy of this interesting 
Booklet. It is FREE upon 
application to Head Office 
SKETCHES, PHOTOGRAPHS, HALF-TONE, 
LINE AND COLOUR BLOCKS PRODUCED 
FOR ALL PURPOSES. 


PRESS ETCHING CO., LTD. 


12 WINE OFFICE COURT. 
tf within th 
Eent pe refor Bi- by th ithin Advertising FLEET ST., LONDON, E.C. 


orld,” ‚ England. Telephones: . Telegrams : 
Holborn 2907-8. Collotype, London." : 


таин КШ MS 
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The Clearing House for Advertising Men 
This Bureau will furnish employers (free of charge) with full pos of the 


qualifications and experience of suitable men for any position t 


ey have vacant. 


Advertising men desiring appointments can have their applications filed on 
the Register for a fee of 10/6. This includes :— 


1. The retention of their qualifications on the Register until suited. 

2. The insertion of their advertisement under box number in the weekly list of 
situations vacant and, unless suited previously, the insertion of an inch 
advertisement of their qualifications on this page. 

3. The sending of copies of abstracts of their qualifications to employers having 


vacancies on their staffs. 


Address for Letters : 


The “ A.W.” Professional Bureau, Sardinia House, Kingsway, W.C. 2. Telephone 


: HOLBORN 2269 


These advertisements are inserted subject to the rules and regulations 
issued by the Director of National Service. 


SITUATIONS WANTED. 


Advertisement Manager. 15.30) 
Experienced man over military age would 
take outside representation or position as 
manager and office organiser of publication 
or advertising firm. Splendid references. 
£350 or close offer. 


Advertisement Manager. (B. 37) 
Ten years with a large London store; five 
years advertising expert with well-known 
agency. Over military age. £250-£300. Can 
commence new duties at once. 


Advertisement Canvasser. (B. 38) 
Thoroughly experienced. Good connection. 
Free in August. Part salary and commission 
on results. Over military age. 


(B. 35) 
Advertisement and Sales Manager 
Has had full control of large advertising 
appropriation over a period of nine vears. 
Greatly experienced in dealing with selling 
staffs and outdoor representatives. Competent 
organiser. Fully qualified to take control of 
entire office staff. Age 80. Married. £400. 


Technical Copywriter. (B. 40) 
Lay-out and design of advertisements for the 
technical press in the electrical trade, writing 
of descriptive paragraphs of new apparatus 
for insertion in the technical papers, etc. 
Lay-out and copy of advertisements for all 
sections of retail trade, booklets, folders, 
mailing cards, sales literature, etc. Experienced 
in ordering blocks, instructing artists, and cor- 
recting proofs. Age 36. Salary £4. Ineligible, 


Copywriter (B. 34) 
Thoroughly experienced copy and layout 
man is open to accept responsible position in 
Midlands, Birmingham preferred. 


Part Time Copywriter. (B. 41 
Experienced advertising man requires work. 
Capable of turning out good forceful сору at 
short notice. 


As Advertising Manager, ог (В: 39) 


Manager of Mail Order House. 

Able prepare effective advertisements and 
write forceful selling form-letters, besides 
giving the personal touch that tells—and 
sells—in individual correspondence. Experi- 


ence in subscription book-selling and аз 
journalist. Expert lecturer and writer on 
Salesmanship. Free at short notice. 


SITUATIONS VACANT, 


Provincial Service House | 

have a good opening for lay-out and registration 
man or woman. Apply ‘Service,’ ADVER- 
TISING WORLD, Sardinia House, Kingsway, W.C. 


Wanted 


a buyer of stationery and printed matter. A 
good knowledge of papers is essential. A fair . 
salary would be paid to the successful applicant. 
Box “ National,” ADVERTISING WORLD, Sar- 
dinia House, Kingsway, W.C. 


Active Man 

wanted to assist in developing а new article 
already on thc market. One capable of 
interviewing, engaging men on commission 
and otherwise in various parts of the country ; 
accustomed to card index and follow-up 
systems, who knows the ropes of modern 
methods of getting business. Article already 
advertised and large business in prospect. 
State fully: experience, salary required, etc. 
Box, * Modern Methods," ADVERTISING WORLD, 
Sardinia House, Kingsway, W.C. 


№ 
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Expert Advice 
fron Personal 
knowledge of Ma:kets and 62 years’ experience. 

WRITE FOR PARTICULARS. \ 
D. J. KEYMER & CO. 
8 WHITEFRIARS STREET, LONDOM 
Telephone No.: 5310 Holborn. 


Designs and Estimates submitted free for any kind of 
Metal or Enamelled Badges, Silver and Gold Medals, 
UTERE Souvenirs, etc., etc. HI] Iu 


OUR DESIGNS & VALUE ALWAYS THE BEST 


THOMAS FATTORINI 
Badge Manufacturer. BOLTON 


ALSO Т BIRMINGHAM, LONDON AND SKIPTON 


AMET 
BOUND VOLUMES OF THE 


Advertising World 


Strongly and handsomely bound in 
crimson cloth boards, per volume 


(post free) 7/6 


PERMONISING nean: ше economy 


in your advertising expenses and a real saving in paper costs. 


Showcards, window tickets, matchbox covers, blotters, calendars, 


bank-note cases, etc., etc., treated by our process become indelible, 
water and climate proof. 


We are makers of a great variety of advertising novelties. May we 
quote you ? 


The business under its new proprietorship has been extended by 
additional staff and machinery, and as before is under the personal 
management of Mr. STANLEY V. MACHIN, to whom all letters 
should be addressed. 


THE PERMO COMPANY, ве CORNER 
MITCHAM, SURREY 


Telephone: MITCHAM $832 


PEST REALS: Lad UC de а зеи 
seen JS is! Bos XS $c ут я ВОС 
ar v 4 M ` à N 596 gos 
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This department of The Advertising World exists 
for the sole purpose of assisting subscribers, by 
giving them detailed and reliable information upon 
any subject connected with advertising. It is also 
able to advise in the marketing of goods at home 
or abroad, even to the extent of giving you the 


name of the agent most suitable for your purpose. 
All this service is quite disinterested and FREE. 


чу е aa © i de A eR A | э л 


‹чоге дебе Wo >impie MUICS. 
(1) Enquiries must be made on business letter headings (we do not under- 
take to answer enquiries relating to subjects other than advertising). 
(2) Information upon the status of advertising agencies, supply houses, etc., 
is only supplied in confidence to actual advertisers. 


A FEW EXTRACTS FROM ENQUIRIES RECEIVED THIS MONTH 

“ Can you advise us where we can obtain some * Shaw Walker’ upright filing 
cabinets, 121" x141" drawer front, 15" drawer depth, in mahogany finish ? " 

“ Kindly forward us addresses of printers of numerical tickets." 

“ We should like to be put into touch with manufacturers of the leather, or 
imitation leather, cases with handles used to carry books in.” 

“ Do you know an artist who could let us have an exceptionally distinctive series 
of drawings suited to the advertising of our commodity ? " 

*" Will you inform us as to the precise nature of the existing regulations affecting 
poster advertising ? ” 

“ Is there a printer who can supply stock poster stamps ? " 

“ Will you inform me where I can obtain copies of * The Poster’ ?” 

“ We should like to know which are the American newspapers that * specialise ’ 
in drapery and the allied trades advertisements, such as our ‘ Daily Mail’ and 
‘Observer.’ І should require the papers of the principal American cities.” 

* Is there any law prohibiting the distribution of pulp card throwaways, either 
an the street or from house to house—and who are the quickest and cheapest people to 
_ make ‘ cut-out’ pulp card throwaways ? " 

“ Is it permissible to use posters on one's own premises that exceed the 600 square 
inches ? ” 

“Can you give us the name of an artist who can draw first-class pen portraits 
in bold black-and-white from photographs ? ” 

" We should be glad to have as complete a list as possible of naval and military 


publications.” | 


Кы 
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Is distributed over the most fruitful and 
responsive ground for the advertiser— 
Lancashire, Yorkshire, Cheshire and North 
Wales. Its circulation is five or six times 
larger than that of any other morning news- 
paper, local or National, in the same area. 


August, 1917 


Safe & Sure 


for reaching people in districts 
which are not dependent 
upon any one industry, and 
where consequently the pur- 
chasing power is always 
maintained. 


The Brighouse Echo 
€ The Elland Echo 


papers on which the 
public rely for local 
news and general in- 
formation — papers on 
which advertisers can 


rely to sell their goods. 


Office: Park Street, 
Brighouse, Yorks. 
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ADVERTISING 


THAT BRINGS RESULTS 


Manufacturers 
and Agents 


who want INCREASED Sales in 

Gas, Oil and Steam Engines, Motor 

Tractors— Ploughs, all Agricultural 
Machinery 


SHOULD UTILIZE 
THE IRISH HOMESTEAD 


The Organ of the Agricultural Co- 
operative Movement in Ireland. 
Founded by Sir Horace Plunkett. 


18 Sth. Frederick 
Street, Dublin. 


Specimen copies & 
Advt. Rates from 
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us make a signological suggestion. 
mean good business for you. 


with which is 


ТШД ШИШИШИ RT LL FDA UTITUR ТҮШ 


| 


БЕ НИШ 


ыш UNILATERAL И И ПОЗА RETIA AULA mE 


|SIGNOLOGY! 


М knowledge of signs—what they can be made to do, and 


how they can be made to do it. 


That knowledge we possess, because we have studied sign problems for 
years, and have actual experience of what every workable idea is worth. 


Let us tell you what we have learnt. 
It will cost ycu nothing, and may 


J. OLDHAM, 


Incorporated GAWTHORP'S LTD., 


: SIGN ADVERTISING SPECIALIST : 
Foot of YORK ROAD, 


Signs to cover all your needs Made and fixed by OLDHAM. Leeds. BELLA 


ШЕ 


| 


State your proposition and let 
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LEEDS 


al ШИН 
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* THE ADVERTISING WORLD" is published by the Proprietors, A.W. Limited, on or about the fourteenth 
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THE ANNUAL SUBSCRIPTION to '' The Advertising World.” including postage, is 10s. to places in British 


Possessions and 125. to foreign countries; single copies will be sent for Is. 


LITERARY AND ARTISTIC CONTRIBUTIONS, whilst not solicited, will be carefully considered; but the 
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Insure Your Gooduill 


T E goodwill of a business—which may have cost 
thousands to create—is well worth preserving till the 
return of normal times. Ап ideal method of keeping the 
name of your proposition alive and moving in the minds of 
the people—both in London and the Provinces, is to utilise 


J. WEINER'S 
“ VAN-AD" POSTER SERVICE 


It offers—for a small expenditure—a practical and effective 
insurance against depreciation of goodwill. Many national 
advertisers are using Van-Ad. Posters for this purpose. 


Write to-day for particulars : 


J. WEINER, 
32 SHAFTESBURY AVENUE, LONDON, W. 


Telephone : 1128 Gerrard. Telegrams : “ Lithoprint, Piccy, London." 
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you advertise in any manner or forni—if yov 
send out letters or catalogues—if you do any- 
thing to increase sales or if you desire so to 
do—it will pay you to discuss the matter with 
us. We secure our business by advertising— 
the method we recommend others to use. 
There is no other method that is at once so 
effective or so economical. We are the largest 
advertisers in our industry and we know. 
We practice what we preach and we have 
always found it a profitable policy. No other 
firm of professional advertisers can show a 
similar record of success during the War. 


We are proud of this record and 
challenge comparison regarding it. 
We invite correspondence with 
manufacturers who contemplate a 
vigorous and painstaking campaign 
for trade after the War and we stand 
ready to prove our capacity to 
serve them from every standpoint. 
Our present clients are the foremost 
Houses in their line and they are 
our credentials. May we serve you ? 


CHARLES F. HIGHAM 


The Leading Firm of Professional Advertisers 


IMPERIAL HOUSE, KINGSWAY, LONDON, W.C. 2. 
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THE ONLY INDEPENDENT ADVERTISING TRADE PAPER PUBLISHED IN GREAT BRITAIN 


NO PRINTER, ADVERTISING AGENT, NEWSPAPER OR ENGRAVER HAS THE 
SMALLEST INTEREST IN ITS PROPRIETARY OR ANY VOICE IN ITS CONTROL 


A NEW WORLD 


УШЕУ; М» those slowest of apprehension are now 

41! beginning to suspect that the conclusion of 
peace may mean something more than a mere 
return to the status quo. They are coming to 
understand, not without trepidation, that it 
will not be possible for them to resume opera- 
tions just where and as they suspended them 
in 1914 or later. 


It is something gained that this idea is at 
length becoming general, for it is undoubtedly the right one. The : 
good old days, or the bad old days—it is all a matter of taste—are 
at any rate dead old days; and whether we mourn or whether we 
rejoice, they will never return. 


When so much is perfectly realised we shall have gone some length 
towards preparing for the unknown new conditions which we shall 
most certainly all have to meet as adequately as may be. Efficient 
preparation is not easy, since the outlook is so uncertain ; but it will 


THE ADVERTISING WORLD August, 1917 


need to be put in hand on the assumption, thoroughly safe, 
that the new conditions will demand more intelligence, more energy, 
a greater all-round efficiency than the old. 


From the paralysing restrictions of war-time the manufacturers 
and merchants of all nations will find themselves plunged into the 
furious activities of a peace time such as they, or the world for that 
matter, have never conceived as being within the limits of the 
possible. 


Competition for trade, national and international, will rise to a 
pitch of keenness that will probably seem ferocious until we all become 
used to it. There must be—unless we assume an extension of 
hostilities that will utterly exhaust the resources of all civilised 
peoples—an enormous demand for all sorts and descriptions of 
peacetime commodities when wartime is over. And there will be 
the fiercest competition to supply it. All the resources, not only 
of individual traders, but of great industrial organisations, and not 
only of industrial organisations, but of powerful States, will be 
diverted from military to commercial endeavour. 


They will all have à more efficient plant and a more highly 
organised personnel at their command than they ever possessed 
before; facilities created, it may be, for the industry of war, but 
easily to be adapted to the warfare of industry. The most elementary 
instinct of self-preservation must lead them to utilise every advan- 
tage they hold to the utmost ; and since all the conventional barriers 
of commerce will have been thrown down by years of destructivc 
warfare they will be in immediate conflict with each other in every 
quarter of the globe. 


The traders, the organisations, the States which are just a little 
better prepared than their neighbours for this all-important struggle, 
will enter upon it so favourably appointed that they can hardly fail 
to emerge with a lion's share of the prizes. 


Is this country so prepared, or are due preparations in progress ? 


The answer is in the affirmative as far as production is con- 


cerned ; and in the negative when related to distribution. 


British manufacturers, as alwavs, are giving plenty of attention 
to the goods, but thev are neglecting the markets. And salesman- 
ship, scientific salesmanship, is becoming ever more and more 
dominating a factor in both domestic and world trade. 


If British trade is to hold its own, or even part of what it has 
been accustomed to regard as its own, British traders must speedily 
put their selling departments in order. 


And they must advertise with larger vision and more determi- 
nate intention than they have been wont todo. They must conduct 
their advertising in the spirit of farmers who laboriously and without 
intermission prepare the soil and sow the seed in anticipation of a 
harvest in due season, and not in that of mere chance wayfarers who 
break through a hedge to rob an orchard. 


The advertisers who will make good in the times that are coming 
—and trading without advertising will be more than ever a patent 
absurdity—must be productive, and not merely predatory. They 
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must set out to make a market for their goods; for the time is past 
when raids on other people's markets will serve. 

In short, they will have to work, and work hard, for whatever 
they get; also they will have to work with understanding. And 
the sooner they make up their minds to it, and sct themselves to 
master the tools of their tradc, thc bctter. 


THE MINISTRY OF RECONSTRUCTION 


Tes E is INE of the most important steps recently taken 

Uff — ANN NT by the Government is the establishment of a 

VE TORN VAJ DU · С 

| ПЕ А Sa) Ministry of Reconstruction. It was taken 
Ж... > e^ 1" I » e|! . . . . 

I NISL ‚Ч! none too soon, although some inquiries into 

АД » x i = = N | I wo À! 2 ., э : . 

IN eee 1%) the conditions and problems of reconstruction 
\ F S) Je d) ==! А 

I. AC LV "f had already been put in hand by other depart- 

у i ' Г! th Ve “у. $ 

А Wa «4 ments. 

| <=> 2 sh" РЛ . . . е ° 5 

—— aaa Such piecemeal investigation is, however, 


only of minor usefulness, and if it led to piece- 
meal treatment of the whole subject might easily bc exceedingly 
mischievous. The institution of a department competent to take 
broad views and to co-ordinate sectional efforts was a plain neces- 
sity. The outbreak of peace might easily lead to a confusion and 
disorganisation only less disastrous than the outbreak of war unless 
intelligent and comprehensive preparations were madc to deal with 
its effect. 


We hope that the new Ministry will meet with all the assistance 
from business men that it has a right to expect. Those who take 
the attitude that “ what commercial people want after the war is 
as little interference as possible from the State " are simply rabid 
individualists of а type that has ceased to have any excuse for 
existing. 

What commercial people want in these days is all the assistance 
they can get from the State ; and if they do not get the right kind 
of assistance they will only have themselves to blame. Ш they 
refuse to co-operate ungrudgingly with the Government in the 
interest of the community as a whole, they cannot grumble if their 
own interests are sometimes damaged. 


А rampant individualism, as things are, is shecr mutiny in face 
of the enemy. Whether one may like or dislike it we live in an agc 
when all effort, to be successful, must be organised on a large scale 
and under unified direction. And the best-equipped director of 
the national commercial campaigning should be а member of the 
Government possessing all the power, influence and facilities that 
only such a Minister could command. The presence of an incom- 
petent Minister in such a post would only indicate that British 
business men are too apathetic, or too busy fighting each other, 
properly to conserve the great trust in their charge. They could 
effectually control the appointment if they set their minds to it. 


First of all, let them get rid of the idea that a Minister must of 
necessity make it his business to ** interfere " with trade in a wanton 
and unreasonable manner. The commander-in-chief of an army 
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interferes rather actively with the business affairs of his divisional 
commanders, and through them with every individual in his com- 
mand ; and it is on his power to do so that the fighting efficiency 
of the whole military organisation rests. 


NETT SALES 


|! НЕ situation created bv the restriction of 
newspaper circulations, owing to the increased 
cost of production and the limited supply of 
paper, is leading to renewed diseussion of the 
old question: What is the basis of circulation 
value ? 


There need be no variation in the standing 
answer to this question— we speak, of course, 
from the advertisers 'point of view. The basis 
of circulation value is “ nett sales." That circulation may represent 
size without quality, or quality but not size, is perfectly true; but 
it does not alter the fact that the value of either a general or a 
" class " circulation is, almost without exception, only measurable 
by the “nett sales" rule. А sale of two copies in one case may be of 
more service to the advertiser than a sale of two hundred in another ; 
but four copies sold are worth more than two, even of the most 
exclusively sectional medium, and four hundred copies paid for by the 
general public are worth more than two hundred. 


All sorts of attempts are made from time to time to obscure this 
elementary truth; some of them as ingenious as the reasons for 
their reticence advanced by publishers who withhold circulation figures 
altogether. 


Those who refuse to make any definite statement as to circulation 
usually pretend to justify their attitude by an affectation of believing 
that advertisers are incapable of understanding how much “ quality ” 
often conditions the publicity value suggested by mere numbers. 
There is just enough truth in this plea to give it a semblance of sweet 
reasonableness ; but no more. Advertisers as a body are much wiser 
than some space-sellers would, perhaps, wish them to Бе. 


Why “nett sales” should be the basis of a right judgment of media 
advertising values, in all but very exceptional instances, it is very 
easy to perceive. What costs nothing is apt to be regarded as being 
worth nothing. Given away by the sender it is thrown away by the 
recipient more often than not. 


Consequently, a distribution of free copies can rarely be regarded 
by the advertiser as effective circulation. 


The number of people who read a newspaper or periodical, not of 
those who only pass it on from the letter-box to the waste paper 
basket, is what he is concerned to know. In short, he wants definite 
and genuine “nett sale " figures; showing the number of copies 
which get into the hands of readers sufficiently interested in their 
contents to pay for them. Returns, voucher copies, copies sent oat 
for publishing propagandist purposes, or copies distributed without 
charge in order to furnish some sort of a foundation for misleading 
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‚ circulation claims, all these he would have, in the future he will have, 
treated as non-existent in the circulation figures supplied to him. 

He does not propose to understand the term “ Nett sales " in any 
but its plain and proper meaning, and he is perfectly right. 


SOUR GRAPES 


[ese ;UR one and only Billing publishes in The 
ЙИ ИЕР N Y Imperialist what һе describes as “ the only 
МПА wi paper that does not accept advertisements, 
ENNO HAN] and therefore is free to speak the truth." The 

Ул WINS sweeping charge thus levelled at the Press of 
AC SL | this country is thoroughly characteristic of his 
174 r7 33| one-eyed outlook, his intemperance, and his 
SS | careless treatment of facts. 

However regrettable it may be, we arc 
afraid there will be a prevalent idea that if The I mperialist docs not 
now carry advertisements it is because it cannot now get them, not 
because it does not desire them. Апа it will be remembered that 
one of the first appointments made to the staff of The Imperialist was 
that of an advertisement manager. It is true that the connection of 
this official with the paper was of the shortest ; but why was hc 
appointed at all if Mr. Billing was so convinced of the incompatibility 
of carrying advertisements and speaking the truth ? 


Those may be pardoned to whom Mr. Billing's austere and 
self-denying morality—of course, in his capacity, of newspaper 
publisher—is suspect. The ill-conditioned among them will probably 
say with sufficient bluntness that he seemed willing to restrain his 
boasted freedom to speak the truth as long as it appeared probable 
that advertisement space in his paper would command any revenue, 
and that the high and noble attitude of renunciation he now assumes 
was only put on when it became plain that there was little, if anything, 
to renounce. 


The story of the fox and the grapes is not a new one, though it 
will never be out of date. It gains fresh interest in being blended 
so ingeniously by Mr. Billing with that of the fox who had no tail. 


BACH ADVERTISING 


ОКНО уу E have been having, as might have been expected. 
Уак аА 


i fe an unusually quict time during the “ holiday ” 
OME 255 22) season, but prospects for the autumn are dis- 
У.И Ls tinctly good. The volume of advertising will, 
CEP NY ДЕС | of course, be much affected by the various re- 
А КЎ ^^ strictions that nowadays hedge us in on all 
[DADA А5 0) sides, and by the inability of so many adver- 
Pac = tisers to obtain a sufficient supply of “ the 


goods " to sell. 


When every allowance is made, however, there still remains an 
amount of advertising already in hand for launching in September 
and October, that will be more than enough to fill the space available 
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in the better class of Press media. and to keep those who provide 
other advertising facilities tolerably well occupied. 


Upon many advertising organisations a demand has, indeed, 
been made which is taxing to the utmost the energies of depleted 
staffs. Advertisers who are not hopelessly put out of action by 
cireumstances altogether beyond control do not seem at all disposed 
to be unduly discouraged by the uncertainties of the existing situation. 


Once again—we speak from a mass of exact information—it will 
be found that advertisers are prepared to ‘carry on" with an 
optimism and determination beyond all but the most sanguine 
anticipation. 


A GRAVE INJUSTICE 


el HE restrictions placed upon catalogue circula- 

tion have from the first been looked upon as 
ill-considered and vexatious by the traders 
affected by them. It was not a presumably 
necessary reduction in the supply of advertising 
material that raised opposition, but the action 
of the Government in determining what use 
should be made by private consumers of such 
supplies as were available. 


If the shortage of paper rendered a restriction of supplies unavoid- 
able—the only excuse offered for the interference with circular 
advertising—catalogue advertisers were quite willing to be rationed, 
but they resented not being allowed to make free use of whatever 
supply might be apportioned as their own. 


In the same way, if it had become necessary to save the Post 
Office labour involved in the distribution of circulars, advertisers 
in the habit of using the mail would, without complaint, have accom- 
modated themselves to circumstances. 


But they are not content to see competitors allowed to profit by 
the disabilities laid upon themselves. 


Very widespread resentment has been caused by the discovery 
that the advertising facilities denied by the British Government to 
British traders are being freely accorded to their foreign competitors. 


Catalogues and circulars advertising the goods and services of 
foreign trading organisations are being distributed without let or 
hindrance throughout the whole of the British market to the serious 
detriment of native traders. For instance, we may mention a 
fairly bulky catalogue circulated by the Magasins du Louvre, of 
Paris, which, according to our information, has effectively covered 
the country during the past few wecks. 


If this sort of thing is allowed to continue it will mean that the 
traders of this country will have the felicity of sitting by with tied 
hands while their own Government assists foreign rivals to despoil 
them. They will hardly consent to be so victimised. 


The order under which they suffer must either be removed, or it 
must be extended to cover traders overseas as well as those at home. 
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THE ROYAL Commission on Paper, on 


There is no question, be it remarked, of securing to our own traders 
а preference, only of permitting them to meet foreign competition 
on equal terms. 


By farthe better plan would be the countermanding of the Order, 
and its replacement, if necessary, by regulations more in accordance 
with the real demands of the existing situation. It is unfairly 
discriminating, needlessly vexatious, and cannot in the least be justi- 
fied by its alleged intention. Мо end is served by its continuance, 
unless a permanent exhibition of official ignorance and obstinacy be 
considered desirable. 


In any case foreign advertisers must not be allowed advantages of 
which British advertisers are deprived. Аз the mail is closed to us, 
so it must be closed to those who, with a keenness for which we have 
nothing but admiration, are “ after " our trade. 


THE COST OF DISTRIBUTION 


"Ipeere—31O0THING has been more remarkable in the 


о <> 4| recent universal discussion of retail prices,” says 
A ASMA ` 4 The Times, “ than the failure of most writers 
МАИ to recognise the essential fact that the cost of 

ИН production is not the sole, and often not even the 


" Е! &. "far к | "T3 6 è . . . 

MULCA Л principal, factor in fixing the price to the con- 
"WU e GE PLIE sumer. In the case of many articles the cost of 
IW wr selling and distributing is normally greater than 


that of production. In war time it may be 
greatly increased by existing conditions. Advanced reformers find 
a popular text in the contrast between the value of a field of turnips 
and that of the same turnips when sold in small bunches to the house- 
wife. They forget that the cost of producing turnips cheaply is not 
the crur of the matter at all. The real problem of reducing their 
cost to the consumer is that of improving the means for bringing the 
turnips to the people, or in the alternative the people to the turnips.” 


We are glad to be ableto note that publie attention is being so 
strongly drawn to this much-overlooked truth. When it is better 
understood the importance of efficient advertising, as the most 
powerful means of securing economical distribution, will, perhaps, 
receive the recognition that is its due. 


issued on 


tously, and of which advertising is the main 


behalf of the Board of Trade, 
August 20th a general licence making important 
concessions with regard to the issuing of 
circulars. Under the terms of this licence 
tradesmen's catalogues and price lists and all 
classes of advertising crreulars, with certain 
exceptions, may be issued and dispatched from 
now up to January 31st, 1918, to the extent of 
one-third of the weight of paper used for the 
catalogues and price lists and advertising circu- 
lars issued by tradesmen between August Ist, 
1916, and January 31st, 1917. 

For the purpose of this licence the expression 
" advertising circulars " includes any adver- 
tising sheet or periodical in the form of a news- 
paper or magazine, whether registered as a 
newspaper or not, which is distributed gratui- 


and not merely an ancillary purpose ; diaries, 
almanacs, and calendars issued gratuitously 
and containing advertising matter; but does 
not include circulars requesting the verification 
of information for books of reference. The 
expression “ paper " includes cardboard or other 
similar material or any substitute for paper. 
This licence does not extend to circulars 
issued by registered moneylenders, bookmakers, 
etc., or to persons offering to deal in stocks or 


. shares (other than those issued by members 


of any recognised Stock Exchange to their own 
clients), or by promoters of or persons interested 
in any competition involving guessing or a 
test of skill. 

The general licence issued on March 10th 
1917, is thereby revoked. 
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Bv. G. 


WARWICK BROOKES, the popular 
Member for Mile End, had previously 
sought Parliamentary honours, having, 
as & Unionist, contested West Newing- 
ton twice in 1910 against a strong 
Liberal opponent, Capt. Norton, then 
Assistant Postmaster-General. 

By dint of persistent personal cfforts 
and perfect organisation Warwick 
Brookes twice lowered his opponent's 
majority in a division which had been 
a Radical stronghold for years and stood 
an excellent chance of winning the seat 
at the next trial of strength, when a 
vacancy occurred at Mile End through 
the accession of the Hon. H. Lawson to 
a peerage, and Mr. Brookes was invited 
to become a candidate. At that time 
Zeppelin raids on London were in the 
air, and the resultant scare was utilised 
to the full by the opposition candidate, 
Mr. Pemberton Billing, who, however, 
failed to impress the solid Mile Enders, 
and Warwick Brookes was clected by a 
substantial majority. 

He was heard to say that it was the 
“triumph of organisation against a 
cause," and probably he was referring, 
amongst other things, to his business- 
like adoption of the card index system 
for the purposes of his campaign. 

Mr. Brookes’s business activities are 
extensive and diversified. Originally an 
ironfounder, by force of circumstances 
arising out of the war he built and 
equipped a factory at Burnham-on- 
Crouch for the manufacture of canvas 
goods and equipment required for the 
Army, thus providing employment for 
hundreds of boatmen and their depen- 
dents who had suddenly found thcir 
occupation gone. 

In commercial circles, Mr. Brookes 
is well known as the managing director 
of the Junior Army and Navy Stores, 
Ltd., and the Civil Service Co-operative 
Society, Ltd. Both these time-honoured 
establishments seemed at one time to 
have acquired a lethargic tendency, 
which required the introduction of a 
vigorous personality to disperse, and 
one welcomes the signs of energy and 
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enterprise following closely upon Mr. 
Brookes's assumption of control, which 
indicate that a new cra had commenced 
for both concerns. 

Mr. Warwick Brookes has had a 
varied experience in different parts of 
the world, including the United States. 
He is а born raconteur, and one never 
tires of listening, watching the play of 
his thoughts and observing his changing 
moods, ** from grave to gay, from lively 
to severe." And through it all crops out 
the intent earnestness of the man of 
business, eagerly аПус to every chance 
and doggedly tenacious in following up 
every scheme which seems to offer 
attractive prospects. 

A Manchester man by birth, he has 
become cosmopolitan, and is equally at 
home ashore or afloat, with prince or 
ploughman, in the club or in the streets 
of his constituency. As a practical 
yachtsman he has few superiors. Yacht 
racing is his favourite sport, and he was 
one of the first to build to the Inter- 
national Metre Class. He is а member 
of several of the leading yacht clubs, 
where his sunny smile and cheery 
greeting reccive a warm welcome. 

He is also a member of the principal 
political clubs, and' yet one cannot 
resist the conclusion that politics, as 
such, do not engross his attention. 
Business, and particularly business 
efficiency, is the attraction, the lodestar ; 
and if one could interpret his inmost 
thoughts on the green benches of the 
House of Commons he would say “ A 
plague on both your houses. Why can't 
we cut out all this cackle and get on 
with business, get on with the war ? ” 

Action, and audacious action, is the 
dominant characteristic of the man, 
and one instinctively feels he is the sort 
you would like to feel at your back in a 
row—civil, military or political. 

Mr. Warwick Brookes has a son who 
is serving his King and country as a 
Lieutenant in the South Lancashire 
Regiment, and а daughter who has been 
performing national. service as а 
chauffeuse. 
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E. А. COX —ARTIST AND POSTER 
EUM М. А R omme 


Some discursive comments on the work of a newcomer 
who is rapidly attaining a front-rank position in posterdom 


By SIDNEY ALLNUTT 


ANY OBSERVATIONS of the works 
of Mr. E. A. Cox which did not take into 
account the fact that he is an artist 
first and a craftsman afterwards would 
be based upon a misunderstanding. 

He is a craftsman, and an able 
craftsman, but his craftsmanship is 
always subservient to his vision and 
emotion. It is by reason of what Бе is, 
more than by what he can do, that he is 
rapidly becoming one of the most 
interesting exponents of the 
living art of to-day. 

Capable craftsmen are in 
these times becoming more 
and more numerous; artists 
are as rare as they have been 
all through the ages : Cox and 
his work therefore demand 
rather more than common 
attention. 

The man Cox is a smallish 
bundleof supersensitivenerves, 
covered by such an envclope 
as appears in his portrait on 
pages 92-93. He has about him 
an air of restraincd alertness— 
as of a cat waiting for a mouse, 
except that there is nothing 
sinister in it—that is his most 
pronounced exterior character- 
istic. It expresses the emo- 
tional artist’s eagerly appre- 
hensive posture towards a 
visible universe that is full of 
exciting and wonderful sur- 
prises. His eyes are constantly 
providing him with fresh 
material for new emotional 
adventures; and it is what 
things have made him feel, as 
well as their mere external 
appearance, that he is con- 
cerned to express in line and 
tone and colour. 

This attitude of mind—the 
artist's attitude—gives his 
work the unusual interest and 


distinction it undoubtedly possesses. 
It is not a record of the efficient 
operation of an animated camera, but 
the revelation of a highly-characterised 
human individuality. And since 
nothing interests human individuals so 
much as others of their kind, the im- 
pression made by his drawings and 
paintings is both immediate and lasting. 

That Cox's work will develop into 
something stil more arresting and 
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significant than it is at present may 
safely be asserted. Though he now 
expresses himsclf with no little fluency 
it is in a language that is not altogether 
his own. Like most emotional people, 
he is very responsive to outsidc influ- 
ences ; and his work is strongly coloured 
by his admirations. There are many of 
these more or less perceptible in nearly 
everything he does; but the most 
dominating of them all is his profound 
regard and respect for the manner and 
methods of Mr. Frank Brangwyn. He 
has. however, never been subject to his 
chosen masters to the point of imitation, 
and is every day trusting more con- 
fidently to his own vision and evolving 
more definitely his own mode of setting 
down what he sees. Before long we 
may fairly expect that he will have 
fully emancipated himself from leading 
strings and learnt to walk alone on his 
own way towards his own ends. 

For though Cox is physically fortv 
vcars of age. as an artist he is a youth. 
It is a case of arrested development. 
Until three or four years ago the major 
part of his time was occupied by semi- 
mechanical and uncongenial work ; 
and he had no leisure for those artistic 
adventures for which, however, he was 
all the while sedulously training himsclf. 

Since his emancipation his progress 
has been almost startling, as though it 
had behind it all the accumulated 
energy of those fallow years: and if it 
continucs it cannot be long before, as 


an artist, he comes to his 
belated maturity. 

What we may look for then 
may be measured by the 
quality of his existing achieve- 
ments. 

The illustrations accom- 
panying this article will give 
some idea of what Cox has 
done and is doing; but onlv 
double or treble the number 
could indicate adequately the 
extent of his range, and it 
would tax the resources of 
chromatic printing to do jus- 
tice to the distinction of his 
colour. 

Our neeessary restriction 
to black-and-white reproduc- 
tion is the more regrettable 
in that not only is Cox a 
really distinguished colourist, but. that 
to this aptitude he owes a great part of 
his suceess as a designer of posters. 
He revels in warm and glowing arrange- 
ments of colour, and isunwearying in his 
search for striking and unusual har- 
monies. In this direction he is the 
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THE ORIGINAL OIL PAINTING 


boldest of experimentalists, but his 
experiments аге based upon keen 
observation and regulated by a trained 
instinct for chromatic relationships, so 
that he seldom fails to “ make good ” 
even with the most complicated schemes. 

Another quality that helps to mark 
him asa predestined poster designer is his 
habit of viewing everything as a piece 
of decoration.’ A group of figures, а 
landscape, a heap of vegetables or a 


collection of pots and pans, is to him, 
first and foremost, something to be 
reduced to decorative terms. Не 
cannot help arranging it into а con- 
structed design, in which each several 
detail has a definite and considered 
relation to every other, and all are 
disposed with a strict regard to the 
space to be covered. 

His posters, therefore, arc not only 
pleasing to the eye by reason of super- 
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form and colour, 
but аге also satisfying to the intelligence 


attractions of 


as ordered and stable unities. It is 
possible, even probable, that the average 
wayfarer does not explain to himself in 
this manner the pleasure and satis- 
faction he derives from a Cox poster ; 
but he feels what he is unable, or too 
careless, to describe. The poster has 
its way with him, though he might not 
be able to say why; and whatever it 
advertises thereby secures a good 
measure of the right kind of publicity. 

To the advertiser who is wise enough 
to secure his services Cox will endear 
himself because of his ready under- 
standing that a commercial poster has a 
commercial intention and his appre- 
ciation of the leading selling points of 
any given proposition. Although an 
artist and a determined individualist. 
he is neither unpractical nor scornful of 
ideas other than his own. 

Without being at all given to self- 
depreciation except in one partieular— 
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he has never had a just idea 
of his commercial value—he is 
yet modest enough to be recep- 
tive of suggestion and advice. 


He will invariably translate 
what he is told into his own 


language, for he has too pro- 
nounced a personality to be no 
more than a reflector, but he 
will not forget or ignore it. 

Cox has to his credit one of 
the most effective of the great 
panel paintings that glorify the 
Royal Exchange in London, 
and a considerable number of 
pictures that have attracted 
much attention at the Royal 
Academy and other important 
art exhibitions. 

Among the many designs 
which have already demon- 
strated his quality as a poster- 
maker may be mentioned one 
done for the Orient Steamship 
Co., Ltd., a series for the London 
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* Underground" (from which 
we reproduce an example), 
several for Mr. John Lane, the 
publisher, and one (also repro- 
duced) for Messrs. Derrv and 
Toms. This last is exhibited, 
as an original, in a splendid 
" solus" position on the back 
of the indicator board at 
Victoria Station. 

Hc has also been responsible 
for a large collection of ** book- 
Jackets," each of which is a 
little poster in itself. 

Master of many methods, 
he is especially happv in 
handling chalk and crayon, and 
in such a broad treatment of 
" line" as may be found in 
the “ Hypnos " drawing repro- 
duced оп page 90. To brothers 
of the brush his most attractive 
medium is the genuine water- 
colour, its clean washes put on 


LÍ with a full brush, which he 


handles with so much freedom and 
confidence and to such delightful effect. 

It is, however, to those who use 
posters that we here address ourselves. 
To them we say that if they are in 
search of a poster which shall be 
dignified, striking, impressive and а real 
work of art as well as a sound bit of 
business, they cannot do better than 
discover what Cox can do for them. 

His work has a habit of dominating 
its surroundings. by virtue of its 
virility and that touch of the “ grand 
manner" it invariably displays, and 
it. is magnetie in securing the closer 
examination which its more intimate 
good qualities demand both from the 
eye and mind of whoever may come 
upon it. 

It may interest a good many adver- 
tisers to know that he is particularly 
drawn towards still life subjects, which 
he contrives to invest with a rare and 
characteristically ** personal " interest. 
He is not at all careless of veracities ; 
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FROM A DRAWING IN COLOURED CHALKS 


but he records them in a fashion which 
gives them an altogether unusual and 
arresting significance. 

Those who desire in their advertising 
to " show the goods ” in an exception- 
ally striking and attractive manner will 
find him admirably equipped to carry out 
their purpose with effect. Не is not one 
of those limited artists 
who consider certain 
kinds of subjects un- 
worthy of their atten- 
tion. He can sce pos- 
sibilities—exceedingly 
interestingpossibilities 
of a kind that would 
not present them- 
selves to most of us— 
in almost everything 
that offers itself to 
him for treatment. 

It may seem to 
some that I have been 
speaking with somc- 
what unrestrained 
enthusiasm of Сох? 
work: but I think the 
illustrations accom- 
panying my remarks 
are sufficient to sug- 


some Justification for them. Cox has 
his limitations; but it 15 with 
what he can do and not what he is 
unable to do that I have been here 
concerned. And, though he is little 
more than started upon his career as 
artist, his achievement is already out- 
standing. 


gest that there is FROM THE ORIGINAL OIL PAINTING 
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A SUCCESS OF “BRANDING” IN THE 
ват TEXTILE TRADE iunt 


The Advertising that has given “Grafton Voile” its 
established position. 


NOTHING IN the least sensational or 
spectacular has marked the three years’ 
advertising that has given “ Grafton 


Voile " an unassailable position in Ве. 


shops of dry goods retailers and in the 
estimation 
of their cus- 
tomers. The 
success 
achieved has 
been won by 
plain com- 
mon sense 
and steadily 
continued 
effort rather 
than by any 
notableingc- 
nutty or 
brilliance in 
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advertising 
matter or 
method. It 


Ыз 15 therefore, 
= perhaps, all 
the more 
likely to 
prove per- 
manent. 

The tex- 
tile trade 
possesses 
certain pceu- 
liarities, no- 
tablv in 
wholesaling 
methods, 
that render 
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VERY ATTRACTIVE the placing 
of a new 


branded article upon the market more 
than usually difficult. None the less 
retailers are bound to answer a plain 
demand if only it can be made insistent 
enough ; and it was upon this fact that 
the advertisers of ‘Grafton Voile” 
based their campaign. 

They set out to create a demand that 
" the trade " could not ignore. 

They had a sound article to sell and 


were prepared to offer the trade attrac- 


_ tive terms ; but they did not anticipate 


** getting a move on " with their goods 
unless the purchasing publie could be 
induced to provide a certain amount of 
the propulsive force. 

Consequently, to the purchasing 
public all their advertising appeals have 
been addressed. ** The trade," as such, 
they have not approached by direct 
advertising at all. 

Whethersuch _ VE 
a policy would €he Dainty Fabric 
lead to success | "Orsi у MIR 
In every case | @& 
may well he mU AT ч. 
questioned : in < we f 
that under =f V 


notice it cer- 
tainly produced 
the desired 
effect. Results 
were gradual, 
but they were 
sure, and, sec- 
ing that it is 
no more than 
ях ycars since 
"Grafton 


'* | think this Voile is 1 
Just Lovely, Dear.’ 


Voile ”’ was 
first intro- 
duced, thev 


cannot be held 
to have bcen 
unduly long 
delayed. 
Fromtheout- 
set the quality 
of the goods 
was the selling 
point most 
strongly 


pesin 
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and 
consistently 
e nphasised. It 
was as а high 
value, rather 
than as a low 
price, proposition that the advertisers' 
case was presentcd. 

This remains true even in the case of 


кину иникининиии 
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The 


Call of Summer 


For a romp with the kiddies when the morning sun tempts yoa 


M outdoors, as well эз for afternoon and everang lunctzons. ol 


indoors —Grahton V ode is the emunently astable drer material 
Soh and clinging m texture, beautiful beyond compare, а 
creates a subtle atmosphere of daimtinem and charm, aad 
wihal it тз the very epitome of economical dressing, " 


The Perfect Washable Dress Fabric for all occasions 


For Evening Wear, Tea Gowns, and Blouses. аз well as 


B № Light Dresses oo radiant sunny days, Grafton Vile w the 


№ fine range 
M 40 inches wide, 1/11} - 


ERE 


one adaptable matenal 

The dié&cuh problem of Children’s Dressing becomes 
easy ol solution wah Grafton dexges to choose from 

And, all the while, economy в served. 
There are over 200 Charming Designe and а 
of Plain Colours to select from 
ы Plus C albour, 1 9} 
dara wes" sented cm рее, c^ rm pog rem 
mat [= ~ r stlar 


A WIDE RANGE OF PATTERNS FREE 
пене a е per е 


: "THE DAINTY FABRIC FOR DAINTY FOLK.” 


Le мр *› “1, ч” ap" VQ "> в. | 


WELL  ARRANGED 
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the  adver- 
tisement 
headed 
“ Economy 
in Dress," 
which ap- 
pears as one 
of our illus- 
trations, for 
in every 
detail of 
display the 
aim has 
plainly been 
to suggest 
the distinc- 
tionanddeli- 
cacy of the 
article ad- 
vertised 
much more 
than to in- 
sist upon the 
virtue re- 
ferred to in 
the heading. 

The ad- 
vertisers 
have placed 
a consider- 
able ma- 
jority of 
their an- 


nouncements in media appealing exclu- 


sively to women. 


These included The 
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Among the general periodicals used 
may be mentioned The Daily Mirror, 
Daily Sketch, Daily News, Sphere, 
Bystander, Tatler, and Sketch, and also 
The Daily Mail. Large spaces—mostly 
full pages—have been occupied in this 
newspaper; largely in order to impress 
“ the trade " and to give the public the 
names and addresses of retailers hand- 
ling the goods. 

This year, owing to paper restric- 
tions, full-page space was not obtainable, 
and the advertisers had to be content 
with an upright half-page space, which 
was filled by the display reproduced on 
page 95. 

The chief feature of this announce- 
ment was an illustration of a simple but 
attractive costume—-also issued in full 
colours as a showcard for retailers—re- 
presenting the advertised material 
" made up." This was accompanied by 
the offer of a free paper pattern to appli- 
cants, and served to give exact definition 
to what would otherwise have been only 
a general offer. Its value was proved by 
the large number of applications ге- 
ceived for paper patterns, each one of 
which, of course, put the advertisers 
into direct touch with a customer and 
enabled them to provide retailers with 
plain evidence of the demand they were 
creating. 

As displays, the ‘‘ Grafton Voile " 
announcements have been very varied, 
but a certain unity has been given to the 


Queen, Ladies’ Pictorial, Gentlewoman, 


Ladies’ Field, The Lady, Home Chat, whole scries by the consistent use of a 


Weldon’s four papers, 

Fashions for All, Home REEN oe a ' 

Fashions, Mother and | Just See for Yourself the Beauty of Grafton's | 
M * J| sk your shop assistant to slow you one or {те new patterns of e | 

Home, Home Notes, Our | слете : =e im - (Cotton Voiles. 

Home,  Delineator, Harri- | кани A8 г} | 


son's Dress Maker, Woman's 
Life, Coming Fashions, 
Leach’s Dressmaker, and 
Lady’s World and Vogue. 
In doing so they may 
have limited their ficld 
.of action to some extent 
—for there are many 
women to-day who are very 
little interested in the 
contents of publications 
intended solely for their 
own sex—but on the other 
hand they have avoided 
waste. The ground they 
cultivated was all fertile. 
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completely voices the feelings of the people, 
whether they be in khaki, tweed or silk. All 
of them. 


T HERE is a journal in the British Isles which 


Its Editor vies with the Prime Minister in influence 
and power. Thousands flock to hear him speak. 
There is no hall in the country large enough to 
accommodate his audiences. 


The humanity of the man, his fearlessness, his vision 
and dogged tenacity, his complete understanding of 
men and matters, have raised him and his journal to 
unparalleled popularity and power. 


The journal is ‘JOHN BULL,” and the man is 
Horatio Bottomley. | 


Philip Emanuel 


Advertisement Manager 


ODHAMS, LIMITED 
85-94 LONG ACRE 
LONDON, W.C.2. 
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distinctive name block. А number of 
advertisements in full colours have 
been among the most attractive and 
successful of those issued. Some 
of these have taken the impressive 
form of four-page supplements to trading 
ladies’ papers, the illustrations showing 
“ Grafton Voile" costumes being worn 
in the most attractive of surroundings 
and including reproductions in natural 
colours of patterns of the actual fabric. 

It has been the policy of the ad- 
vertisers to keep retailers stocking their 
spécialité constantly informed of what 
they were doing to stimulate trade bv 
periodically distributing amongst them 
reprints of their advertisements, with a 
covering letter containing such trade 
information as they would require in 
obtaining special patterns. 


ПЕ d 


MANAGING Director ALFRED BUTT 


IRS GBACES 


(Messrs. David Allen & Sons. 
A RECENTLY ISSUED POSTER 


A series of advertisements of rather an 
unusual character which appeared in 
some of the sixpenny weeklies consisted 
of a half-page “ reader " in the form of 
a brightly written serial story. Each 
of these contained only the most casual 
mention of the commodity advertised, 
and salesmanship was represented only 
by indirect suggestion. А small illus- 
tration accompanied each advertise- 
ment. 

These “readers” were extremely 
good of their kind, but we are inclined 
to think that the plain, straightforward 
announcements commonly used must 
have proved more effective. The 
danger of any sort of “ trick ” adver- 
tising 1s that it may irritate as many 
readers as it pleases; whereas an 


advertisement that makes no attempt to 


| 


appear other than it is 
excites no antagonism. 

The advertising of 
such a material as 
'* Grafton Voile’? must 
naturally be a sea- 
sonal affair, and it 
has been concentratcd 
in the spring of cach 
year, though a few 
announcements of a 
special character have 
been issued later. 

The campaign fur- 
nishes a good example 
of what can bedone by 
common-sensible ad- 
vertising persistently 
pursucd uponadefinite 
plan with a distinct 
aim in view. It has 
created no sensation, 
but it has built a 
business. 

Its most interesting 
feature to advertisers 
will lie in the fact that, 
largely, only papers 
specifically devoted to 
the interests of women 
have been used, and 
that the powerful in- 
fluence of such media 
in certain directions 
has thus reccived a 
new and striking de- 
monstration. 
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Magazine Advertising 


The “London” 


The Biggest-Circulation Popular Monthly. 


The * Premier " 
The Best of the Fiction Monthlies. 


“My Magazine” 


A decided “ puller,” going to a moneyed 
audience. 


Special combined discount of 


10 per cent. 
making £58 : 10: O net for 
one page in all three. 


W. B. Robertson, 
Advertisement Manager, 
The Fleetway House, 
London, E.C.4. 
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VARIOUS AND SUNDRY 
Ee LUUD 


“The world is so full of a number of things."—Robert Louis Stevenson. 


A War Advertising 
Memorial 

One of the most interesting features 
of the great museum and library which 
is to be established in London as a 
memorial of the war will be a collection 
of all the advertising material used in 
the various national campaigns of the 
past three years. Foreign as well as 
British advertising will be represented, 
and the whole exhibit will form a lasting, 
visible record of а remarkable series of 
adventures in publicity such as, it is to 
be hoped, need never be repeated in 
the future. 


FOR FREEDO 
NOW: 


AN_INDEPENDENCE DAY WAR 
г POSTER FROM THE USA. :: 


Бу courtesy of the " Graphic" 


Should any of our readers be in a 
position to contribute to the complete- 
ness of this collection they will be 
performing a public service in doing so, 
and will be adding something to the 
practical value of a permanent demon- 
stration of the power of advertising. 

The collection is now being got 
together and contributions to it may be 
made at once. 

@ 


Advertising 
in 1863 

I have lately had the pleasure of 
glancing through an old book on adver- 
tising—the first work on the 


‚ subject, I believe, to be published 
СО REPE = DOM | in this country. It is called How 
| to Advertise, and was issued in 


1863. Perusalof it shows what 
| astonishing development there 
, has been in the use of publicity 
| in those 54 years, as will be 
| realised by one ortwo quotations 
| from the book. The author, Мг. 

Wm. Smith, of the Adelphi 

Theatre, says: “ Within the last 

few years advertising has made 
| agiganticstride. It will scarcely 


sterling are spent annually in 
England (two-thirds of that 
sum in London alone) on what 


that does not include the pro- 
vincial, daily and weekly papers, 
or the regular bills of the 
theatres, music halls, exhibitions, 
etc. 

The number of men and boys 
employed in carrying sand- 
wich-boards, delivering the bills, 
books, etc., average in London 
about one hundred daily. The 
London sandwich-board men 
receive ls. 6d. and ls. per day 
each. So that, supposing the 
above number of men are em- 
ployed on an average eight 
months out of the twelve, it gives 
a total of from £960 to £1,440 


be credited that two millions. 


may betermed ‘extraadvertising,” 
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How to 
Reduce 
Selling 
C o 8 ts 


PAUL E. "DERRICK 


No book on business economics has 


been so extensively and favourably 
criticised by the Press, or met with 
such extensive and immediate sale. 


A FEW TRADE PAPER OPINIONS : 


PHARMACEUTICAL JOURNAL: ** Con- 
clusions from observation and participation in 
successfully introducing new go 


A EIE S WEEKLY : 
to quarrel wi h his conclusions. 


SELLING & ADVERTISING: 
is an advertising agent of the best ty 


ADVERTISING WORLD: “ Mr. pm is 
one of the mos successful advertising prac- 
titioners in the w 


е Iti is impossible 


BC author 


THE IRONMONGER : “ A sound argument 
supported facts. 
SYSTEM : “ It is full of cogent sugge: tions for 


oe whose problem is efficient s»lesman- 
ship 


CHEMIST & DRUGGIST: “Good reading 
and practi:al and purposeful instruction." 


GROCER: “A bine Од stud; of the whole 
p-oblem of esmanshi 


ORGANISER : “ The s means of profitably 
dominating а market upon a basis of redu 
g cost." 


THE OUTFITTER: “Те how to reduce 
sellin expenses whilst increasing the turn- 
over.” 


THE CONSULTANT: ** Another waste that 
we cannot tolerate after the war is the waste 
of not advertising. r. Paul E. Derrick, in his 
recent book, put this fact upon so irrefragable 
a basis that there is no need to labour ths 
point.” 

MEN'S WEAR: "All who are in control of 
businesses should revise their meth and 


Mr. Derrick's book will prove а useful aid " 


THE ORGANISER: "The subject is one of 
vit 1 importance to all those engaged in the 
production and distribution of commodities in 
common use—and the vast amount of relative 
information supplied by Mr. Derrick (to say 
nothing of the correlative counsel he i imparts) 
cannot fail to be of enormous value." 


If you have not read it, send to GEO. 
NEWNES, Ltd, or any Bookseller. 


6/-, or 6/6 post paid. 
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Personal Counsel or 
Full Agency Service 


The Personal Service of Mr. 


Derrick can be retained at an 


I. 


agreed fee in a purely advisory 
capacity upon all matters relating 
to the Reduction of Selling Cost, 
without the detail of preparing 
and placing of any advertising. 


2. Or with our organisation we can 
go a step further, and prepare com- 
plete Advertising Campaigns for the 
home market and throughout the 
Empire, and in foreign countries— 
with or without contracting for space 
in the papers, etc. 


3. Or we will organise and execute 
any and every form of your Outdoor 
Publicity — Bill-posting, Railways, 
Trams, and 'Buses, etc. 


4. Or we will plan, in every detail, 
your letterpress and colour Printing 
—and, if desired, print same on com- 
petitive estimate. 


5. Or we will do all these four 
things, working in harmony with 
your own organisation. 


DERRICK, 


ADVERTISING AGENCY L? 


—————————— 22 it deter 


34 Norfolk Street, Strand, London, W.C.2 


102 THE ADVERTISING WORLD 


August, 1917 


per annum thus expended in London 
alone." 
@ 


Prodigious ! 


Further evidence of the wonderful 
outlay incurred in advertising, as it was 
then thought to be, is also afforded 


— —— — 


pasted across it from corner to corner. 
Thus, in their opinion, will propriety be 
observed. To this course the manage- 
ment of the theatre has consented, 
but outside their house the poster 
appeared till lately without the covering 
slip—that is, as in our illustration. 


by the author, for he goes on to | PES AB " m ln 
say, " The postage stamps used ; | i 


for advertising during the same 
. period of one year amount to 
more than £5,000. One firm alone 
in the City spends £6,000 every 
twelve months in advertising ; 
and another large establishment 
that had expended upwards of 
£8,000, reduced it (on the intro- 
duction of a partner, and by his 
advice) to half that sum, when 
their takings immediately dropped 
off in the same ratio. They have 
since gone back to the original 
expenditure, and their business is 
flourishing again.” 

To the minds of my readers 
will occur many figures as to ex- 
penditure on similar forms of ad- 
vertising at the present time. 

Ж 
A Question of 
Propriety 

The poster designed by Mr. 
Alfred Wolmark to advertise the 
play “ Three Weeks," now being 
produced at the Strand Theatre, 
has incurred the disapproval of 
the Billposters’ Association and 
of the London Electric Railway 
Company. I give an illustration 
of the drawing so that my readers may 
judgefor themselves as to its propriety 
and form their own conclusions whether 
the Billposters’ Censorship Committee 
were Justified in their objection. It is 
conceived in what is called the Futurist 
style, and considered simply as a 
decorative design it is much more 
effective than our reproduction of it 
would suggest. 

So far as the “ Tubes " are concerned 
the Electric Railway Company have 
decided that the poster may be ex- 
hibited on their stations if an opaque 
slip of paper five inches wide is securely 


EVERY EVENING AT 830 РМ. | MATINEES: WED-2 SAT. 11 230 PM 
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А CENSORED POSTER 


After-War 
Problems 

The Hon. W. A. Holman, Premier of 
New South Wales, who is now on a 
visit to this country, has proved himself 
to be a shrewd observer of our public 
life. and that, too, of our weak as well 
as of ourstrong points. "This he showed, 
for instance, in an interview which he 
recently accorded to a representative 
o1 The Graphic. Having urged that a 
merely honest administration was not 
enough, but that intelligence was also 
needed, he went on to say: ‘ Might 
there not, besides a Censor’s Office, be a 
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TO ADVERTISERS. 


CIRCULATION OVER 
2,400,000 COPIES 


SUNDAY-PICTORI 


A], 


THE GREAT SUNDAY PICTURE NEWSPAPER. 


The significance of the remarkable circulation 
figures given below will be readily appreciated by 
every National Advertiser. The “Sunday Pic- 
torial" is the most profitable advertising medium 
and should be included in every appropriation. 


SUNDAY PICTORIAL NEWSPAPERS, LTD., August 3rd, 1917. 
25-29 Bouverie Street, E.C.4. | 
Gentlemen, 
We have examined the books of the “Sunday Pictorial " and certify that 
ас circulation (exclusive of complimentary, free and voucher copies) was as 
oliows :— 


1917. 1917. 1917. 

April 1 - 2,230,245 Мау 13 - 2,238,538 June 24 . 2,314,391 
» 8 - 2,220,617 » 20 . 2,242,679 July 1 - 2,321,565 
» 15 - 2,222,243 » 27 - 2,259,227 д 8 . 2,572,552 
» 22 - 2,219,179 June 3 . 2,265,808 „ 15 - 2,957,912 
» 29 - 2,224,782 » 10 . 2,279,508 » 22 - 2,380,603 

May 6 - 2,237,878 » 17 - 2,300,976 » 29 - 2,400,613 


We are, yours faithfully, 
DELOITTE, PLENDEB, GRIFFITHS & CO. 


FOR RATES PLEASE WRITE 
ADVERTISEMENT MANAGER, 
28-29 BOUVERIE ST., E.C.4. 
OR TELEPHONE HOL. 6100 (5 lines). 
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department whose duty it wou!d be to 
collect and give forth to the citizens of 
Great and Greater Britain every possible 


of having been modelled rather than assembled. 
Through the skilful design and scientific selection of 
materials for the component parts, the chassis is light 
in construction, though of ample strength ТЬе engine 
affords an even flow of flexible power sufficient to 
meet the demends of the most exacting driver 


| 
The coachwork crowns ап engineering triumph and | | 


IGNIFIED ín appearance, symmetrical in it» lines, 
the Sizaire Berwick at once gives the impression - 


gives the  Sizaire . Berwick an exclusive tone of ПЕ 
luxury that appeals irresistibly to the cultured car user IE 


To order now will ensure early delivery after the War. | 
: 
| 
Ы 


SIZAIRE-BERWICK 


Р. W. BERWICK & CO, LTD, | j 
Park Royal, London, N.W. 10 — | 
ne sa ы = teut, а. > |! 


"QUALITY" IN MOTOR-CAR ADVERTISING 


information bearing on the problems 
which will have to be solved after the 
war? Our immediate, compelling 
business is to win the war, and every 
ounce of effort is necded to that end. 

But there is something else which can 
be dong, not in a small way, as probablv 
has been tried, but on a 
large, adequate scale. А 
period of reconstruction 
will bc on us, and we 
should, as ап Empire 
Common wealth, be get- 
ting ready to meet it 
when it does соте. 
We can do that and 
still. like myself, say. 
‘Let well alone where 
possible.’ "' 


M S 
Sound 
Ad-Craft 
An exceptionally 


good-looking announce- 
ment of its kind that attracted my 
notice the other day was that of 
the ** Sizaire- Berwick " car, reproduced 


No ink to spill —nothing to get out of order 
send him VENUS purple copying pencils or VENUS 
black—on second thoughts why not some of both ? 


>. Ec N 
< > 
pe 


on this page. Border, illustration and 
type-matter each possess a most pleasing 
distinction of their own, and they are 
brought together in an admirable har- 
mony. The text is to the point and 
has a straightforward simplicity that 
deepens the impression of '' quality " 
made by the whole display. The illus- 
tration, consisting of a strong line 
drawing of the car, imposed upon a 
half-developed photographic back- 
ground is particularly effective, and the 
type, its slightly blocked square shapes 
filled in by а line tint, has a no less 
distinguished character—one that suc- 
cessfully suggests some of the most 
attractive «qualities of copperplate en- 
graving. The whole display is ап 
excellent example of the advertisement 
designer's craft at its best, a happv 
combination of dignity, refinement and 
practicality. 


M 
Ingenious and 
Serviceable 


The “ Venus Pencil" display here 
reproduced is ingeniously contrived and 
thoroughly well carried out. It is quite 
sufficiently out of the ordinary to win 
more than casual notice, but is in no 
sense one of those cleverly “ tricky ” 
displays that advertise the designer's 
ingenuity rather than the goods. It is, 
both in detail and as a whole, one of the 
best pencil advertisements I have seen. 


many pencils до. and so they i 
* 


are economical 


and give him absolute pencil 
joy. Come wind or storm — roll 
or pitch—he can always use a 
Venus, because Из Кееп. free 
from-grit point bites the paper 
Again, Venus pencils do not 
Sharpen away to nothing as so 


You will get 


- 
You can ^# 


OF ALL STATIONERS. STORES. ETC. THROUGHOUT x 
THE WORLD < 
“VENUS.” 17 32186, Leser Clapton Reed. Е. S ee 

“^+ 


[ERA re 4 nt 
— SOWAS rmx qopa 


РКЕЗЕМ ИМС PENCIL POINTS EFFECTIVELY 


Sure to catch the reader's eye, it invites 
a reading and, being read, may be relied 
upon to “sell the goods." 


a 
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The Successful Campaign 


planned and carried out by us for the 

proprietors of Grafton Voile affords 

further evidence of the creative ability 
of this agency 


To the Experience 


of this organisation—one of the largest and 
best equipped advertising agencies in Great 
Britain—| сап add my 20 years’ personal 
experience of marketing articles dependent on 
public demand. Їп expending large sums of 
money аз an advertiser, | have learned what 
to avaid no less than what to do. So that 
the confi; ence born of experience enables m= 


to advise аз I “ DO,” not only as { “SAY.” 


Smiths Advertising Agency, Lia. 


Address : 100 FLEET STREET, E.C. 


JUILLET GG 


TELEPHONES : LL (ЇЇ ЇЇ (ШИ ҮЕ 
63 HOLBORN = Ghe Firm in = TELEGRAMS : 
(3 lines). = = — » ** Advertising Fleet, 


8593 CITY 1 ГУ (Vc London." 
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a Hundred 
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A Curiosity 


That there are more ways than one of 
selling a pig is proverbial, so I suppose 
it naturaly follows that hams and 
bacon are equally open to varied 
methods of salesmanship. The adver- 
tisers of '* Swift's Premium " hams and 
bacon have certainly adopted опе that 
would not readily suggest itself to most 
of us. The keynote of the announce- 
ment reproduced on this page from an 
original published in The Saturday 
Evening Post is an ultra-refinement 
such as is not usually associated in one's 
mind with even the most delicately 
cured of swine-flesh. бо excessively 
refined was the original, indeed, that 
we are unable to give more than а 
rough reproduction of it. But for the 
few lines of explanatory text the 
character of the commodity to be sold 
would never be guessed by the most 
penetrating of newspaper readers. The 
illustration suggests that table linen, 
china, glass, cutlery, curtains, even 
canaries, are to be recommended rather 
than that which is actually offered for 
sale. 

The advertisers have certainly struck 
out on a line of their own, and I com- 


“Swift's Premium"" Hams and Bacon 


Г 9 e _ 


PUTTING FRILLS ON HAM 


August, 1917 


mend their courage ; but, on the whole, 
I think that the advertising, say, of 
their competitors of the *''Morris " 
brand, is better calculated to produce 
the desired effect. 


Praise 
Indeed 


I offer my 
hearty con- 
gratulations 
to Mr. Paul 
E. Derrick on 
the compli- 
ment which 
has been paid 
to him by 
the Associated 
Advertising 
Clubs of the 
World in the 


expression of Аан fo Toe sch бе oho fe 
Š А brought” The promusng rattle of смет thing — 
their desire trie mare bang? be don Ania puse 


to publish in — Hr € 
the States his „Жл pem de imm canes 
book “ Ном М K 
їо Reduce  , 
SellingCosts." ' 
The proposal 
to adopt this 
course came 
to Mr. Derrick 
ш а letter 
from Mr. —À— 
Herbert S.  MOREGAKIME 
Houston,then — 
president of the Associated Advertising 
Clubs of the World. 

The writer, in the course of a mast 
appreciative reference to the book, paid 
it this tribute: “ ТЕ is a definite con- 
tribution to the literature of business, 
and it is essentially a fundamental 
contribution because it touches a ques- 
tion that is the most fundamental in 
the business world to-day. That is the 
question the sclling and advertising 
world must address itself to with tre- 
mendous concentration. Т am greatly 
impressed by your book. You sidestep 
nothing, but meet every issue hcad on.” 

Mr. Houston explains that the Ameri- 
can edition would bear the imprint of 
thc Associated Clubs, and be produced 
in uniform binding with the other 
volumes published by them. 
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If you wish to reach the American public— 
on either side of the Atlantic—you will find 
it useful to consult Spottiswoodes. 


Even during the war, our clients have en- 
trusted us with the entire conduct of important 
advertising campaigns in the United States, as 
in Canada. 


We shall be glad to place our experience at 
your disposal. Principals or their accredited 
representatives are invited to write and arrange 
a preliminary interview, for which no charge 


is made. 


Spottiswoode 
Dixon & Hunting, Limited, 


Kingsway Hall, Kingsway, London, W.C.2. 
Managing Director : Geo. J. Orange. 
'Phone: City 6375. Telegrams: “ Inkling, Westcent, London." 
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LACTAGOL ADVERTISING 
EMH 


How Messrs. E. T. Pearson & Co. Successfully Opened 
up and Developed New Markets during War Time 


WITHOUT DEROGATORY inference 
whatsoever as to the business enterprise 
and courage of any other nation, one 
must recognise in commercial history 
and present commercial activities the 
unmistakable foresight and enterprise of 
the British manufacturer. Тһе pre- 
eminence of Great Britain in world 
affairs is due primarily to just such 
business enterprise as this. 

It may be wondered why so mani- 
festly patent a fact should be mentioned. 
The answer lies in the still frequent 
reference to British business as ultra- 
conservative, slow-moving and too un- 
demonstrative to achieve other than 
ordinary success in competitive fields. 
To all intents the British manufacturer 
is often looked upon as one abiding in a 
shell and only on rare occasions emerg- 
ing from his confinement to snatch а 
crumb of business from the world's 
commercial table. The progressiveness 
of United States or German business 
houses has sometimes bcen spoken of 
as affording a fitting contrast. 

Such distorted impressions and opin- 
ions affect the British manufacturer 
about as much as water on a duck's 
back. Whatever his methods, he 
achieves his end with almost uncanny 
eertainty. To sav that he doesnt 
permit his enterprising spirit and com- 
mercial imagination to carry him far 
enough is to fail to recognise that 
characteristic by which British industry 
has ever been identified : the cultivation 
of virgin markets. 

TypicaL BRITISH ENTERPRISE 


The venture of E. T. Pearson & 
Co., Limited, of London, into the 
Canadian market and the logical use of 
advertising to develop this market is 
typical of that enterprise which has 
made Great Britain the strength and 
power of world commerce. 

It was about three years ago (the first 
year ofthe war) that E. T. Pearson & Co. 
appointed an agent in Toronto to look 


after their interests in Canada. Though 
manufacturing an extensive range of 
proprietary medicines, they decided to 
lay special stress on the development of 
one particular line. This line was 
Lactagol, a tonic to be used by nursing 
and expectant mothers. | 

For the first two years the medical 
profession was circularised, and, as far 
as possible, bv personal solicitation 
interested in the product to the point of 
recommending and specifying its use for 
needful cases. Hospitals and nursing 
homes were approached and persuaded 
to include it as part of their regular stock 
of supplies. Blanket distribution was 
taken care of by getting stocks into the 
hands of practically every wholesale 
druggist and jobber in the country. 
Thus a solid, substantial foundation was 
laid from which to build thc superstruc- 
ture of extensive consumer sales. 


REACHING THE PUBLIC 


It was at this juncture that consumer 
advertising very wisely was commenced. 

Just at this time there were many 
things that might deter a manufacturer 
from making expenditures for the 
devclopment of new markets overseas. 
The case of Е. T. Pearson was unlike 
that of many other manufacturers whose 
big opportunity came with the war, in 
that markets were left open through 
supplies from countries at war being 
cut off. No such ready-made market 
awaited this company m the Canadian 
field. In fact, Canada was unexploited 
territory as far as concerned products of 
the nature of Lactagol. 

War conditions also by no means pre- 
sented a favourable aspect. Freight 
rates and insurance were creeping up. 
Incoming and outgoing shipping were 
scarce and uncertain. No one could 
forctell with even the smallest degree of 
accuracy what conditions, or combina- 
tion of conditions, the near future would 
bring. 

Despite the unfavourable aspect of 
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I he Magazine with 
a lriple Appeal 


HERE are magazines that appeal to men and to 
women, but '"LLOYD'S MAGAZINE" makes a 
TRIPLE APPEAL to 


MONIS RUE IR у RRA —— 


—1. MEN and 
—2. WOMEN and 
—3. THEIR HOME INTERESTS. 


MONTHLY MAGAZINE 6° 


incorporates and develops the Mother and Ноте interests 
that made " THE MOTHERS' MAGAZINE AND BABY" 


so wonderfully successful as an advertising medium. 


DVERTISERS AND AGENTS should try the con- 

siderably enlarged ‘“LLOYD’S MAGAZINE" as a 
medium for specialities making appeal to men and women 
and their home interests. 


ree YS ee 


ASK FOR SPECIMEN COPIES AND 


S 
| 
| PARTICULARS OF SPECIAL ISSUES. 


EARLY APPLICATION FOR SPACE SHOULDBE‘ MADE TO 
THE ADVERTISEMENT MANAGER, 
12 SALISBURY SQUARE, LONDON, 
E.C.4. 
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ри! what а hungry 

ittie man! What appetite! s 

What в big, bright fellow № f 
tobe-thħanke 


to LACTAGOL — and thè 
has 


o 
ding pose? 
breast fee he dante you re growin 
100236. с» M teedin t} 
whea full, rich nurse it 
4. uc 
e 


brought mother aplenty. Pi 
the babe who must five E 
It shard te tell what germs 
are breeding—how disease may 
threaten —when аб сіе | feeding 
is adopted. Naruse « way is baby « 
tà : gites - $ ее 
р greater chances of robust 
health, LACTAGOL makes it 
sible for “7 mother to бузабы 
!х&сгев ves вас ого Шу the 
оюмну and enriches the quality 
' th weeks we peered since 
puree has! ailed. 
tin laste from tam to twenty days 
Regular Size. $1.25—3 for £3.50 
75c—3 foc $2.00 
LACTAGOL is sold 
by good di oggiota 
every where 
cannot secure it, end 
the amount and it 
will be lor warded at 
отсе. delivery Iron 
R. J. OLD 
616 Parliament St. 
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THREE CHARACTERISTIC ADVERTISEMENTS 


the situation at the time, the decision 
was made to proceed with development. 
A modest preliminary campaign was 
launched covering largely the magazine 
field. 

The nature and use of the article re- 
quired restrained and careful presenta- 
tion, while at the same time giving a 
clear idea: of its usefulness and effect. 
The possible antagonistic attitude of 
members of the medical profession also 
must be considered. "These difficulties 
were surmounted largely by copy built 
up on inference and suggestion, and to 
the human interest of the illustrations, 
making it easy for the imagination to 
determine the precise nature, purpose 
and effect of the product. 

The professional element was worked 
into copy and illustration with good 
advantage wherever possible, thereby 
forestalling active opposition and win- 
ning the confidence of the profession as 
well as strengthening thc assurance of 
the public. 

Already results have proven the wis- 


dom of the venture. Sales have in- 
creased consistently year by year. 
During the period of advertising, sales 
have increased 100 per cent. over the 
previous year's high total, and inquiries 
have been received from all corners and 
out-of-the-way places of the Dominion. 
The prospect for the close of the present 
year is that the increase to date will be 
greatly augmented. 

Undoubtedly it was the soundness 
of Canada's prosperity and the excellent 
possibilities that obtained in the Do- 
minion for such an article that swung 
the scale of decision in favour of market 
promotion. 

The basis of Canada's business condi- 
tion, agriculture, was never more favour- 
able. Canada's industries were never 
more productive. Canada's banks never 
so burdened with deposits. Canada's 
trade balance never so satisfactory. In 
fact, per capita, Canada's citizens are the 
most. wealthy in the world. 

Only the fringe of Canada's wonderful 
resources have been touched. Only of 
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Advertising Agency 


Ta prosperity of an Advertising Service Agency 


depends entirely upon the measure of success 

which its methods bring to those clients for whom 
it works—for only in proportion to their growth can it 
grow itself and secure for itself that prestige and recom- 
mendation which leads to new and larger business. It, 
therefore, speaks well for this organisation that practically 
every month brings an increase in the number of clients 
and the amount of business created and carried through. 


At the time of writing we are preparing and placing 
бо per cent. more advertising for our clients than in the 
Corresponding month of last year—a notable achievement 
w hen you consider that manufacturing conditions grow 
increasingly difficult as the War continues. 

If you seek business expansion, and desire a real Advertising 
Service, we shall be pleased to meet in conference with you. 
Such a conference will commit you to nothing, yet may be 


the beginning of a big commercial expansion. 


. 9. CRAWFORD Ltd 
Advertisers’ Agents and Consultants 
CRAVEN HOUSE, KINGSWAY, LONDON, W.C.2 


Telephone: Gerrard 5069. 
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late years has Canada appreciably begun 
to cash in on them. Above all, her 
people have acquired that practice of 
generous spending which in itself is a 
distinct promoter of extensive trade. 
It is early yet to say what conditions 
may or may not arise after peace is 
declared. But, with all the facts before 
us and with due consideration to possible 
contingencies, Canada's readjustment 
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should be both speedy amd satisfac- 
torv. 

The success of E. T. Pearson & Co., 
Limited, under existent conditions, 
emphasiscs the fact that there is plenty 
of room in Canada for many of the pro- 
ducts of British manufacture, and that 
such success can readily be achieved by 
good management and proper merchan- 
dising plans.—Economic Advertising. 


CORRESPONDENCE 


Advertising in France 


Editor, ТнЕ ADVERTISING WORLD. 


S1r,—Since I have been out here I 
have kept my eyes open in the hope of 
learning something of the French style 
of advertising, but I suppose things are 
not normal with them, just as Eng- 
land is passing through an exceptional 
period. 

Tin plates on walls are largely em- 
ployed by Chocolat Menier and Le Petit 
Parisien, while a firm advertising seeds 
. (semences) employ a coloured announce- 
ment painted on canvas and stretched 
on а frame. The tyre pcople, pre- 
sumably, have withdrawn their metal 
plates, because I have seen but a few. 

Probably you know that the only 
paper that has a sale amongst the troops 
is the Continental Daily Mail, available 
on the day of issue, or the morning of 
the day after, according to the part of 
France you are in. 

English daily papers are at least a 
day after The Daily Mail, and are sold 
at 15 centimes for the $d. papers, and 
25 centimes for the 1d. journals, but the 
paper referred to is the only one 
seriously purchased. 

Now I hold no brief for The Daily 


Mail, but as I should imagine 90 per 
cent. of its circulation is amongst thc 
Army, it should be a good medium for 
those firms who sell articles for the 
troops. such as “ Kampites " Boots, 
specialities of tea, sugar, and coffee 
tablets, vermin-killers, fountain pens, 
and Martin's, who send cigarettes at 
duty free rates. 

The pages of The Daily Mail are well 
supported by classified advertisements, 
and the health resorts take а fair amount, 
generally 1 inch single column, but the 
only English firm which appears to run 
a series is Dunlop. They have a 4-inch 
double column in the bottom right- 
hand corner of the front page. 

I get THE ADVERTISING WORLD with 
fair regularity, and take a keen interest 
in publicity matters, and in case you 
would care to have my address: 
554272 Вт. F. L. Smale, * B" Coy., 
No. 8 Platoon, 1/16th London Regt., 
B.E.F., will find me. 

Yours sincerely, 

France. ЕвЕрк. L. SMALE. 


(Before joining up Mr. Smale was 
advertising manager to Messrs. C. A. 
Vandervell.) 
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C. ARTHUR PEARSON, LTD. 


Gratifying Result of Year's Trading 


THE TWENTY-FIRST annual general meet- 
ing of the shareholders of C. Arthur Pearson, 
Ltd., was held on August 15th, at the Savoy 
Hotel, Strand, W.C., Sir Arthur Pearson, 
Bart. (Chairman of the company), presiding. 
The Chairman said that it was with con- 
siderable pride and great gratification that the 
directors were able to lay before the share- 
holders such a report and statement of accounts 
as was in their possession. Не did not think 
that anyone could have possibly believed that 
а business such as they were engaged in could 
have produced the results which were shown in 
the accounts after three years of а devastating 
war which had shaken the social life of this 
country to its very foundations. (Hear, hear.) 
The results of the business which they were 
carrying on were, he thought, particularly 
interesting as showing that it was of a tho- 
roughly firm and stable nature. The fact 
undoubtedly was that, provided popular peri- 
odicals were conducted іп a manner which met 
the taste of the public, a business such as theirs 
was as firm and stable as any other commercial 
undertaking. One of the main reasons for the 
excellence of the figures presented was that 
they had been able to draw upon large stocks 
of paper which had been bought at the cheap 
prices which ruled when the war broke out. 
He was afraid that that favourable state of 
affairs could hardly be hoped to continue in- 
definitely. They were now getting on to the 
use of paper which had cost a great deal more 
than they had bcen paying in the past, and it 
was rather difficult to see how they could with 
certainty look forward to the maintenance 
of their present rate of profit. At the same time 
the outlook, at all events for the ensuing 
twelve months, was by no means gloomy. 


MANAGING DIRECTORS AND STAFF PRAISED. 


They had to thank Mr. Bathgate very much 
indeed for his business acumen in dealing with 
the paper situation and with the general eco- 
nomic business of the company—(hear, hear)— 
and they also had to thank his fellow managing 
director, Mr. Everett, for the admirable man- 
ner in which the literary contents of the com- 
pany’s publications had been maintained in 
face of difficulties which must at times have 
seemed to him almost overwhelming. (Hear, 
hear.) Both Mr. Bathgate and Mr. Everett 
had only had a mere handful of their associates 
and helpers to rely upon, as three-fourths of 
their male employees had gone to the Front. 
The gap thus created had been filled from out- 
side, and to him it was amazing that such 
good work had been accomplished. (Hear, 
hear.) Having spent the greater part of his 
life in business such as the company was en- 
gaged in, he knew something of the difficulties 
which had had to be faced, and it was heyond 
all praise that the members of the staff should 
have accomplished what thev had done. (Hear, 
hear.) He was sure the shareholders would 
agree with him that it was very gratifying 


that the company had been able to maintain 
its profits without having had to place an over- 
whelming tax upon those for whom they 
catered. The small increase in the price of 
their magazines had not been objected to, or 
resented, by those for whom they catered in 
any manner whatever ; in fact, not only had 
they not received a single complaint, but the 
circulation of their publications had not only 
been maintained, but in most cases they had 
been increased. (Hear, hear.) The share- 
holders would be glad to realise that those 
members of their staff who were at the Front 
were being well cared for, the dependents whom 
they had left behind being given allowances 
which could only be described as being on a 
generous scale. 


ALLIANCE WITH GEORGE NEWNES, LTD. 


He was glad to be able to say that their 
alliance with George Newnes, Ltd., which came 
into effect shortly before the war, was proving 
most satisfactory, and that the assistance and 
advice of Sir George Riddell, Sir Frank Newnes 
and their able colleagues had been of the 
greatest value to the company during the try- 
ing time through which they had passed. He 
concluded by moving the adoption of the 
report and accounts. (Applause.) 


STATEMENT BY SIR GEORGE RIDDELL. 


Sir George Riddell, in seconding the resolu- 
tion, said that he wished to associate himself 
most cordially with the Chairman’s observa- 
tions regarding the staff. Mr. Bathgate, Mr. 
Everett and Miss Macrae had done wonders 
under most difficult and trying circumstances 
So far as the figures in the balance-sheet were 
concerned, they were all of a most satisfactory 
character. The profit for the vear had risen 
from £26,000 to £86,000—a very remarkable 
result in times like these. The sundry debtors 
had risen from £35,000 to £38,000; sundry 
investments from £31,000 to £34,000; stocks 
from £17,000 to £27,000; while the cash and 
liquid assets had risen from £27,000 to £46,000 
—all very remarkable figures. On the other 
side of the balance-sheet there was only one 
item he need refer to, and that was sundry 
creditors, which had increased from £26,000 
to £42,000. The reason for that increase was 
that most people were not anxious to send in 
their bills. The company was very anxious to 
pay its debts, but it could not get statements 
from its creditors, and that was the only reason 
why that particular item had increased. From 
what he had said the shareholders would gather 
that the company’s position was one which 
afforded them great confidence and satisfac- 
tion. Not being a prophet, he did not propose 
to prophesy as to next vear. A great deal 
must depend upon the duration of the war, the 
amount of shipping available for carrying 
paper, and many otKHer circumstances, in 
regard to which they could form no opinion 


[Continued on page 129. 
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DISTINCTIVE ADVERTISING 
О 


The policy of "being different" and the part it has 
played in an outstanding success of advertising 


AT A very early stage of the operations 
that have carried their name and fame 
far and wide the advertisers of “Пе 
Reszke ” cigarettes decided that what 
everybody else was doing was precisely 
the thing for them to avoid. Whether 
their competitors were advertising well 
or badly they were not concerned to 
decide; they set 
out to do better if 
possible, but at all 
events to be dif- 
ferent. 

They were not 
content to add one 
more to the adver- 
tisers of their class, 
but aspired to es- 
tablish a class for 
themselves. That 
they succeeded in 
doing so is a matter 
of advertising his- 
tory. Апа having 
done so they have 
been  sedulously 
careful to preserve 
the distinction 
secured. “De 
Reszke"' advertis- . | 
ing has always pos- | 
sessed a character 
of its own, and at 
no time could have 
been mistaken even 
at the most casual glance for the adver- 
tising of any other brand of cigarette. 

How much this advantaged the 
advertisers may be gauged by the 
present enormous popularity of their 
cigarette: a popularity achieved in a 
very few years and in face of the most 
strenuous competition. The quality of 
* the goods," no doubt, had something 
to do with it. It made the casual 
customer become a regular customer. 
But it was the advertising that brought 
the trial order. , 

In every detail individuality has been 
aimed at in the ** De Reszke " adver- 


"ONE OF 


FATHER'S” 


tising, but the advertisers have devoted 
most particular care to the securing of 
strikingly distinctive illustrations. 

It is, indeed, to the manner of their 
illustration that the ** De Reszke” ad- 
vertisements admittedly owed the power 
to attract attention and arouse interest 
that they so plainly evidenced. 

| The latest series 
of illustrations used 
are from drawings 
by Mr. E. Lucchesi, 
and like all the 

“ De Reszke ” illus- 

trations have been 

specially designed 
for treatment in 
two colours.. The 
technicaldifficulties 
involved in a two- 
. colour “ line" treat- 
ment of the various 
subjects have been 
successfully sur- 
mounted by the 
artist; and it may 
be noted that in all 
the advertisements 

that appeared a 

practically perfect 

register was secured 

—adistinctachieve- 

ment in this par- 

ticular kind of two- 
colour printing. 

The drawings are decorative in style 
and quite sufficiently unlike any other 
illustrations used by cigarette adver- 
tisers to maintain the “ ре Reszke ” 
distinction. They аге sound in 
draughtsmanship and for the most part 
effective in arrangement, but they 
seem to us to lack both the ** smartness” 
and the sentiment that made their 
predecessors so popular. In all artistic 
respects examples of capable craftsman- 
ship, they seem to lack the appealing 
and impressive qualities necessary 
to make them really first-class advertise- 
ment illustrations. 
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НЕ ‘Carlton’ is the largest business development and advertising 
organisation in the world. It is no ‘one-man’ concern. Its purpose 
is to bring more—and better—trained brains to the service of British 
business than can be reached elsewhere or in any other way. It is incom- 
parably, uniquely equipped to perform every kind of advertising service— 
every kind of planning, every kind of designing, every kind of writing. 


To consult ' Carlton' is to commit yourself to nothing until you are convinced 
that here, pre-eminently, is the best organisation to give you the help you need. 


R T dormi STUDIO & 
А | 4 CARLTON AUXILIARY 


Carlton House, Gt. Queen St., Kingsway, London, W.C.2. 
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This, at all events, is how they appear 
to us ; and, though we claim no finality 
for our judgment, we should yet be 
surprised very much to 
hear that they had produced 
anything like such a crop 
of applications for special 
proofs—in accordance with 
the advertisers’ offer—as 
was raised hy many earlier 
illustrations. 

These applications form 
a fairly reliable index of the 
interest excited by the illus- 
trations being currently 
used, and consequentlv to 
a considerable extent of 
the comparative value of 
the advertising іп which 
they are the leading feature. 
Some of the more popular 
illustrationsof the past have 
been issued to applicants hy thousands, 
and could be found on exhibition in all 
sorts and conditions of places of 
masculine resort the world over. They 
would seem to have become a sort of 


"BETWEEN 


THE ACTS" 


regulation decoration for officers’ 
quarters “ at the front." 

The worth of the publicity thus 
obtained for “ ре Reszke” 15 inesti- 
mable, more especially as they secm to 


have this particular field practicallv to 
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themselves. No other cigarette or 
tobacco manufacturers, have, so far as 
we are aware, madegeven a serious 


"A COOL CUSTOMER” 


attempt in this manner to get a small 
poster displayed in the most private 
haunts of smokers. 

If we have spoken of Mr. Lucchesi's 
illustrations with something less than 
whole-hearted praise, it is only because 
we do not think that they are quite the 
class of work to win the same sort of 
regard and to obtain the same kind of 
publicity. It is the artist's misfortune 
that he has to live up to, without 
repeating, а series of exceptionally 
successful achievements in commercial 
art, and that he is expected to create 
something like a mild sensation in 
addition to turning out workmanlike 
drawings. 

As displays the advertisements of 
which these illustrations formed the 
leading feature were effective by reason 
of a studiously simple arrangement and 
a liberal, but not excessive, use of white 
space. The illustrations and matter 
were so disposed that, without convey- 
ing any impression of being spread thin 
to cover the spaces occupied, they made 
no attempt to crowd into every odd 
corner just because there happened to 
be an extra inch or two of white paper 
that might bear printers’ ink. The space, 
in short, was utilised with understanding 
—it was not merely filled. 

The text-matter was condensed into 
a pithy line or two in each announce- 
ment, and was set in type large enough 
to convey its message at a glance. 
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Whether it is making full use of the 
possibilities of Press advertising thus to 
limit the verbal appeal may be debate- 
able ; the advertisers here acted accord- 
ing to their own convictions and 
unquestionably made the most of their 
chosen method. 

It is, perhaps, natural that one 
should be more critical оѓ“ De Reszke " 
advertising than of any other in the 


A summons under the Paper Restriction 
Order for posting sale bills on premises other 
than those on which the sale was to be held 
was heard early this month, when Mr. Frederick 
Maynard, manager of the Tunbridge Wells 
hranch of Messrs. Partington, bili-posters, and 
Mr. Ernest Wm. Young, J.P., draper, East 
Grinstead, were the defendants. The com- 
paint against the latter was that he caused 
the bills to be posted. It was stated that the 
Order permitted bills to be printed up to 
2400 square inches, but they were not allowed 
to be posted except on the premises where the 
sale was being held. The defence was there 
'had been а misconception of the Order on the 
part of Messrs. Partington, who took the entire 
Мате for what had happened. Mr. Maynard 
was fined £5 and Mr. Young £1. 

We learn that the Paper Commission has 
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same field. The advertisers have 
led us to expect a good deal from 
them. 

The fact that they have set their own 
standard in advertising efficiency so 
high must make it rather difficult for 
them to “carry on ” entirely to their 
own satisfaction. But they have placed - 
the mark themselves, and it is up to 
them not to fall behind it. 


fixed the price of supplies claimed under the 
statutory regulations at 4434 pence per lb. nett, 
free delivery for the months of April to July, 
both inclusive. This is the result of arbitration 
following appeal by certain papcrs. The 
embargo placed by the Swedish Government 
about two years ago on the export of sulphite 
pulp to this country has now, it is stated, been 
removed. 

The advertising of Grafton Voile, to which 
reference is made in another part of this 
issue, has been and is being handled by 
Messrs. Smith of 100, Fleet Strect. 

The Stockport Corporation have invited 
tenders for the advertising rights for flve yenrs 
upon their tramcars, running both within the 
borough and the outside districts. "Tenders 
had to be delivered on ог before August 
25th. , 
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Stories of Successful Advertising 


Campaigns. 


T is always worth while to see how other people have 
obtained the results for which one is strivmg. We have 
therefore reprinted three stories relating to advertising cam- 
paigns recently originated and carried out by us in our clients 


interests. 


These stories were told in " The Advertising World," " The 
Advertiser's Weekly," and " Selling and Advertising." They 
show what our work looks like from the well-informed and 
independent observer's point of view. We will send reprints, 
post free, to any bona fide advertiser, in any part of the 


world, on application. 


CHARLES POOL & CO., LTD 
180-181 Fleet Street, London, E.C.4. 
Telephone - - - - - - City 1473-4. 
Telegrams - - "Advexero, London." 
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OVERSEAS ADVERTISING 
О А О Е 


Publicity Campaigns for Farm Equipment 


FROM MR. STANLEY E. BART- 
LETT, late of Durban, Natal, we have 
received the following on the subject 
of farm-implement advertising in South 
Africa : 

* In South Africa, а country which is 
fast taking an important position as 
one of the food centres of the world, 
the publicity side of the agricultural 
implement trade is being well looked 
after. 

Although the Dutch farmer, who 
forms a large portion of the agricul- 
tural population, is proverbially slow 
to change his methods, and notwith- 
standing Фа Ве looks upon new ideas 
with a good deal of suspicion, never- 
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№: IRON Aet № “MAIZE RING” 


Het betaalt om uw 


Oogsten te Kultiveren 


Be “CAPTAIN KIBO” 


some of his capital in expensive 
machinery, and once he is really con- 
vinced that the step will prove profit- 
able, he becomes an enthusiastic and 
willing customer, whilst his exámple 
acts as a stimulant upon his neigh- 
bours, who frequently follow his lead. 

The English farmers in the country, 

of whom there are many, are un- 
doubtedly progressive, and they have 
been largely responsible for the intro- 
duction of some of the newer types of 
machinery now in use, whilst the 
advancement which agriculture has 
made in the Union during the last few 
years is certainly due in no small 
measure to the better fecling which has 
grown up between 
the Dutch and Eng- 
lish farming commu- 
nities. 

The two Dutch ad- 
vertisements repro- 
duced will give some 
idea as to the kind of 
advertising emploved 
in South Africa. One 
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зро Бона — lineares owd dr bh мча тың siber 2 рута decd 
Ф greed me ов ics целое: га co m leen жойо г be 


Mer à 6 Cutter, «o Cae wA. A 
сам ae — 


im "e Com) Bam Gr 0 et oo 
aud t s ce marte ce does >> ore 
wire 


өзә палта обох 70 216068 qe Gants 
, vanes оч U (PO одре ру. 


AN APPEAL TO THE DUTCH FARMER 


theless up-to-date farming appliances 
are finding a ready sale in all parts of 
the country. The progressive Dutch- 
man is usualy а wealthy man, 
and therefore can afford to invest 


was a full-page spread 
which appeared in 
two colours in the 
Dutch newspaper De 
Afrikaner, the other 
was a 10 by 3 which 
was published in De 
Volkstem, also а Dutch 
newspaper. А par- 
ticular interest at- 
taches to the adver- 
tisements as both 
brought some record 
business. 

Another business- 
getting advertisement 
was that of the Sim- 
plieity Incubator, and 
it showed what а 
6-inch single column may achieve given 
the right circumstances. This advertise- 
ment sold no fewer than two dozen 
incubators on its first appearance, the 
value represented being nearly £150. 
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NO INCREASE IN RATES 
JUST YET 


For particulars of spaces apply to:— 


THE ADVERTISING MANAGER, 
LONDON GENERAL OMNIBUS CO., LTD., 
ELECTRIC RAILWAY HOUSE, 
BROADWAY, WESTMINSTER, 


LONDON, S.W.1. 
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The advertisement appeared in The 
Natal Witness, published in Pieter- 
maritzburg, Natal. 

The British manufacturer must 
realise that to compete successfully 
with his trade rivals he must do two 


Een Goede Afscheider 
Валве Opinies, А: 


~ oe 


Malcomess & Cie, 
Ост Londen. 


A GOOD BUSINESS BRINGER 


things. He must make his product 
suit the conditions it has to face, and 
he must see to it that his prospective 
customers are informed as to what he 
has to sell. “ Organise and Adver- 
tise " should be his watchword for the 
future. 

Because the advertising of farm 
equipment is not one of the everyday 
experiences of the advertising man, 
and because it presents some problems 
which are different from those of any- 
thing else, a few remarks upon the sub- 
ject may prove useful to those engaged 
in other spheres of work. 

In England, before the war, imple- 
ments and agricultural machinery 
received but little attention from the 
practised exponent of advertising, as a 
glance through the farm periodicals 
will prove, while the catalogues and 
other literature issued by the manu- 
facturers interested were far behind 
those for many other industries. 
Exactly why this should have been the 
case it is difficult to say, but one reason 
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probably was that the firms engaged 
in the manufacture of farm machinery 
were almost without exception old 
established and intensely conservative. 

As a result the Americans secured a 
large portion of the trade, not only in 
the United Kingdom, but also in the 
Colonies and in foreign countries 
generally. Indeed, many American 
manufacturers have established branch 
factories in Canada with a special view 
to looking after the business to be 
obtained from the British Empire, 
while they have sales offices and 
depots over the entire world. 

Despite the high cost of production 
and the difficulties of export, the United 
States 1s still giving its most careful 
attention to overseas trade, and the 
American papers are full of striking 
advertisements of every kind of imple- 
ment or machine which will make the 


5 impli ! 
Hatcher and Brooder 


The incubator that makes good. 
If we told you of some results, 
you wouldn't think them possi- 
ble. The extra chickens hatched 
soon pay for the Simplicity. 

With the Simplicity you get the most 
of every minute of incubation. ‘There 
are no idle, unproductive days. It takes 
but 10 minutes to scald and dry it bee 
tween hatches. 

It is all metal—sanitary, fire-proof 
and will not deteriorate as most incue 
bators do. Come іп and let us demen- 
strate this wonderful machine to you. 
Investigate at once. Sold exclusively by 


Malcomess & Co., Ltd. 


Durban Natal 


STRONG SELLING TALK 


work of farming easier or more profit- 
able. The last few months have seen 
a big American effort to popularise the 
farm tractor, and it is claimed that this 
machine will entirely do away with the 
slow and expensive horse labour pre- 
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: This picture, “ Objets d'Art," on antique paper 15 in. oy то in, will be sent 
Picture Offer free to any smoker forwarding to address below a “ De Reszke” box lid and 2d. 
in stamps, mentioning Picture No. 49. 42 Miniature Pictures will be sent 

To “De Reszke” Smokers free on receipt of reply envelope, ready addressed and stamped (1d.). These are 
only reproductions printed in colours of the famous “De Reszke" Cigarette pictures. 

Address: J. Millhoff & Co. Ltd. (Dept. 70), 86, Piccadilly, London, W. 
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Try the “De Reszke?” American 
Cigarettes. Slightly higher in 
price than other Virginias— 
infinitely better in quality 


SOLD EVERYWHERE, 


or post free from J. Millhoff & Co., Ltd. (Dept..70), 86, Piccadilly, 
London, W. 
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viously employed. The effect of this 
campaign is making itself felt all over 
the world and in countries so remote 
that one would scarcely credit the 
innovation. American tractors are 
finding а sale and doing work which 
before would have been considered 
impossible. | 

The John Deere Company, of Moline, 
U.S.A., have issued a most attractive 
series of advertisements emphasising the 


New Zealand. 


Writing to us concerning trade conditions 
in New Zealand with special reference to the 
prospects for advertisers, Mr. Stanley East, of 
Wellington, says : 

“The staple products upon which New 
Zealandthrives—the great frozen meat industry, 
the wool, wheat, butter and cheese—have found 
in the Imperial Government a ready buyer, 
and one able and willing to pay the highest 
price. The result is, as the ‘New Zealand 
Year Book' shows, that the people of this 
country, numbering somewhere about one and 
a quarter millions, are the richest per head of 
any nation on the face of the globe ! 

“Тһе war regulations provide that no 
person shall leave the Dominion without а 
passport and unless on urgent business, and 
the result is that the people have no means of 
spending their surplus wealth, except in their 
own land. And they are spending it! There 
are between 38,000 and 40,000 motor-cars in the 
Dominion, while more are being imported 
every day. The people of New Zealand, 
coming from hardy pioneer stock from Britain, 
are well educated, well-to-do and intelligent. 
They have comfort and convenience, and 
moving picture theatres abound. They are 
an ideal race to * sell things to,' and if they 
become interested in anything it is practically 
& foregone conclusion that they will invest in 
it. There is а rich field awaiting the judicious 
advertiser in New Zealand. The advertising 
agencies in the cities run some big campaigns 
for British firms, тапу of which find this 
country an extremely profitable field. The 
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reliability of the lines they sell, and draw- 
ing attention to the length of time they 
have been in business. Dignity and force 
lie behind the excellent advertisements 
this well-known house are publishing, 
and it is a great pity that our British 
farm equipment manufacturers have 
not followed the example set by their 
American confréres and enlisted the 
advantages of publicity for the lines 
they build. | 


New Zealander likes pictures, and good, smart, 
illustrated advertisements take his eye readily. 
He has never been exploited enough for 
advertising to pall on him, and anywhere a 
striking advertisement of a safety razor, an 
alarm clock, or a new whisky, will attract 
immediate attention. And another important 
point is that the New Zealander likes to spend 
his money, and loves novelties and gift goods, 
patent medicines. gramophones and new 
toilet soaps. He loves anything really new, 
and there are hundreds of British firms who 
would find here а most profitable market if 
they would only advertise in the right way. 
Any company which went in for а good series 
of illustrated advertisements in the daily and 
weeklv papers would sell its goods *like hot 
cakes,' and establish a reputation that would 
not be shaken. Lots of British companies 
have proved that, and yet the fringe of the 
market has only been touched. New Zealand 
is booming, and now, before the war ends, is 
the time for the advertiser to place his wares 
on her market and secure the name forthem.” 


South Africa. 


Mr. Stanley E. Bartlett has just relinquished 
his position as advertising and sales manager 
for Mcssrs. Malcomess and Company, Ltd., 
machinery merchants of East London and 
Durban, South Africa. He has gone to 
Johannesburg for a short time as publicity 
controller for the Hupp Garages, Itd., sole 
South African concessionaires for the Hup- 
mobile motor-car, and later, we understand, 
he intends leaving for the States to take up an 
important appointment there. 


E 
_ А © 
РР ЧӘ 126. -_ Obs 


The great home weekly with a National circula- 
tion induces its readers to think, talk, and write 


about its advertisers. 
bring shoals of replies. 


Keyed announcements 
Proof will be given to 


any advertiser interested in novel publicity. 


46 SHOE LANE, E.C. 4. 


Withy Grove, Manchester. 
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CHINA'S TEEMING MILLIONS Я 
THE овоа 407,000,000 |ё 
You would think it a wonderful feat if you could speak 
to every person in China in the course of a year. 


THE MIGHT OF THE MILLION 


YOU CAN DO THE EQUIVALENT OF THIS 


If you book space on the trams and buses controlled by vs, you can appeal annually to 
over 404,000,000 peruni These figures are based upon actual ticket returns. 
In addition, you reach vast numbers of passers-by who also read your advertisement. 
There is no other method of publicity that gives greater return for the amount expended. 
RATES, ЕТС., FROM J. РЕАСЕ, 
ADVERTISEMENT MANAGER, 


THE BRITISH ELECTRICAL FEDERATION, 1 KINGSWAY, W.C2. 


THE TABLET 


A Weekly Newspaper and Review 


An Exceptional 
Opportunity to 
Secure the Right 
Man. 


Any British or American 
Manufacturer who would 
care to enter into negotia- 
tions with a view to the 
appointment of a sole 
managing representative 
in the Australian market 
is invited to communicate 
with 
“М.А.” c/o The Editor, 
The Advertising World, 
Sardinia House, LONDON, W.C.2. 


NATURALLY 

—NO ADVERTISE- 8 
MENT OF DOUBT- = 
FUL CHARACTER | 
EVER APPEARS IN 
“THE TABLET." DIS- W 
TINCTION IS THE @ 
DOMINANT NOTE ОЕ 
ITS APPEAL. 


WHY NOT TAKE ADVAN- @ = 
TAGE OF ITS EXCLU- z 
SIVENESS ? 
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V. J. REVELEY | 
C EDIDIT DA CE 


Ап Appreciation 
By ARTHUR RICHARDSON 


TALL AND lithe of figure, hair just turning 
grey, pleasant of manner, with the easy ways 
of а man of the world and a traveller in far 
countries, keen as а razor-blade where business 
is concerned, but friendly with all men—that 
is Mr. V. J. Reveley, the subject of this brief 
appreciation. 

To understand Mr. Revelev’s pcculiar—I 
might almost say, unique—position in the 
advertising world it is only necessary to con- 
sider the motto of his Agency: “ The world is 


MR. V. J. REVELEY 


our hoarding.” For W. L. Erwood, Ltd., 
business builders and advertising agents, of 
which Mr. Веу@еу is managing director, is 
essentially a world-wide concern, and, perhaps. 
I do not err when I say that the foreign side 
of it, which is entirely Mr. Reveley's creation, 
is the more important. 

At any rate, it is Mr. Reveley’s hobby—if I 
may describe as a ** hobby " what is a man's 
engrossing interest in life, and the business to 
which he has devoted himself through many 
years of strenuous labour. 

It was in 1897—twenty vears ago—-that Mr. 
Reveley became managing director of Erwood’. 
Agency. The business could then have been 


described without disparagement as “a very 
little one," like the maidservant's bahy in the 
story. But from small beginnings great things 
often spring, and that was the case with 
Erwood's. 

When Mr. Reveley joined it he quickly saw 
that the scope for development lay rather in 
the direction of foreign than of British business. 
The home ground was well covcred twenty 
years ago, аз everyone in the profession knows, 
but abroad the pulse of trade was quickening 
in all directions. 

It was, therefore, with a sure instinct that 
Mr. Revelev turned his footsteps to France, 
Germany, Italy, and Russia in search of 
openings. Need I say that he found them, 
andthat ineach of these countrieshe established 
business connections and agencies which in 
course of time have become highly profitable ? 
Eventually the ramifications of Erwood's were 
extended to the Colonies and to America, Japan 
and China. In fact, the Agency became world- 
wide; hence its motto: “ Тһе world is our 
hoarding.” 

It may, indeed, be said, in adaptation of a 
familiar phrase, that from his office in Fleet 
Street Mr. Reveley “ surveys advertising from 
Pekin to Peru," and that everywhere beneficent 
results have followed to trade and commerce. 
Trade, it has been said, “ follows the flag," but 
it would be more correct to say that it follows 
the advertising man. He sows and others 
reap, and “trade’s proud empire " has been 
the result of Mr. Revelev's ambassadorial 
efforts in all parts of the world he has visited, 
or to which he has extended his business. 
Before the war broke out it was in America 
that Mr. Reveley secured his greatest suc- 
cesses, nnd his first visit yielded such excellent 
results that a trip across the Atlantic became 
almost an annual occurrence with him, and he 
is probably as well known now on the other 
side of the “ Ditch " as he is on this side, and 
that is saying а good deal. 

Great American concerns have entrusted 
Mr. Reveley with innumerable important con- 
tracts, not only for the British, but for the 
foreign fields, and it added to the importance 
of these contracts that, in many instances, they 
were for marketing as well as for advertising. 

It need hardly be said that special knowlcdge 
of the trade conditions in the countries to 
which the contracts applied was necessarv, 
and it is characteristic of Mr. Reveley's methods 
that he made a special study of these conditions 
in each case, and found ways and means of 
surmounting all the difficulties as they pre- 
sented themselves. 

To take an instance : Russia was a country 
surrounded by difficulties so far as outside 
trading was concerned, but Mr. Reveley applied 
himself to overcome them, with the result that 
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< A Three- 
Guinea 
Offer of 
ORIGINAL 
IDEAS for 
Advertisers 


For this sum the Nor- 
folk Studio will originate 
the ideas and make pen- 
cil sketches for a series 
of about eight advertise- 
ments suitable for news- 
paper, magazine or trade 
paper use. The actual 
number dependsupon the 
amount of work involved. 
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IDEAS, DESIGNS 
COPY & BLOCHS 
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ADVERTISERS 


Write for our Folder 
“How We Can Help'' 


NORFOLK 
STUDIO 


THE HOME OF IDEAS FOR ADVERTISERS 


DESIGNERS & COPY WRITERS 
RACQUET COURT 
FLEET STREET 
LONDON:E:C 
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great benefit accrued to his clients, to the 
extent even that some of them made con- 
siderable fortunes. 

In spite of extensive foreign connections, 
and although his agency has been the means 
of placing hundreds of thousands of pounds 
worth of business for American and British 


concerns in the foreign and Colonial press, Mr. 
Reveley has not neglected the British field. 
Manv important British advertising campaigns 
have been and are being conducted by Erwood's 
Agency in Great Britain, and probably it has 
а larger American clientele than any other 
agency. 


THE ALDWYCH CLUB LODGE. 


THE Aldwych Club Lodge of Freemasons was 
established on July 25th, the ceremony taking 
place at. Freemasons’ Hall, Great Queen Street, 
W.C., the new lodge bearing the number 3,704 
on the register of the Grand Lodge of England. 
Mr. A. Burnett Brown, P.G.D. and G. Supt. 
Wks. Eng., and Dep. Prov. Grand Master of 
Middlesex, performed the ceremony, assisted 
by Sir Alfred Robbins, Pres. of the Board of 
General Purposes; Mr. P. Colville Smith, 
P.G.D., the Bishop of Barking, P.G.C., Mr. H. 
Haslewood, Dep. G.D.C., and Мг. W. A. 
Sterling, P.A.G.D.C. There were twenty- 
eight founders of the new Lodge, and Mr. V. J. 
Revelev, P.M. 174, was installed first Master. 


The officers appointed were Messrs. А. Richard- 
son, Prov. S.G.D. Mddx., I.P.M. ; С. J. Orange, 
W.M. 173, S.W. ; С. Н. Frost, J.W.; С. Wet- 
ton, P.M., Treas. ; H. Evan Smith, Prov. S.G.D. 
Mddx., Sec. ; С. A. Godley, P.M., D.C. ; A. С. 
Wright, S.D.; E. Grcenwood, J.D.; C. B. 
Lumley, P.P.G.R. Herts. A.D.C.; Т. Н. J- 
Large, Org. ; В. E. C. Thornberry, Asst. Sec. ; 
W. В. Collyns, I.G.: Н. Masters, Е. S. Len- 
drum, P.M., and F. Osborne, Stewards. Over 
120 members of the Order attended the cere- 
mony, of whom several were prominent Grand 
Officers, including Sir T. Vansittart Bowater, 
P.G.W., and Mr. Walter Haddon, P.A.G.D.C., 
the latter being one of the founders of the lodge. 


BUSINESS GOING OUT. 


The advertising of Messrs. Jones, Bridgeman 
& Co., Mincing Lane, tea dealers, is planned 
and placed by Smith’s Advertising Agency, 
100, Fleet Street, E.C. 


Messrs. Gould & Portman, New Oxford 
Street, are placing the advertising of the lactic 
cheese, Dorsella, on behalf of Messrs. C. & G. 
Prideaux, Ltd., Motcombe, Dorset. 


The publicity campaign for Vertroy Vermin 
Killer is in the hands of Messrs. Osborne, Pea- 
cock & Co., Manchester, on behalf of the pro- 
prietors of the preparation, Messrs. W. Edge & 
Sons, Bolton. 


Orain tablets for the cure of indigestion are 
being advertised by Messrs. Orain, 28, Copper- 
field Road, К. ` 

The new Odol advertising has been entrusted 
to Messrs. C. Vernon & Sons, Newgate Street. 
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The “ Never Old " fabrics are being adver- 
tised through Messrs. Ashburner, of Man- 
chester. 


The advertising of Messrs. Day & Martin, 
Ltd., is being placed by the H.P. Advertising 
Service. 


А press campaign on behalf of Messrs. 
Berkeleys, Ltd., civil, naval апа military 
outfitters, Victoria Street, S.W., is being 
prepared and will be placed exclusively through 
Messrs. Chas. Pool & Co., Ltd. 


Artoral, a preparation for cleaning artificial 
teeth, is being advertised fairly extensively, 
the publicity campaign being in the hands of 
Messrs. Vernon. 


Messrs. Mather & Crowther have been 
entrusted with the advertising business for 
the Olympia Oil & Cake Co. 
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The fact-condensed pictorial daily newspaper 


which the business man reads because it gives 
him just what he wants to know in a crisp 
terse form, and the people at home enjoy 
because it provides them with a miscellany 
of interest—social, domestic and economic. 
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ITEMS OF INTEREST 
Св СЕ) 


Мг. Wareham Smith, director of the Assc- 
ciated Newspapers, has just returned from a 
fortnight's tour of the British front in Flanders. 

On August 2nd, at St. Peter's Church, 
Leicester, Mr. Thomas Dixon, managing 
director of the West End Advertising Agency 
and of the Dictaphone Company, was married 


MR. THOMAS DIXON 


to Miss Elia Marshall, datighter of Sir Herbert 
and Lady Marshall, of Knighton, Leicester. 
The ceremony was performed by the Right 
Rev. Bishop Glyn. 

The Daily Mirror recently published a 
portrait of Mr. H. Seymour Berry, who gave 
£10,000 towards а technical institute for 
Merthyr in memory of his late father, Alderman 
J. M. Berry, J.P. Mr. Seymour Berrv is a 
brother of Mr. W. E. Berry and Mr. J. Gomer 
Berry, proprietors of The Sunday Times. 


Mr. Theo. Feilden has resigned his position 
on The Times, and is taking a much-needed 
rest prior to resuming active work. Mr. 
Feilden has done а great deal of work in the 
advertising of engineering and technical 
products, and he may be e shortly to 
return to his hitherto active life with renewed 
health and vigour. 


Lieut. W. E. Barney was entertained to lunch 
at the Aldwych Club on Ушу 26th, when he 
was presented with a service of old Sheffield . 
plate in commemoration of his marriage, which 
had taken place a few days before. Mr. Ware- 
ham Smith presided and handed the gift to the 
recipient, who made graceful acknowledgment. 
Lieut. Barney has since returned to Egypt. 


The issue of The Bystander for August 8th 
contained a sketch by Miss King-Potter 
(“Imp”), the talented daughter of Mr. King- 
Potter of The Daily Dispatch. Miss Potter 
commenced her business career in the studio 
of a well-known London store, and we wish her 
every success in her new career. 


We understand that Mr. W. Young Robin- 
son, who was for many years connected with 
Messrs. Lever Bros., Ltd., of Port Sunlight, has 
been appointed managing director of Messrs. 
C. H. Parsons & Brother, Ltd., of the Castle 
Soap Works, Ashby-de-la-Zouch, an associated 
company of the above firm. We feel sure that 
his many friends, and all those who have met 
him in business, will wish him every success in 
his new sphere. 


The Liverpool Post and The Liverpool Echo 
published at the close of last month several 
columns of in memoriam notices of local men 
who were killed last year at the battle of 
Guillemont. 


The report of Messrs. C. Arthur Pearson 
states that the accounts for the year ending 
May 31st show a profit of £36.481, after making 
the usual allowances. To this must be added 
£18,757 brought forward, a total of £55,238. 


Out of this, £13,750, dividend оп the preference 


shares, had already been paid, and with the 
balance it was proposed to pay a dividend of 
5°/, оп the ordinary shares, absorbing £8,750, 
and to carry forward £82,739. The report 
added that the years trading was very 
gratifying, and that was due to advantageous 
purchases of paper made earlv in the war. 
From the point of view of profits the prospects 
of the coming vear were uncertain, for the price 
of paper. and other materials continued to 
increase and the stocks, bought at low prices, 
were steadilv diminishing. 


EVENING STANDARD 


London's leading evening newspaper, 


having а larger circulation than the 
combined circulations of all its evening 


penny contemporaries. 


Its influence 


embraces the wealthy home counties. 
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SUBSCRIBERS' ADVERTISING 
EEUU 


In this section we review each month the Advertisements 
and Advertising Literature, and answer the questions 
pertaining to their advertising, sent by our Subscribers, 


ее of charge. 


our opinion upon any advertising matter. 


Subscribers are cordially invited to ask 


Replies and 


reviews will be dealt with under assumed names if desired. 


MESSRS. CLAYTON & CO,, Karrier Works 


Huddersfield, forward us & copy of their 
latest booklet-folder, produced to adver- 
tise their Karrier motor vehicles. To one of 
these folders we referred in our last issue. 
The one now under notice measures, when 
fully opened, 21 inches across by 16 inches 
high, and the main characteristic of it is two 
large diagrams to illustrate the chassis of 
the car. These are printed from half-tone 
blocks on a good white paper, with border of 
а flat stone-grey tint, which is also largely 
used for thc rest of the folder as а back- 
ground for the text, chiefly made up of 
detailed specifications of the cars. The 
unusual feature of this folder is that it has a 
cover. This is of grey linen-grain paper, 
slightly overlapping, and with line drawing 
on the front. The work is well turned out, 
and creates а favourable impression. 


MESSRS. WALPOLE, Irish linen manufac- 
turers, of Suffolk Street, Dublin, forward us 
several specimens of their recent advertising. 
Of these the chief is a loose leaf folder, the 
feature of it being that in most cases the 
prices are filled in by hand, for these prices 
change so often that they cannot be printed. 
Inside the folder are sent just those slips 
which are required by the customer, instead 
of a complete catalogue. The slips are 
neatly printed on good quality paper and 
the cover is of a rough surfaced stone grey 
paper, the whole production being neat and 
business like. Most of the advertisements 
are double column and range in length from 
about 7 to 12 inches. Round each a shaded 
border of uniform design is arranged, and 
this looks well though it is a pity the sections 
of border are not better joined, the good 


effect being greatly marred by the bad 
breaks in the lines. The illustrations, in 
line, are dainty and the type well chosen 
and well displayed. The advertisements 
owe much of their pleasing appearance to a 
judicious use of “ white.” They are well 
varied and vet have a happy family likeness. 


THE COUNTRY PRODUCE CO., 94, Easter 


Road, Edinburgh, forward us a copy of their 
house organ. ' The Quair.” It is produced 
on very.mcdest lines with many bright and 
amusing stories and items of interest to make 
it the more readable, and contains verv little 
advertising matter. It appears to be de- 
signed for customers in the humbler walks of 
life cnly, and we think might be produced on 
rather more ambitious lines so that it might 
make appeal to the mistress as well as to the 
maid. Wider margins round the pages, out- 
side the text matter, would improve the look 
of d booklet, which now is rather lacking in 
style 


THE FORD MOTOR COMPANY (ENG., 


LTD., send us a copy of the August issue 
of The Ford Times, which appears in some- 
what different guise from that to which we 
have been accustomed. The announcement 
is made that in future only the supplement 
entitled “ Ford Facts" wil] be distributed 
gratuitously to Ford owners and others who 
receive the literature issued by the company. 
The editor states that directly the paper 
situation will allow, The Ford Times will be 
а much larger publication than it is at 
present, and it will be devoted to “ the great 
reconciliation which must take place between 
Capital and Labour if we are to emerge 
from the war period safeguarded against 
industrial disintegration." 


ILLUSTRATED 
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The most fascinating weekly review of the world's 
happenings in pithy news and graphic pictures. 
The favourite Sunday picture paper in Britain's 
homes. First planned and first favourite. 
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THE MEANS 
THAT MATTER | 


"THE MEANS Ein MATTER.' THE 


BUSY THREE 


are as busy as can be on 
the production of material 


TO 
END 
THE WAR 


THEY ARE HELPING TO 
MAKE PROGRESS. 
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YOU can make progress. 


OU have your opportunity 

to-day. Bring home, to the 
people who matter, the necessity 
of buying the goods you sell. 
lf your goods are the good 
goods you represent them to be, 
then let everybody know that 
they are good goods. 


THE BEST MEANS TO REACH 
The Busy Three is the Big Three 


They cover most effectively the whole ot 
THE NORTH-EAST COAST—SHEFFIELD & зо MILES— 
BIRMINGHAM & THE MIDLANDS 


Rorthern Echo -— Sheffield Independent 
Birmingham Gazette. 


ENQUIRE ondon Offices : 
F 17 зын St., E.C.4. 
RATES. Phone: 5107 City. 


128b THE ADVERTISING WORLD 


August, 1917 


Canada. 


The Imperial Trade Correspondent at 
Winnipey reports that, at a recent meeting of 
the Winnipeg Board of Trade (?.e., Chamber of 
Commerce), а new standing committee was 
appointed with the object of promoting trade 
between the United Kingdom and Canada. 
This Committee, which is to be known as the 
Imperial Trade Committee of the Winnipeg 
Board of Trade, is prepared not only to answer 
all questions by British manufacturers bearing 
on the trade within the Empire, but to receive 
and have properly displayed, samples from any 
British manufacturer. By this means, it is 
thought, importers ın Western Canada will 
have an opportunity of handling British-made 
goods which are suitable for that territory. 
The Committee will also endeavour to establish 
connections between the importer and manu- 
facturer, or the importer and agent. 

Communcations from the British firms 
should be addressed to the Secrctary, Imperial 
Trade Committee of the Winnipeg Board of 
Trade, Winnipeg. 


New Zealand. 


Further testimony to the prosperitv of New 
Zealand is conveved in a letter which we have 


Mr. Frank Pick, commercial manager of 
the Electric Railways, and controlling the 
Underground, the L.G.O.C., several of the 
tram systems, and, in fact, the major portion 
of the transit facilities of London, has been 
appointed Coal Rationer. It is not at all 
surprising that the Government has seen the 
wisdom of utilising the services of so able an 
organiser. 


The September issue of The Drapers’ 
Organiser will be a double Autumn number 
containing 137 pages of advertisements, which 
comprise a wonderfully fine show of textile 
reproductions in colour and black and white. 


Mr. Malcolm Moorhouse has purchased that 
very successful business, the Permo Co., 
makers of modern advertising specialities. 
Mr. Stanley V. Machin, the well-known 
manager of the company since its formation, 
will still hold that important position. 


The next election of pensioners of the 
National Advertising Society and Benevolent 
Institution will take place early in December. 
The Secretary, at 61, Fleet Street, E.C.4, will 
give any information. 


Those of our readers who knew Private 


A Russian Primer for Compositors.—Messrs. 
Кау, Lawrence & Co. London and 
Leicester. 2s. Gd. 

The growing appreciation in this country 
of the importance of the Russian market and 
the determination to capture a portion of the 
business to be done there has led many British 
merchants to realise the desirability of sending 
trade catalogues and the like to Russia and in 
the Russian) language. To facilitate the 
production of such matter in Russian, Messrs. 


received from Mr. Robert Hill, who carries on 
at Christchurch the advertising service which 
bears his name. Мг. НШ says : “ Despite the 
war New Zealand is very prosperous, and the 
advertising business is sharing the general 
prosperity. When the shipping problem was 
most acute things began to look sort of 
gloomy, but the shortage of ships did not last 
long enough to affect us greatly. Of course, 
we could do with more cargo space still." 

Mr. Hill has been called up Гог active 
service, and expects to be in the Old Country 
early in the New Year. He is a Scotsman, 
and left his home for New Zealand about 
thirteen years ago. 


The United States Consul at Vladivostock 
says there is no duty on catalogues printed in 
English when sent into Russia through that 
port, but on those printed in Russian the duty 
is 18.70 roubles per pood. Advertising matter 
would probably have to pay duty at the same 
rate as Russian catalogues. During the war 
catalogues should not be sent to Russia with 
stiff backs, as these are removed, with more or 
less injury to the catalogue, before admission 
into the country. 

One hundredweight, English, is equal to 
about 3.1 poods Russian. 


H. B. Hicks when on the staff of this paper 
will learn with pleasure, shared to the full by 
us, that he is well and happy. He is still 
serving on the Western Front, where he has 
been for more than two years, but has lately 
been transferred to the Royal Engineers, 
Survey Section. 


It will be recalled that at the beginning of 
March the pronrietors of Punch announced 
their decision to double the price of the paper, 
and Mr. Roy Somerville then stated that, 
should the increase result in the net sale 
falling below 100,000 copies, for each com- 
plete 10,000 fall beiow that figure a 10 per 
cent. rebate would be made to advertisers 
at the end of the first quarter. Mr. Somerville 
is now in the happy position of being able to 
announce that the net sale for Punch during 
the quarter ending June 30th at no time fell 
‘ within measurable distance” of 100,000 
copies, and the avcrage nct sale per issue for 
the quarter was largely in excess of 100,000 
copies рег week. Mr. Somerville says the 
advertising revenue of the paper for the first 
six months of 1917 showed an increase over 
the same period in 1916 of more than 25 per 
cent. 


Raithby, Lawrence and Co. London and 
Leicester, have produced a little book entitled 
A Russian Primer for Compositors, Мг. J. 
Stewart being the author. The primer is so 
carefully arranged that very little application 
will enable the average compositor to acquire a 
good working knowledge of type setting in 
Russian. The information afforded is essentially 
practical, with diagrams of type cases and 
machine keyboards. The book serves a very 
useful purpose, and should be. of real utility. 
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THE ADVERTISING MAN'S LIBRARY 
LIUIUS 


* Advertising : Selling the Consumer” 


Advertising : Selling the Consumer.—By Joun 
LEE MAHIN. Published for the Asso- 
ciated Advertising Clubs of the World by 
Doubleday, Page & Co., New York. 
Net $2.00. . 

The revised edition of Mr. John Lee Mahin's 
book can onlv serve to establish it yet more 
strongly as one of the most authoritative and 
practically valuable studies of modern adver- 
tising, and to increase the reputation of its 
author as among the comparativelv few 
advertising craftsmen who work in the full 
light of reason rather than by the glowing 
but fitful fire of instinct. 

His is not the frame of mind that is content 
to know, by its own experience and that of 
others, that certain causes may with con- 
fidence be expected to produce certain results ; 
it must know why this is so. He cannot 
formulate а question without demanding an 
answer; and he goes to the facts to discover 
satisfaction for his nced. 

It is for this reason that his book is so safe 
and sure a guide for advertisers and adver- 
tising men, whose business it oftcn is to deal 
with facts of a singularly intractable naturc. 
They will find an elucidation of nine-tenths of 
the puzzling problems presented to them in 
its pages, and always one that is based on 
verificd and related facts and experiences. 

There are no doubt many ideas and sug- 
gestions put forward in the book that will 
seem, to this or that reader, open to serious 
question ; but in the main the book does not call 
for criticism, it cries out to be used. And the 
advertising man who docs not make liberal 
use Of such an inspiring and informative com- 
panion places himself at a serious disadvan- 
tage in comparison with those more ready to 
accept its able assistance. 

Mr. Mahin wholeheartedly believes that 
scientific advertising benefits the producer, 
the trader, and the consumer alike. He does 
not regard it as a tax upon commodities, but 
as an economy in distribution. In the world 
of things as they are, which is the only world 
of immediate concern to us, he looks upon it 
as an essential clement, a vital force. Con- 


sequently that advertising should be well 
done, and not ill done, he regards as of the 
first importance to the well-being of civilised 
mankind. 

He does not pretend that advertising is 
doing all that it ought to do, but he holds that 
it is doing a great deal, and is every day doing 
more to improve the general conditions of 
human existence. 

If we have not reached our goal, he has no 
doubt but that we are on the right road : and 
he writes accordingly with a cheery confidence 
that is infectious and enlivening. 

We do not dare to begin quoting from Mr.. 
Mahin’s pages, for we should not know where 
to stop; but the following few chapter head- 
ings—selected from a list of twenty-nine—will 
serve roughly to indicate the scope of the hook 
to those who have not yet made its acquaint- 
ance: Salesmanship is Service; What the 
Manufacturer Owes the Consumer; What the 
Consumer Owes the Manufacturer ; The Tools 
of Advertising; Building and Testing in 
Advertisement ; Advertising Mediums ; Ad- 
vertising and Selling through the Ordinary 
Channels of Trade; Co-operation between 
Salesman and Advertising ; Prestige-Building 
Advertising. 

These will sufficiently suggest that, as is 
indeed the case, the author has taken a com- 
prehensive view of his subject, which has not 
prevented him dealing with details faithfully, 
exactlv, and extensively. Не has severely 
economised words, and his three hundred 
pages contain a wealth of information that it is 
a wonder to find packed in so small a space. 

Notwithstanding the condensation of the 
matter it. makes easy reading, and it is arranged 
conveniently for reference. 

The one thing about the book to which 
British. readers may take exception is the 
sub-title, * Selling the Consumer." This is a 
phrase liable to convey an altogether unde- 
sirable meaning on this side of the Atlantic. 
It must not for а moment be supposed that 
Mr. Mahin intends to convey that the con- 
sumer is to be “sold” when brought into 
contact with advertising. 


C. ARTHUR PEARSON, LTD. 


Continued from page 113.] 
at the present time. However, it seemed to 
be quite clear that there was not likely to be 
any substantial diminution in thc price of paper. 
As had been pointed out, the price of paper 
had risen four or five fold, and there seemed 
very little prospect of its falling during the 
next twelve months. If it remained at its 
present price the effect upon the company's 
profits must be considerable, but the business 
was so sound that the directors had been 
enabled to make certain provision in the 


accounts which would, to some extent, enable 
them to meet present circumstances. (Ар-- 
plause.) 

The resolution was carried unanimously. 

The co-option of Miss G. Stuart Macrae as 
à director was confirmed ; the retiring directors 
(Messrs. J. C. Harrison and А. W. Stirling} 
were re-elected ; the auditor (Mr. E. J. 'Thol, 
F.C.A.) was reappointed, and a hearty vote of 
thanks to the Chairman, the directors and the 
staff concluded the proceedings. [Арут.. 
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NOTES ON 


MEDIA 


ГОДОВ ОДА RC 


Punch’s Almanack for 1918 will be published 
about November 15th, price sixpence, in a 
special cover printed 
in three colours. Space 
is now being booked, 
bnt much of it has 
already been taken. 
The Almanack has grown in popularity and 
advertising revenue each year, for many years 
past, and the number, which is looked forward 
to always with so much pleasure by hosts of 
people, constitutes an excellent advertising 
medium. 


"PUNCH" 


A 


In a recent issue The Daily Express made an 
important announcement as to its policy оп 
the subject of holiday 
rates for advertising, 
emphatically stating 
that under present con- 
ditions the coaductors 
of the paper were resolved to decline to grant 
concessions in price. This declaration was 
made in the following terms : ** Before the war, 
with a circulation far below the present and a 
newspaper containing ten and twelve pages, 
there was ample room for advertising, and 
consequently when the summer holidays came 
it was reasonable for advertiscrs to expect a 
concession. Parliament did not sit, and the 
world generally was on holiday. Now, however, 
the situation has changed. Everybody is busy, 
and the wants of the public are the same as 
they are in any other month. Advertisers must 
advertise. The price of paper has gone up far 
bevond reasonable measure. Yet, with less 
advertising space available, we have continued 
to supply an ever-increasing circle of readers 
with a paper at the old price. А certain number 
of columns are at the disposal of advertisers 
суегу day. Our price is firm. If advertisers do 
not see their way to display their wares at our 
figure we prefer to devote the space to news. 
There is never enough space in any newspaper.” 
A 
To advertising and press men 
a pleasure to see the special 


"THE DAILY 


EXPRESS" 


generally it was 
* Irish. Conven- 


tion" number of The 
"THE FREEMAN'S a ee 
JOU every respect an ex- 


cellent production, par- 
ticularly on the advertising side. The issue 
ran to fourteen pages and carried an impres- 
sive array of big-space special advertising 
and of a character rarely procurable by Irish 
newspapers. Each advertisement derived its 
interest from the historie event inaugurated 
on the day of publication, and the entire 
arrangement and effectiveness of the whole 
was most creditable to Мг. W. К. Magill. the 
advertisement manager. The biz ** competi- 
tive” advertisements on behalf of Messrs. 
Paterson & Co., Ltd.. mateh manufacturers, 
Dublin, and the new I.D.A. Coffee Company 
were handled and placed by Messrs. MeConnell's 
Advertisement Service, Dublin. 


- 


Ar the close of last month The Birmingham 
Gazelle devoted special attention to the subject 
————————_— о *“ Where to Spend 
Your Holidays." "Two 
pages were given up to 
the attractions of the 
Thames from Oxford 
to Richmond, and a like space to advertising 
Blackpocl. In the former case text was used 
with the advertiscments, and in the latter the 
whole of the pages was occupied by advertise- 
ments. In cach instance special headings 
were devised. Such pages were verv useful 
to prospective holiday makers, and advertisers 
also clearly found them very valuable in making 
known to a big public, with money to spend, 
the advantages they had to offer. 


a 
Тик net paid sales of The Irish Independent are 


“THE BIRMINGHAM 
GAZETTE” 


still rising. despite restrictions in various 
directions. Recent 
Т changes in the price of 

THE IRISH M | | 
INDEPENDENT" newspapers in Dublin 


have extended the pop- 
larity of  Ireland's 
only halfpenny daily newspaper. The latest 


ascertained figures of daily net paid sales of the 
Independent reach 110,000 and those of The 
Evening Herald 40,000. 

a 
The Northern Echo early in the month devoted 
a composite 


page of advertisements and 
editorial matter to 
Morecambe as a holi- 
duy resort. "The chief 
feature of the page was 
the simple and effective 
design for the title block. an attractive blend 
of line and mechanical tint. The extraordinary 
throngs of people who made their way early 
this month to the health and pleasure resorts. 
especially on the South, West. and North-west 
coasts, clearly show that it pays these places to 
advertise. 


"THE NORTHERN 
ECHO " 


A 

"Tur Rebuilding of Dublin " was the general 
title of a series of articles in rccent wecks by 
The Irish Times, and 
they resulted in the 
securing of а repre- 
sentative display of 
advertising from buil- 
ders, timber merchants, ete., neatly set small- 
space advertisements from such firms flanking 
the reading matter. 


“THE IRISH 
TIMES " 


я 

/ 

AN interesting publication which has соте 
under our notice is the recently started Spanish 
edition of Beama, 
the organ of the 
British Electrical and 
Allied Manufacturers’ 
Association, 36 Kings- 
wav, W.C. Well printed by Messrs. Percy 
Lund. Humphries & Co.. of Bradford, it is 
evidence of enterprise on the part of British 


“ВЕАМА " 
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manufacturers, for it shows thev grasp the 
fact that if the people of a foreign land are to 
be reached it must be by means of appeals in 
their own tongue. Often and often the folly 
of sending advertising matter printed in 
English—however good otherwise it may be— 
to people who do not understand our languave 
has ben pointed out. But the British Elce- 
trical and Allied Manufacturers are wise 
enough to approach the Spaniards in their 
own tongue, and we feel sure of good results 


therefrom. In addition there is a directory of 
British makers of electrical appliances, con- 
taining some dozens of names. "The сору of 
the magazine before us carries the dil ved 
advertisements of nearly thirty British firms, 
all the advertisements being in Spanish, in 
which the whole of the text № printed. 
To this new venture we heartily wish every 
success and offer our congratulations to 
the promoters upon their enterprise in estab- 
lishing it. 


THE HOUSE OF LLOYD'S 


Striking Success of its New Magazine 


BELIEVING THAT the future of the Empire 
is largely in the hands of our home makers, 
the House of Llovd's sought to establish a 
magazine which would specially appeal to 
mothers and fathers. The result is Lloyd's 
Magazine. which incorporates all the salient 
features of the well-known Mothers’ Magazine 
and Baby, т addition to strong new features 
of general magazine interest. 

In spite of the turmoil and distraction of 
the war it is gratifving to record the progress 
this magazine has made. Clever novelists, 
article writers and artists contribute to its 
columns. and the appreciation of their work 
shows there is a public which values useful as 
well as amusing matter. 

In addition to a larve following of the sub- 
stantial general public, controllers of schools 
for mothers and of crèches. women sanitary 
inspectors, medical officers of health, parents? 
unions, members of the Women's League of 
Service, ete., arc all regular subscribers. 

Thc presence of so many prominent adver- 
tisers in its columns shows the publie spirit of 
our business men in supporting a magazine 
which is avowedly issued in the interests of 
the nation, and not merely for a popular and 
commercial success. That such а policy is 
justified is shown by the steadily progressing 
support given the magazine from the first 
number onwards. 

The recent change in title to Lloyds Masa- 
zine was thc result of many communications 
received by the House of Llovd's, asking them 
to consider the advisabilitv of broadening the 
basis of the appeal of the magazine, while 


wily retaining Из special motherhocd and 
home interests. The August number, which 
Was soon out of print, was the first issue in the 
new gise, and the demand for this magazine, 
especially bv the men, exceeded expectations. 
The make-up and production werc excel- 
lent. Not the least interesting contents were 
the fine show of first-class advertisers, which 
formed а well-nigh complete catalogue of home 
necessaries. The publication 15 sold at 6d. 
nett, and is full magazine size. 

We congratulate its conductors on the 
achievement of successfully combining in such 
a bright and eminent!y readable manner 
articles both attractive and informative. 


No Copyright in an Idea. 


IN THE Chancery Division on July 31st 
Mr. Justice Peterson delivered his reserved 
judgment in an action in which Mr. Robert 
McCrum, trading as the International Art 
Company, complained that Mr. D. Eisner, 
Mansell Street, Aldgate, had published а 
colourable imitation of one of hi« “ Recruit 
Series " of postcards. 

The defendant contended that, although his 
сага expressed the same idea, it was an entirely 
independent production, and that the details 
and design were different. 

.His lordship said there was no copyright 
in an idea. but only in the expression of it. 
Looking at the two cards, no onc could mistake 
one for the other. "They were quite dissimilar. 
The action failed, and would be dismissed with 
costs. 


THE 
EVENING CHRONICLE 


(Manchester) 


Is read by a larger number of womenfolk than any 


other provincial evening newspaper. 
the 


home appeal It has 


It has a direct 
largest distribution over 


England’s wealthiest and most populous industrial county. 
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U.S.A. PAPER SHORTAGE 
GH ШЇ А АА ИС 


THE FEDERAL Trade Commission which was 
appointed to investigate the news-print paper 
industry has presented its report. This states 
that the consumption of news-print paper in the 
United States in 1916 amounted to 1,775,000 
net tons, valued at more than £14,000.000, but 
at the prices prevailing last June such tonnage 
would cost consumers in 1917 more than 
£21,000,000. It was therefore deemed desir- 
able to take steps to effect cconomies in the 
use of paper. The Commission report that 
their efforts to restore competitive conditions 
in the news-print industry expeditiously, and 
to arbitrate and effectively project a fair price 
for news-print paper had failed. Proceedings 
had been instituted against four firms for 
violations of the Sherman anti-trust: law, and 
the indictments were pending for trial when 
the report was issued. The present situation 
was regarded as very serious and it was thought 
would become still more so. А rise in prices 
out of proportion to the cost of production was 
anticipated, with serious results to the news- 
papers and the publie. The commission there- 
fore recommended that Congress should provide 


that all mills апа agencies should, as à war 
emergency measure, be opernted оп Govern- 
ment account, aud that the products be pooled 
in the hands of a Government agency and 
equitablv distributed at а price based upon 
eost of production and distribution plus a fair 
profit per ton. 

iso. the commission recommended that, as 
approximately 75 per cent. of the production of 
news-print paper in Canada cameintothe United 
States, proper action be taken to secure the 
co-operation of the Canadian Government in 
the creation of a similar governmental agency 
for the same function, with power to act jointly 
with the United States Government. И the 
Canadian Government would not join in such 
action the commission advised that importation 
of paper and pulp to the States should be made 
oly on Government account. The Fourth 
Estate (New York), in an article on the paper 
scarcity in its issue of July 21st, speaks of the 
extreme gravitv of the situation through the 
rise in the price of paper, and complains of 
the delay on the part of Congress in taking 
action. 


THE RUSSIAN MARKET 


IN ORDER to bring before British manufac- 
turers and financiers the wonderful opportuni- 
ties which are offered to this country in the 
development of the Russian market after the 
war, Messrs. R. Martens & Co., of 149 Leaden- 
һал Street, E.C., have been holding anexhibition 
at the Central Hall, Westminster. As has been 
many times pointed out in this paper, German 
trade with Russia was developed to an enor- 
mous extent in the years before the war and 
British trade correspondingly suffered. But 
now there has arisen an opportunity for the 
manufacturers of this country to win hack the 
trade which they have lo:t, if they will set to 
work in the right wav, and adapt themsclves 
to the peculiar conditions of the market. The 
exhibition was designed to show how wonderful 
are the possibilities of the trade that mav be 
done with so vast a country as Russia, with its 


180,000,000 inhabitants. A number of most 
ingeniously arranged maps and diagrams were 
prepared and exhibited, showing the chief 
products and industries of the country and 
the portions of it in which principally thev were 
produced, especial emphasis being laid on the 
agricultural and mineral resources of the huge 
republic. Other maps and diagrams suggested 
the openings that exist for the exporting of 
various kinds of machinery and manufactured 
goods to Russia; and of course it will be realised 
that while Russia would send her farm produce 
tous, we should send her agricultural appliances. 

The exhibition, similar to one recently held 
with considerable success in Glasgow, was full 
of instruction to the merchant and manufac- 
turer who really wanted information as to the 
openings for trade in Russia and the peculiar 
conditions of the market. 


The importance of advertising in the lan- 
guage of a country in which the advertisement 
appears has been many times urged in our 
columns, and as it may have puzzled many of 
our readers who do business in the Far East to 
discover a means of getting their announce- 
ments translated into Chinese they may be 
glad to learn that Mr. II. И. Fox, C.M.G. 
(his Majestv's commercial attaché at Shanghai), 
has intimated that he can recommend an agent 
in China who will undertake the translation of 
trade cireulars, catalogues, ete. The name and 
address of the translator may be obtained by 
British firms interested, on application to the 


Department of Commercial Intelligence, 78, 
Basinghall Street, Е.С.2. 


“I have been authoritatively informed,” 
writes our Dublin correspondent, “that the 
results directly traceable to the advertising 
campaign under the National Service (Ireland) 
scheme have been. most. satisfactory. The 
publicity work was prepared and controlled by 
Messrs. Kenny's Agency. Up to the time of 
writing the few insertions published were 
framed оп specific points in National Service 
work and were each addressed to separate 
classes in the community." 
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THE POPULAR MONTHLIES—JULY 
(DISPLAY AND CLASSIFIED—PAGES) 
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А Guide end 
Directory 


for Overseas 
Advertisers 


We shall be pleased to answer any queries addressed to us by American corre- 
spondents, and to furnish them with any exact information required. Detailed 
reports of the market conditions affecting particular commodities will be furnished to 
responsible enquirers. Replies of general interest will be published in this Supple- 
ment, others will be forwarded through the mail. Communications should be addressed 
0 (Transatlantic) Information Bureau, THE ADVERTISING WoRLD, Sardinia 
House. Kingsway, London, W.C. 

Advertisements in this Supplement are censored by us ; and statements made in 
them may therefore be accepted without reservation. 

Telephone : 2269 Holborn. Telegrams and Cables : “ Adverwarld, London." 


_TRAN SATLANTIC TRADING 
у | HERE will undoubtedly be a much freer inter- 
laut Sa A! change of commodities between Great Britain 
I Wee O24 28) and the U.S.A. in the future than there has been 
г К БМ 5 in the past. 


ETT PISO Manufacturers in many British industries 
э = SS 26| who have hitherto paid little, if any, attention 
[} SS ez “| to the American market are now preparing to 
SSS operate in it vigorously and systematically ; 
and a large number of producers in ‘the U.S.A. are similarly pro- 
posing to find a new outlet among British consumers. 


The whole effect. of wartime happenings has tended powerfully 
to disintegrate whatever barriers formerly existed between the two 
great English-speaking peoples. Indeed, in times to come, there 
will be no barriers important enough to be taken into account ; 


unless, as is hardly conceivable, some of an artificial character are 
erected. 


This wider freedom ot intercourse is a consummation that will be 
welcomed by all except the incurably parochial-minded. It should 
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make for greater efficiency and economy in production; it should 
also much reduce trading expenses by helping to regulate demand, 
and minimise selling costs by enabling a larger instead of smaller 
volume of trade to be dealt with by single headquarters organisations. 
Producers in both countries would be the better placed if they were 
under compulsion to concentrate their enegies in ficlds offcring 
natural advantages to them, instead of expending them in competition 
with more favourably situated competitors; and consumers would 
benefit in being able to purchase goods manufactured under the 
conditions most conducive to high quality and low cost. 


Therefore we welcome the growing inclination of British and 
American manufacturers to look upon the British and American 
markets as essentially one and not two. For a long time to come, 
no doubt, they will retain their superficial differences, which must 
be reckoned with ; but these are minor matters, and the compensa- 
tions and adjustments in material and methods they necessitate can 
easily be made. | 


We propose to do everything in our power to promote still 
closer commercial relations between the two countries than already 
exist by offering all possible assistance to such advertisers on either 
side of the Atlantic as propose to cross the water. 


In this Supplement we shall confine ourselves to satisfying the 
desire for more precise information concerning the possibilities and 
peculiarities of the British market which, as we have ample evidence, 
is shown by a large number of American advertisers. 


Some of these are already doing business in this country on a 
small scale, and are anxious to know whether prospects are favour- 
able for an extension of their operations in the near future ; others 
are entirely without practical experience of a market in which they 
would like to make an effort to establish themselves if there be any 
fair chance of success. 


The questions they are most concerned to ask аге: What will 
be the condition of the British market in the years immediately 
following the declaration of peace? Will it possess the material 
capacity to respond to the advertiser's appeal ? 


Answering these questions generally we express with all con- 
fidence our conviction that for many years after the war—unless 
the unbelievable should happen and hostilities end in a German 
triumph—the condition of the British market will be at least as 

. healthy, from the advertiser’s point of view, as it has ever becn 
hitherto ; and that no material incapacity in the purchasing power of 
the mass of people need be apprehended. 


Sooner or later there will no doubt be a period of general 
depression caused by the unparalleled wastage of the war; but in 
all probability it will not come until peace has been re-established 
for a considerable number of years, and will almost certainly be 
far less severe than all but a few optimists seem to anticipate. The 
losses of the war have been beyond computation ; but the power of 
recovery of the productive clements in the modern social organisation 
may be relied upon equally to outstrip calculation. 
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TUESDAYS 


MAKES SMILES GROW! 


LL who have anything to 
dowith THE PASSING 
SHOW keep smiling. 
Frankness, cleanliness and 
“ouaranteed” advertising leave 
no cause for frowns. 
Philip Emanuel, Advertisement Manager. 


ODHAMS LIMITED, 85-94 LONG ACRE, LONDON, W.C.2, 
August 1917 UI 
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We dare to prophesy that the greatest wonder of the war will 


be the speed and comparative ease with which its enormous material 
ravages will be repaired. 


It is, of course, the simple truth that during the war the manual 
workers of Great Britain have found themselves in a position of 
unexampled prosperity. Their incomings—more especially if, as is 
fair, the family is.taken as the wage-earning unit—have exceeded 
their outgoings by a much wider margin than at any previous period, 
notwithstanding the heavy advance in prices of all common neces- 
sities. 


They have thus had, artd still have, money to spend upon 
goods of a class and quality usually beyond their reach ; and for the 
most part they have spent and are spending it. Only a minority 
utilise their increased earnings to create a financial reserve. "The 
fact may be regrettable but it remains. 


Consequently their prosperity is not confined to themselves, 
but is disseminated throughout the body politic. The only section 
of society that has suffered severe financial disability owing to the 
war has been that portion of the middle class which has found its 
small fixed income heavily discounted by the increased cost of living. 


With this chief exception it is broadly correct to say that the 
purchasing power of British consumers is to-day greater, and not 
less, than it was before the war. 


This visible prosperity is bound to continue long after the war 
has come to its close. The manufacture of munitions of war 
will no sooner cease to engage the industry of the nation than its 
energies will find the fullest employment in the work of recon- 
struction. 


The work of reconstruction must be put in hand immediately 
the work of destruction is concluded. There will be no “ dead ” 
interval between the two. 


That part of it which will occupy the early years of peacetime 
will not be hampered by financial difficulties, for it will begin to 
pay for itself as it is completed, and to provide a surplus to pay for 
further re-establishments. 


In Great Britain the shipbuilding and engineering industries 
in all their ramifications will certainly be kept going to the full extent 
of their capacities for a long time to соте: and when thcy are busy 
the whole country is prosperous. The great textile industries will 
also have to work at high pressure to supply the unsatisfied demands 
that have filled their offices with piles of waiting orders. For 
several years, at the most modest computation, their activity will 
only be limited by the supply of raw material. 


An idea that the British market after the war will consist of a 
collection of financially disabled consumers can only be justified 
by leaving out of account all the ruling facts of the situation. И 
will on the contrary represent, for all commodities other than what 
may be called super-luxuries, a purchasing power a good deal. 
perhaps a great deal, in excess of the highest of its old-time standards. 
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The Big Gun in 
Advertising 


IS 


which has been the dominant factor in every success- 
ful campaign designed to introduce American goods 
into the British Market during the past ten years. 


In marketing the O-Cedar Mop in the British 
Isles, The Channell Chemical Company made 
“The Daily Mail" the “big gun" in their pre- 
liminary and successive campaigns and they paid 
generous tribute to its effectiveness. 


> _ & 


Say Ee 1 CARMELITE HOUSE, Sz Duilpa Mail == 
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Chiefly concerning the policy and functions of the new 

American Chamber of Commerce in London—being 

the record of an interview with Mr. George M. Cassatt, 
its President. 


SINCE THE formation of the American 
Chamber of Commerce in London is a 
new and very potential fact in Anglo- 
American trade relations, and must 
therefore have a powerful, though 
indirect, effect upon a vast volume of 
advertising, the “A.W.” took an 
early opportunity of discovering some- 
thing about its policy and programme 
from Mr. G. M. Cassatt, the European 
manager of the Remington Typewriter 
Co., and its first president. 

" You may take it," Mr. Cassatt 
told us, *that this new Chamber of 
Commerce is one result of a recognition 
by Americans doing business in the 
British market that events have brought 
them up against a new proposition. 


THE NEw CoNDITIONS. 


* Whether the new conditions prove 
to be more or less favourable than the 
old, they will require to be studied with 
the closest attention in the interests of 
the traders affected by them. The 
possession of exact, detailed and reliable 
information relating to the British 
market as it will be constituted after 
the war will be a first essential to success- 
ful commercial operation in it. 

“It will be all the more important 
in that during what is likely to be я 
protracted settling-down period all sorts 
of experiments, alterations, adjustments 
and readjustments will of necessity be 
made at very frequent intervals, and 
the market will consequently present 
a series of changes bewildering to all 
but the well-informed. 

** To gather, collate and disseminate 
such information as is here suggested 
will be one of the principal functions of 
the new Chamber; which will also 
endcavour to furnish such explanations 
and commentaries on the facts as may 
render clear their significance. 

** Of course, the principal business of 
VI 


а Chamber of Commerce is commercial 
business; but we propose to take the 
widest and not the narrowest views 
as to the scope of our activities. 

" Our first duty will naturally be 
towards our own members and the 
special interests they represent; that 
is, in effect, towards the whole body of 
American traders and the whole bulk 
of American trading in this country. 
But we believe that in thus doing our 
own work in our own way we can do 
much to bring the two great English- 
speaking peoples into closer relations. 

** We believe that this can be done, 
perhaps, more effectually by making 
commercial intercourse easy and un- 
restrained, by the timely application 
of lubricants at frictional points, and 
by considering the interests of both 
parties to Transatlantic trade, than in 
any other manner. 

" То do what we can in this direction 
Is а great part of the task we have set 
ourselves ; and it is a task far too big 
and potential to permit us to turn 
aside from it to do temporary service 
to purely private or sectional interests. 
We are not merely a protection society 
of individual American traders. We 
shall render them most valuable service 
al the time; but we shall never lose 
sight of the fact that we can best serve 
their permanent interests by trying 
to improve the whole morale and ma- 
chinery of Anglo-American trade. 


IDEALS AND AMBITIONS, 


* Our ideals and ambitions are, at 
least, as we consider, eminently 
practical; but they certainly go far 
bevond the concerns of the immediate 
future or of individual members. We 
shall begin to be useful at once, to our 
American members, our associate mem- 
bers among British business men, and 
through them to all; but we shall 
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SPECIALISED ADVERTISING 
————— 


THE exigencies of the war have been was embarked on with phenomenal suc- 
responsible for a large amount of what: cess. The agency entrusted with the 
may be termed “ Specialised’ Adver- advertising has several similar successes 
tising. The “ Ubel” Sprayer Adver- to its credit since the war started. 

tising is an example of this. The following is а copy of a letter 
The Government's insistence on the from the advertisers to the agents : 


need for spray- 
ing potatoes, 
emphasised by 
newspapers 
throughout the 
country, was a 
signal for the 
United Brass- 
founders & En- 
gineers, Ltd.— 
the largest 
manufacturers 
of spraying ma- 
chines—to get 
busy. They got 
in touch with a 
firm of leading 
agents, who 
arranged for 
a practical de- 
monstration of 
the merits of 
their machines 
at Birmingham, 
at which the 
Editors of all 
the principal 
agricultural and 
allied publica- 
tions were pre- 
sent. Numerous 
illustrated no- 
tices resulted. 
after which an 
extensive adver- 
tising campaign 


Relief Fund, War Charity, .Recruiting, etc., 
classed as ** Specialised " Advertising. 
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UNI TED BRASSFOUNDERS & ENGINEERS, 
LIMITED. 


Head Office : 


Empress Foundry, Cornbrook, 
Manchester, 


August 16th, 1917. 


Messrs. W. L. Erwood. Ltd., 
International Advertising Agents, 
30, 31 and 32, Fleet Street, 
London, E.C.A. 


Dear Sirs, 


We feel that we ought to thank you for your 
splendid handling of the * UBEL ” Sprayer Adver- 
tising Campaign, the results from which have far 
exceeded our expectations. 


Your knowledge of detail, markets, media and copy 
have been instrumental in bringing in such a flow 
of orders that our very extensive works are being 
tared to their utmost capacity to cope with them. 


Your forethought in arranging for a practical 
Demonstration of the utility of our machines to 
Agricultural Journalists and Experts has proved of 
great value to us, and the information you have given 
us with regard to Foreign Markets will undoubtedly 
enable us to greatly increase our Overseas Trade in 
the near future. 


Once again, please accept our sincere thanks. 


Yours truly, 
United Brassfounders & Engineers, Ltd. 
(Signed) C. P. Newman, 
Jt. Managing Director. 


Advertisements may be 
[Арут.] 


Special Supplement 


The Advertising World 


always be building with an eye as 
much to the possibilities of the future 
as to the needs of the present." 

* Your immediate task is to prepare 
for a big outbreak of commercial 
activity after the war? " we suggested. 

Mr. Cassatt signified a 
general agreement. '' But," 
he added, “ I am not going 
to be so foolish asto attempt 
to prophesy about 'trade 
after the war,’ in Great 
Britain, the U.S.A. or any 
other country. After-war 
trade will be conditioned 
by too many at present 
unknown quantities ; chief 
among them being the 
length of time the war will 
last. If I knew that I 
might hazard an opinion 
or two; but I must confess 
to being without a reason- 
able idea on the subject at 
the present time. 

" As an American I na- 
turally refuse to believe 
that the war will end with 
other than ап effectual 
victory for the principles 
which we, with the rest of 
the world's democracies, are 
fighting for. That is a 
matter of faith, not of 
prophecy. 

"It seems, however, 
tolerably safe to say that 
the tendency of all the 
future that even a lively 
imagination can perceive 
will be towards the estab- 
lishment of ever closer 
relations between the 
United States of America and Great 
Britain. The mere growth in speed. 
convenience and cheapness of transit 
facilities between the two countries 
must make a union based on a com- 
mon language, common ideals and 
common traditions more and more 
evident and cffective. The spiritual 
impulse given by the efforts and 
sacrifices they are making as comrades 
in the world-war can hardlv do other 
than break down the barriers, flimsy 
enough after all, which have for so long 
in a measure divided them. | 


VIII 


** Thus in the future there will be a 
more secure foundation for free Trans- 
atlantic trade intercourse than has ever 
hitherto existed. It is on that founda- 
tion that our new Chamber will set to 
work. 


[By courtesy of `` The Lads$es' Field " 
MR. G. M. CASSATT 


“І do not mean to suggest that as 
soon as ever peace is concluded every 
difficulty affecting trade relations be- 
tween the U.S.A. and Great Britain 
will vanish ; quite the contrarv. 

^ Financial troubles caused by the 
inconceivable outpouring of unpro- 
ductive expenditure during war time, 
and the equally incredible destruction 
of wealth in property, are bound to 
arise. For a long time to come, too. 
a lack of adequate transportation 
facilities, both on sea and land, will 
operate to the detriment of trade. The 
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The Leading Penny Sunday Paper 
with the Latest Reliable News. 


It deals authoritatively with 
all matters of public interest. 
Its staff of special writers 
include many eminent men. 


[ts columns are used regularly by the 
most - discriminating advertisers among 


the West End Retail Shops and Stores. 


Its Advertising rates are 
extremely moderate. 


Ask your Agent about the Sunday Times. 


2 


It is Ме medium to reach the Sunday Reading Public. 


ADVERTISE 


IN THE 


Sundan 
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thousand and one problems arising 
from the demobilisation of millions 
upon millions of soldiers and their 
transformation into productive workers 
may baffle successful solution until, 
for a time, half the markets of the 
world are disastrously disorganised. 

* All these things may be: and the 
danger that they will be is increased 
with every month that the war is 
prolonged. 

“ I admit so much because I would 
not have myself, or the Chamber which 
for the time I am privileged to represent, 
accused of a wilfully unseeing optimism ; 
but none the less it is my conviction, 
and, I think, of most of my fellow 
members, that the brighter and not 
the darker view of the future will 
prove the true one. 

" We believe that success will wait 
upon courage and confidence rather 
than upon caution and" distrust. 
No danger is likely to be greater than 
that of a determination to play for 
perfect safety. While it is true that 
no risk should ever be taken that can 
be avoided by the acquisition of all 
obtainable information and by a careful 
balancing of the chances, it is not less 
true that the trader who is unwilling 
to move until he can do so without 
any risk at all had better go out of 
business right away. 


HELPING TRANSATLANTIC TRADES. 

“The American Chamber of Com- 
merce by acting as an alert intelligence 
department will give Transatlantic 
traders the best possible opportunity 
for successful trading whatever after- 


war conditions may be; but it cannot 
pretend to guarantee the success which 
they must always mainly owe to their 
own initiative, tenacity, and under- 
standing. 

“Та one respect, as I have already 
hinted, the Chamber should be able 
considerably to ease the conditions of 
Transatlantic trading. It sets up an 
unofficial diplomatic agency bv which 
the various problems affecting trade 
between the U.S.A. and Great Britain 
can be dealt with as they arise, by the 
people most concerned, before they 
leave the area of open discussion and 
become entangled: in red tape and 
crystallised into regulations. 

Our Poricv. 

" Our policy being as broad-based 
and farsighted as it is, we shall be 
able to work in the most complete 
unison with all the British trade 
organisations that from the various 
points of approach are aiming at the 
same goal as our own. 

“ And I may observe that while, as 
our name implies, our particular con- 
cern will be with Americans trading in 
British markets, we shall always make 
it part of our business to assist British 
traders operating or intending to 
operate in the U.S.A. We are not 
organising to promote an invasion, but 
to facilitate interchange. 

" Even in normal times we might 
fairly have claimed that we ‘filled 
a long felt want: in existing cir- 
cumstances we seem to me to be 
an obvious response to a very urgent 
necessity." 


N.B. 


E particularly direct the attention of our American readers to the service 
that can be rendered them by THE ADVERTISING WORLD Information Bureau. 


They may be assured that whatever advice or information it offers is given by an 
absolutely independent authority, and is not influenced by a regard for any interest 


ather than that of the enquirer. 


Everything the advertiser requires to know about the British market and the most 
practically useful methods of operating in И we are in a position to supply to responsible 


applicants. 


The 4. W. Information Bureau, 
Sardinia House, Kingsway, W.C.2. 
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OUR ADVERTISERS INCLUDE 
HEINZ 


VASELINE They also lead 
WRIGLEY and have 
SAPOLIO made good. 
о W ho follows ? 


O-CEDAR 


INCLUDE THE MOTOR-BUS IN YOUR 
NEXT ADVERTISING CAMPAIGN FOR 
LONDON 


FOR RATES AND PARTICULARS 
APPLY TO 


THE ADVERTISING MANAGER, 


LONDON GENERAL OMNIBUS CO, LTD, 


ELECTRIC RAILWAY HOUSE, 
BROADWAY, WESTMINSTER, 
LONDON, S.W.1. 
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Items of Interest and Answers to Correspondents 


DISTRIBUTION FIRST. 


Of the American advertisers who have tried 
and failed to effect an entry into the British 
market, the majoritv have '*gone down" 
because they were not sufficiently careful to 
secure effective distribution of the goods 
advertised. It is of no use advertising an 
article. in these islands, at all events, unless 
it is perfectly easy to obtain. We are accus- 
tomed to get nearly everything we require 
at some shop which, if not exactly just round 
the corner, is within very short range. If 
we ask for, to us, а new-branded article 
that is not stocked we buy a similar article 
of another brand, and probablv forget all 
about the novelty before we purchase any- 
thing of the same kind 
again. We are ready 
enough to respond to 
the American adver- 
tiser's invitation, if it 
be couched in language 
we understand, but we 
expect him to be in 
when we call. 


EDUCATION AND 
SALESMANSHIP. 


Another mistake 
that has been made 
many times by Ameri- 
can advertisers is to 
assume that Britishers 
are necessarily readv 
to becomc consumers 
of a certain kind of 
commodity because it 
happens to bc in great 
demand in the U.S.A. 
Falling into this error 
they have started ad- 
vertising intended to 
sell the goods when 
thev ought to have 
made a beginning by 
advertising designed 
to create a habit. Special education has often 
to come before direct salesmanship. 

A famous American brand of canned soups 
was advertised intensivelv in a Mid-England 
area, where the stock-pot babit has been 
firmly established since the Norman Conquest 
or thereabouts. The advertisers courageously 
spent thousands of pounds in endeavouring to 
sell their soups in this most unfortunately 
chosen area. They had to cut their loss and 
get out, because they bad tried to sell 
something for which not the smallest demand 
existed, instead of advertising to ereate the 
demand. Had they set themselves to educate 
the people to whom they appealed out of the 
stock-pot habit and into the canned soup 
habit they would very probably have succeeded 
even in the particularly unfavourable field 
they selected for their. adventure: they 
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Mr. Н. Gordon Selfridge on ** Coming 
to London." — THE ADVERTISING 
У’овго, February, 1909. 


would certainly have done so in many other 
parts of England. 
A SMALL DISTINCTION WITH A BIG DIFFERENCE. 
It may save a certain amount of confusion 
if we point out that in the British advertising 
business a distinction is made between '* adver- 
tising manager " and “ advertisement mana- 
ger." The distinction is no doubt arbitrary, 
but we have found it convenient to know that 
the label ** advertising manager "' implies that 
the wearer manages the publicity department 
of an advertiser, while * advertisement 
manager" describes one who manages the 
advertisement department of а newspaper or 
other publication. The terms arc here generally 
used in these specia! acceptations; and 
Americans operating in 
this country may avoid 
some mistaken impres- 
sions bv bearing this 


“I see that this is indeed the centre in mind. 
of the world—not of England, or the 
Empire, but of the whole world —that 
you attract to your streets and your 
people visitors from every quarter of 
the globe, in such numbers end with 
such wealth as no other city can show. 
1 see also that you have an enormous 
population—twice as great as New kets it contains. It 
York—and that, within a twenty- 
miles radius of this very chair upon 
which I am stting, there are ten 
millions of people, and that by means 
of your newspapers those ten millions 
can be talked to every day.” 


Tne LONDON ARFA. 


The advertisers who 
decide to concentrate 
upon the London area 
often have no more 
than the haziest idea 
oi its extent and of 
the very various mar- 


extends far bevond the 
limits assigned even 
һу the most generous 
to Greater London 
itself, that vast circle 
of suburbs surround- 
ing the ancient city. 
For fiftv miles or so 
in all directions from 
the centre, after the 
more densely populated 
suburban districts 
have been left behind, 
one passes through a 
countryside more or 
less thickly sprinkled with the villas of well-to-do 
folk all of whom are strictly dependent on the 
metropolis whether on business or pleasure 
bent. Brighton and Eastbourne, with many 
other seaside towns on the South Coast, Herne 
Вау, Westgate, Southend and other towns 
along the coast where the Thames Estuary 
broadens to the sea, St. Albans, Hertford and 
сусп Bedford, Reading. Dorking, Guildford, 
Redhill, and a host of considerable inland 
towns, north, west and south, are all more or 
lcss— and mostly more—suburbs of London. 

A large proportion. of the business men 
among their inhabitants go to “the City” 
every dav to conduct their affairs ; their wives 
and daughters go to “the West-End " to do 
their shopping : and the whole family patronises 
London musical, theatrical, and variety 
entertainments. They read London news- 
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HE after-war opportunities open to 
| American enterprise in the markets of 
Great Britain and the Empire are 
almost limitless. But the establishment of 
goodwill in these markets is a matter for the 
ripe experience of a British firm with an 
intimate knowledge of British, Foreign and 
Colonial markets. 
Over one hundred years of such experience 
is the basis of our claim to serve American 
manufacturers. But we go further; for our 
offer of service embraces 
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through the medium of our Associate U.S.A. 
House, J. Roland Kay Co., Conway Building, 
Chicago. This branch of our organisation, in 
common with the London head office, has for 
many years specialised in International Adver- 
tising, and acts for many U.S.A. Manufacturers 
who, under their direction, have made for their 
products a world-wide reputation. Consulta- 
tion and service in either London or Chicago 
is equally at the disposal of the manufacturer 
who seeks it. 


JOHN HADDON & CO. 


INTERNATIONAL ADVERTISING 
Established in the City of London 1814 


SALISBURY SQUARE, LONDON, E.C.4 
And at CAPETOWN, SYDNEY, BUENOS AIRES 
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papers—not only the morning papers, which 
circulate 211 over the country, but the evening 
papers, which within thcir wide area are 
localised—-they travel on the London * Under- 
ground," in " thc tubes," and bv the 'buses, 
they perambulate the London streets : and so 
they necessarily come into contact with 
London advertising, and are influenced by it 
as much as those residing only a mile or two 
from the centre. 

Huge as is the population of London and its 
connected suburbs, it is onlv a part of the 
constitueney to which the advertiser is able to 
appeal through strictly London media ; and 
the extra-suburban portion not only adds to 
the variety of commodities that may be sold 
by a London advertising campaign, but also 
verv largely to the purchasing power of the 
whole area, for its population is relatively of 
exceptional financial strength. 
THE AMERICAN CHAMBER OF 

Гохпох. 

The officers of the new American Chamber of 
Commerce in London are a» follows :— 

Preside —G. М. Cassatt, Director for 
Europe of the Remington Typewriter Company, 
Limited. 

First Vice-President —Wilson Cross, Director 
of the Vacuum Oil Company, Limited. 

Second Vice-President — В. H. Cabell, 
Managing-Director of Armour and Co., Ltd. 

Поп. Treasurer—Robert Grant, jun., partner 
in Higginson and Co. 

Hon. Secretary—J. Е. Dunning, European 
Representative of the National City Bank of 
New York. 


COMMERCE IN 


The Advertising World 


Director Ex-Officio—The Counsellor of the 
American Embassy. 

Consulting Director—The American Consul- 
General. 

The Board of Directors consists of the 
following gentlemen : 

W. Sloane Accles, Niles-Bement-Pond Co. 

R. M. Collins, Associated Press. 

Paul E. Derrick, Paul E. Derrick Adver- 
tising Agency, Ltd. 

F. E. Drake, United States Rubber Company. 

J. Grant Forbes, American International 
Corporation. 

Clarence Graff, Pynchon and Co. 

Charles S. Hall, Swift Beef Co., Ltd. 

Howard S. Harrington, Harrington, Bigham 
and Englar. 

Frank Wyman Libby, Willys-Overland, Ltd. 

John Blair MacAfee, MacAfee and Co., Ltd. 

George A. Mower, Sturtevant Engineering 
Co., Ltd. 

Louis Morgan Porter, Bush Terminal Co. 

F. E. Powell, Anglo-American Oil Co., Ltd. 

В. P. С. Sanderson, Baldwin Locomotive 
Works. 

Henry W. Thornton, Great Eastern Railway. 

F. C. Van Duzer, S. R. Van Duzer and Son. 

Bankers—Guaranty Trust Company of 
New York. 

Secretary—J. Tuck Sherman. 

Temporary Officcs—3, Lombard Street, E.C.3. 

Among the Honorary Members are : 

His Excelleney the Hon. Walter Hines Page, 
American Ambassador to Great Britain. 

Mr. Irwin Laughlin, the Counsellor of the 
American Embassy. 


Advertising in the British Isles. 


THE HULTON GROUP 
OF NEWSPAPERS. 


HULTONS, of LONDON and MANCHESTER, 
can claim a greater output of Newspapers than 


any other office in the British Isles. 


CIRCULATION 


PER 
15506. 


Ə MILLIONS. 


Newspapers are admittedly the most effective media 
for this country—it is small enough to be covered 
— thoroughly by them. ——— 
No advertising scheme for publicity in the British 
Isles is complete without some or all of the Hulton 
group, comprising, as it does, Daily and Weekly 
Picture Newspapers, and Morning, Evening, and 
Sunday Newspapers. The publishing centres are the 
richest and most densely populated in the Kingdom. 
Flat Rates throughout to stated circulations. 
Thereis something wrong with the bureau or agency that 
does not advocate the use of the Hulton Publications. 


E. HULTON а Co., Ltd., witty “Grove: Manchester. 
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CASH-FARE PASSENGERS 


ANNUALLY. 
p ul 


'[HE number of passengers carried annually 

by the Trams (street cars) and 'Buses 
operated by this Company is more than 
four times greater than the total population 
of the United States of America. 


“THESE vehicles operate in London and 

in the chief centres of population through- 
out England and Wales; the figures 
are based on actual ticket returns. 


OBVIOUS ae no Bntish or American 
advertiser who wishes to reach most 
of the people all the time can afford 
to ignore this great circulation. 


W/E shall be glad to send you full details of 

rates, circulations, etc., and to suggest 
schemes covering a given expenditure. You can 
write me in confidence and without obligation. 


preme MÀ 
]. PEACE, 


Advertisement Manager, 


The British Electrical Federation Ltd., 


CT 
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1, KINGSWAY, LONDON, \.С.2. 
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The Hon. Itobert P. Skinner, American 
Consul-General in London. 

THE CONSUMERS’ ATTITUDE. 

The British public is far more responsive 
to advertising to-day that it ever was before ; 
but it is still considerably harder to impress 
than the major portion of the American. A 
great number of people retain in their attitude 
towards advertising something of the sus- 
picion very naturally bred by the old-time 
methods of the bulk of advertisers. Conse- 
quently they need to be addressed with a 
great deal of tact and a certain amount of 
reserve. The enthusiasm of the salesman 
who has a fervent faith in the merits of his 
goods must not be expressed with undue 
emphasis, or what he has to sav will be heavily 
discounted by his readers. Understatement is 
less dangerous than overstatement. 

Women are much more accessible to adver- 
tising than men. They like to enter into an 
examination of the claims of rival traders 
and to institute detailcd comparisons of the 
qualities and values of goods offered to them. 
They are always ready to listen to a new pro- 
position, if it promises better than the old one. 


" Shopping" in all its phases, of which 
advertisement reading is not the least, is to 
them a pleasurable occupation. It needs no 
subtle lure to bring them to the feast spread 
for them by the advertiser, they will respond 
to the simplest invitation. Апу reasonably 
intelligent advertising. addressed to women, 
whatever its nature, is sure to receive con- 
sideration. Since women represent the execu- 
tive and spending department of the domestic 
organisation the greater number of advertiser: 
may, therefore, operate under the most 
favourable conditions. 

Men are not so well disposed. towards 
advertisers. Shopping is an unmitigated bore 
to most of them, and they will not be bothered 
with it, in any shape, more than is absolutely 
necessary. Moreover they are apt to be 
extremely conservative in their personal 
habits. If a certain brand of commodity 
has once commended itself to them they will 
stick to it and swear by it long after numherless 
improved varieties are available. This makes 
their custom exceedingly valuable once it 
is obtained, but makes it proportionately hard 
to get. 


[1 


" In renewing our subscription we must erpress our sincere appreciation and 
interest that we take in the contents of your publication. and though we are subscribers 
to numerous trade papers and many advertising publications we certainly think that 
THE ADVERTISING WoRLD caps them all. We devour the contents from page to page, 


as well as the advertisements, because they are al! well written.” 


Wellington, New Zealand. 
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—FRANK GOLDBERG, 


Att. the advantages that can be offered by a medium 
pem an unequalled prestige in its own field and 
circulating among well-to-do British folk the world over 


= = 


и аге at the disposal of advertisers in “ The Graphic.” 


It is a popular feature of the reading room in 
every club and hotel of importance throughout 


the British Empire. 


Every officers’ mess sub- 
scribes for a copy, and there is scarcely a town 


mansion cr country house to which it does not go 


regularly week by week. 


It is the home pictorial 


newspaper most generally sent to Britishers abroad. 


N D this suggest the class of publicity you wish 


to secure ? 


GEORGE SPARKES, 


Advertisement Manager, 


TALLIS - TALLIS STREET., 


Send for further particulars to | 
| 


4 HOUSE - LONDON, EC.4. | | 


ш__ 
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Printed by W. H. Ѕмітн & Son, THE ARDEN Press, Stamford Street, London, yt and published by the 


Proprietors, A. 


W., LIMITED, at Sardinia House; Kingsway, 


$* 
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WORLD 


JUST A FEW SPACES 
AT IHE BACK END 


Tus fellow who comes up puffing and 


blowing just a minute before the train starts 

may be cutting it fine—but he gets a seat. 
Wherein he's considerably luckier than the fellow 
who comes up a minute after and gets left. 


Its cutting it fine to set about getting into 
* Punch's" Autumn Issues now, but there is still 
some space at the back end of 1917 for those 
who come along with a sprint. 


* Punch's" readers clearly appreciate the best, 
they are plainly people of taste and undoubtedly 
have money. Therefore sprint into ** Punch” 
without delay. 

ROY V. SOMERVILLE 


Advertisement Manager, "Punch" 
lO Bouverie Street 
London, E.C. 4 


PRICE 4/- 


Г 


North and East Lancashire 
is а thickly populated 1п- 
dustrial territory, whose 
energetic and prosperous 
people possess a wage- 
earning capacity unsurpassed 
by the people of any other 
part of the country. 


This territory 1s the circula- 
tion area of the 


"NORTHERN DAILY 
TELEGRAPIO, 


which not only covers the | 
entireground, butthroughout 
the central area (North-East 
Lancashire) has a larger net 
sale than the combined net 
sales of all other daily or 
weekly newspapers. 


North and East Lancashire 
and the ^ TELEGRAPH " 
provide a notable example 
of desirable territory fully 
covered by a single medium 
—a combination not fre- 
quently obtaining, but when 
met with affording most 
valuable publicity. 


" TELEGRAPH ” publicity 
is efficient service. 
Head Office : | London Office : 


ш == BLACKBURN "8; FLEET STREET 
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John Lee Mahin's 


latest contribution to the literature of 
advertising contains the accumulated 
experience of 20 years of successful 
work for National Advertisers. 


The New York GLOBE says of it: 


* John Lee Mahin knows as much аһош 
Advertising as any man in America. Also 
what he knows is so, and he can tell it 
understaadingly." 


GEORGE FRENCH, author of many 
business books, s8ys: 

"]t gets down to real business of doing 

advertising, and gives facts and figures, 

formule and methods 1 think it is the best 

book of its kind that 1 have ever seen." 


The A.A. Clubs of the World 


expressed their opinion of it by publishing it. 


The ADVERTISING WORLD 


will send a copy to any advertiser in Britain 
or the Overseas Dominions, post free, 


for 10,- 


BLOCKS 
Designs валу 


Ér Carat Booklets 
ОЕ 
Gon-Box(ops-Labels 
(гот: (МГУ ОПЕНА 


CARRATTSATKINSON 


Artists & Blockmakers $888 
Warwick Works EALING 


ae a e apa 


aaa" 


"E КЕКТҮҮ; 


LX 
oa 


An Exceptional 
Opportunity to 
Secure the Right 
Man. 


Any British or American 
Manufacturer who would 
care to enter into negotia- 
tions with а view to the 


QIIIA RT 


In the above booklet we show the various screens 
used in the production of Half-Tone Blocks, with 
explanations on the best screen to use for the 
purpose for which the block is required. 


ТИИТ 


ы АШИ ШШЩ ШШ ШШҮҮҮҮҮҮҮҮҮҮҮҮҮҮҮҮҮЛҮҮҮ 


All users of Blocks should send 
appointment of a sole Гор m copy. ol this interesting 
e e »ooklet, It is FREE upon 
managing representative aenean ia end Ea 
3 3 SKETCHES, PHOTOGRAPHS, HALF-TONE, 
A the Australian market LINE AND COLOUR BLOCKS PRODUCED 
is invited to communicate FOR ALL PURPOSES. 
with 
T Y 
“М.А.” c/o The Editor, PRESS ETCHING CO., LTD. 
Y E 12 WINE OFFICE COURT, 
ld, = 
aae = FLEET ST, LONDON, Е.С. 
Sardinia House, LONDON, W.C 2. =e Таган: 
== Holborn 2907-8. '" Collotype. London." 
5 МОНО АРА IUUD 84 


> 
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The Clearing House for Advertising Men 


This Bureau will furnish employers (free of charge) with full particulars of the 
qualifications and experience of suitable men for any position they have vacant. 
Advertising men desiring appointments can have their р fled оп 


the Register Юг a fee of 10/6. This includes :— 


1. The retention of their qualifications on the Register until suited. 

2. The insertion of their advertisement under box number in the weekly list of | 
situations vacant and, unless suited previously, the insertion of an inch 
advertisement of their qualifications on this page. 

3. The sending of copies of abstracts of their qualifications to employers having 
vacancies on their staffs. 


Address for Letters : 
The “* A.W.” Professional Bureau, Sardinia House, Kingsway, W.C. 2. Telephone: HOLBORN 2269 


These advertisements are inserted subject to the rules and regulations 
issued by the Director of National Service. 


SITUATIONS WANTED, Part Time Copywriter. (в. 41) 
Oo — — | Experienced advertising man requires work. 
Advertisement Manager. (В 36 | Capable of turning out good forceful copy at 


Experienced man over military аре would | short notice. 


take outside representation or position as 5 
! E As Advertising Manager, ог  (B.39 


manager and office organiser of publication , 
or advertising firm. Splendid references. Manager of Mail Order House. 
£350 or close offer. Able prepare effective advertisements and 
write forceful selling form-letters, besides 
giving the personal touch that tells—and 
sclis—in individual correspondence. — Experi- 
ence in subscription book-selling and as 
journalist. Expert lecturer and writer on 
Salesmanship. Free at short notice. 


Advertisement Manager. (B. 37) 
Ten years with a large London store; five 
years advertising expert with well-known 
agency. Over military age. £250-£300. Can 
commence new duties at once. 


Spare Time Service. 
An experienced advertising man is prepared 
to handle in spare time the advertising of a 
firm requiring distinctive announcements 
backed by sound business methods. Can 
undertake every detail of advertisement pro- 
duction. Box, "Spare Time," c/o ADVER- 
TISING WoRLD, Sardinia House, Kingsway,W.C. 


Advertisement Canvasser. — (5.39 
Thoroughly experienced. Good connection, 
тее now. Part salary and commission on 
results. Over military age. 


(B, 35) 
Advertisement and Sales Manager 
Has had full control of large advertising 
appropriation over a period of nine vears. 
Greatly experienced in dealing with selling 
staffs and outdoor representatives. Compctent 
organiser. Fully qualified to take control of 
entire office staff. Age 30. Married. £400. 


Technical Copywriter. (B. 40) 
Lay-out and design of advertisements for the 
technical press in the electrical trade, writing 
of descriptive paragraphs of new apparatus 
for insertion in the technical papers, etc. 
Lav-out and сору of advertisements for all 
sections of retail trade. booklets. folders, 
mailing cards, sales literature, ete. Experienced 
iu ordering blocks, instructing artists, and cor- 
recting proofs. Age 36. Salary £4. Ineligible, 


Copy writer (B. 34) | require the services of а copywriter and lay- 
Thoroughly experienced copy and layout | out man, who must have had some agency 
man is open to accept responsible position in | experience. Box, " Studio," ¢c/oZ ADVERTISING 
Midlands, Birmingham preferred. | Wonnp, Sardinia Housc, Kingsway, W.C. 


с ГАИ A AIT 
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Provincial Service House 

have a good opening for lay-out and registration 
man or woman. Apply ''Service," ADVER- 
TISING WoRLD, Sardinia House, Kingsway, W.C. 


A Large Agency 

requires the services of competent сору- 
writers for temporary employment, which 
may lead to a permanency. Box, “ Agency,” 
C/O ADVERTISING WORLD, Sardinia House, 
Kingsway, W.C. 


А London Service Agency & Studio 


i ee 
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“BARGAINS” UNLIMITED. 


500,000 Catalogue Envelopes, sizes ир to 14 X 12, One Million Business Envelopes from 
5/9 1,000, 500 000 Official Envelopes, 2 Ton. Brown Paper, 1,000 Reams Typing, 
50 Gross Shorthand Books, Blotting, Pencils, Scribbling, Letter Pads, Wages Bags, &c. 


WRITE, STATING PLAINLY YOUR REQUIREMENTS TO— 


DAVY HAMMOND, COULSDON, SURREY. —===1 3342454") 


WEST AFRICA 


MUST PATRONISE YOU 
IF YOU PATRONISE 


The West African Advertising Agency 


Head Office: Freetown, Sierra Leone. 


Expert Advice 


indiane ( 
Advertising 
from Personal 
knowledge of Markets and 60 years’ experience. 
WRITB FOR PARTICULARS. 
D. J. KEYMER & СО. 


8 WHITEFRIARS STREET, LONDON, 
Telephone No.: 6310 Holborn. 


ADVERTISINO 
We accept contracts for posting Posters and COUNSEL 


Bills, distribution of Catalogues, Pamphlets, 
Circulars. etc.: insertion of ‘‘ Ads.” compo- 


sition, ‘Screen halftones (blocks), Matrices, | ЭШЕ 


blocks, News interlineations, etc., throughout 
the Colonies in British West Africa, and also 
in the Liberian Republic. 


RATE CARD POST FREE ON APPLICATION. zi az 
B A I) 3 E S = your advertising display = 
J == matter, showcards, note = 
SATIN FLAGS : SOUVENIRS; = cases, perpetual calendars. = 
Designs and Estimates submitted free for any kind of == Send us specimens of = 
Metal or Enamelled Badges, Silv d Gold Medals, E os , == 
ТИШН Souvenirs, ete., etc, ШШШ = уоп advertising display = 
OUR DESIGNS & VALUE ALWAYS THE BEST| == matter — we will gladly = 
DeL = show how  Permonising = 
THOMAS FATTODINI, = will make them look better = 
| | | | == and cut your costs. = 
Batze Alanu САА SETON = y = 
ALSO AT BIRMINGHAM., LONDON AND SKIPTON = Address your letter to Stanley V. Machin © = 
= London Road, Beddington = 
Advertising World 2 ¢ Fitch im = 
= Corner, Mitcham, Surrey = 
Strongly and handsomely bound in = See Ne. e XE = 
crimson cloth boards, per volume = ~ c cem = 
(post free) 7/6 АШ 
BE Monthly Monthly 
6 LONDON TIME-TABLE 6: 
| ое poses AND RED RAIL GUIDE (ABC) ben aan 
Е FITS THE POCKET IN SIZE AND PRICE sites 
y The cheapest, best and handiest Railway Guide ever Special Features :—Steamship Guide. Buyers' Guilde, 
б published, The best advertisement medium of its 'Bus and Tram Services, Entertainment Guide, Lon: 
E kind extant. Send for copy. don Stores, Hotels, Golf Clnbs, Racing Fixtures, etc. 


General Offices 2 Hampden House, З Kingsway, London, W.G. 
SAREE SSN: L2 7 
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ШШЛЇ ILIA A ТҮШҮШ ҮҮ nbl ҮШ ТҮ ҮҮ И ЇЙ ШШШ ШШЩ 


This department of The Advertising World exists 
for the sole purpose of assisting subscribers, by 
giving them detailed and reliable information upon 
any subject connected with advertising. It is also 
able to advise in the marketing of goods at home 
or abroad, even to the extent of giving you the 
name of the agent most suitable for your purpose. 
All this service is quite disinterested and FREE. 
BUM UI ARIETE А ИАЕА LUI Л ЛҮ a 


(1) Enquiries must be made on business letter headings (we do not under- 
take to answer enquiries relating to subjects other than advertising). 


(2) Information upon the status of advertising agencies, supply houses, etc., 
is only supplied in confidence to actual advertisers. 


S 2 | 
FROM А MANUFACTURING COMPANY. 


Can you find us an artist to carry out work from sketches and ideas for Press advertise- 
ments, booklet covers, etc. ? 

FROM AN ADVERTISING FIRM. 
We have а large stock of printed regimental badges, crests, etc. Can you help us to find 
a market for these ? 

FROM А DRAPERY HOUSE. 
We shall be very glad if you will kindly inform us where we can obtain specially prepared 
scrap books for pasting advertisements. 

FROM AN ADVERTISING AGENT. 
Will you be good enough to supply us with the names and addresses of the President 
and Advertisement Manager of the following list of American advertisers ? Also a list 
of printers who specialise in blotters for advertising purposes ? 

FROM AN ADVERTISEMENT MANAGER. 
We note that Cycle Company are quoting very much lower figures for cycles in their 
advertisements than most of the leading firms. Are their products of good quality and 
value, and should we be justified in carrying their advertisements ? 

FROM AN IRISH ADVERTISING FIRM. 


Can you oblige us with the name of some artist in London who could prepare sketches ? 


DAILY DISPATCH 


The greatest publicity force in the provinces. 
Circulation five to six times that of any other 
morning newspaper on its ground—a district 
of enormous industry, wealth and population. 
46, Shoe Lane, E.C.4. 
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Some of the Enquiries answered this Month —continucd. 
FROM ONE OF THE LARGEST INTERNATIONAL ADVERTISERS. 


Please furnish us with a list of makers of enamelled iron show-signs. 
FROM A FROVINCIAL SUBSCRIBER. 


Can you refer me to any firm making enamelled show-cards similar to those of the 
Company, with whom I am acquainted ? 

FROM A PROVINCIAL AGENT. 
Can you please tell me how I can obtain a list of all those officials (zemstvos, etc.) in Russia 
who are responsible for the construction and maintenance of the roads throughout Russia 
and who correspond to the English Council or Urban District Highway Surveyor? Also 
T n similar list for France. If you can supply this information to me I shall be much 
obliged. 
Also I am requiring lists of dock and harbour engineers and railway engineers—i.e., con- 
structional—in both France and Russia. 


The Commercial Intelligence Department of the Board of Trade are without information 
on the matter. 


(THE ADVERTISING WoRLD Information Bureau was able to supply the required infor- 
mation.) 


FROM A MONTHLY PUBLICATION. 
Could you tell us anything about Messrs. ? We have had a series of advertise- 
ments from them, but have not had any payments yet. 

FROM AN ADVERTISING PROVINCIAL MANUFACTURER. 
Are you able to tell us of a firm which can make a copy of our trade mark as attached either 
from composition or china ? 

FROM A WELL-ENOWN CANDLE COMPANY. 
We have a drawing here sent us some few years ago by Mr. L. M. Hunter. Can you oblige 
us by ascertaining his present address ? 

FROM ONE OF OUR ADVERTISERS. | 
Some yéars an advertisement appeared, we believe for a whisky known as Cabinet 


Whisky, which showed a group of the Cabinet with Campbell-Bannermann and others. 
Would it be possible for us to obtain a reproduction of this anywhere ? 


BRINDA ABA АННАН АННАН 


| 


ZA 21010159: Oxtizl ө 


T ва gool sign when a business is advertised by a good sign. It shows 


that behind it are alive and alert directors ; it points to understanding and 
enterprise. 


A good sign is a hall-mark of commercial quality ; you will not find one con- 
nected with an out-of-date or ill-conducted business undertaking. 


We can give you a good sign. Our experience in this field is unrivalled, and 
we know what is the right thing for any given proposition. 


Let us submit proofs of our ingenuity and ability to serve you. We make no 
charge for suggestions. 


J. OLDHAM, 


with which is Incorporated GAWTHORP'S LTD., 


: SIGN ADVERTISING SPECIALIST : 
Foot of YORK ROAD, LEEDS 
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"THE ADVERTISING WORLD” 


day of each month. 


THE ANNUAL SUBSCRIPTION to " 


The Advertising World.” 


Possessions and 12s. to foreign countries: single copies will be sent for Is. 


LITERARY AND ARTISTIC CONTRIBUTIONS, whilst not solicited, will be carefully considered ; but the 


Proprietors cannot be held responsible for the safety of such contributions or guarantee their return in case of non- 


acceptance. 
the sender. 


ADVERTISEMENT RATES can be obtained upon application to the Manager. 


on the 30th of each month. 


All MSS.. Illustrations and Specimen Advertisements submitted should bear the name and 


is published by the Proprietors. A. VV. Limited, on or about the fourteenth 


including postage, is 103. to places in British 


of 


FORMES CLOSE FOR PRESS 


SARDINIA HOUSE, 


Registered Tel. Address: 
ADVERWARLD, HOLB. LONDON. 


Cables : 


KINGSWAY, LONDON, W.C. 


"PHONE: 2269 HOLBORN 


ADVERWARLD, LONDON 
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KANDAHAR pencis 


GEORCE ROWNEYA Co 


TERI PENCILS а SUPPORT HOME INDUSTRY 


ARMADA 1588 


= c 


9 S 


AS SOLE “AGENT 


for the posters on the 
vans and motors of 


CARTER PATERSON & CO., LTD. 
PICKFORDS (London and Suburban) 

LONDON PARCELS DELIVERY CO., Ltd. 
BEANS EXPRESS, LTD. 


(London and Suburban Service) 


I can offer the best spaces available for 
the moving poster advertiser. I can 
supply and post large posters on some 
of these other well-known vehicles. 


Write for particulars of spaces vacant : 


J. WEINER, 
32 SHAFTESBURY AVENUE, LONDON, W.1. 


'Telephone : 1128 Gerrard. Telegrams : “ Lithoprint, Piccy, London." 


LLL —— —————— 
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Charles Frederick Higham 


AUTHOR OF ‘SCIENTIFIC DISTRIBUTION ' 
Which Explains the Science of “Making Known’ 
OBTAINABLE OF ALL BOOKSELLERS 


"THE TIMES‘ 

' А study marked by breadth and ability ' 

‘THE WORLD'S WORK' 
‘The best and most thoughtful essay on Modern Advertising ' 
ARNOLD WHITE in ' THE REFEREE' 
‘A Great Book. | read and re-read it with deep interest’ 
‘TRUTH ' 
' No one can read it without pleasure and profit ' 
"THE DAILY EXPRESS' 
' А book which every man with а soul in his work should read ' 
a 


NISBET & CO., LTD. 


Supplement to THE ADVERTISING WORLD, September, 1917. 


SIR А К. YAPP, KBE, 


VOL. XXXII. NO. 3 


An Opportunity for Co- 
operative Effort—Estab- 


ре! ee 
lishing а“ Key” Industry ИШИ мы ы 
—Advertising a Film Dra- B DEA [eset * 
ШУ j а ЧІ 


ma— The Blackpool Au- { INY 
tumn Season Campaign ү 
— Current Advertising 


THE ONLY INDEPENDENT ADVERTISING TRADE PAPER PUBLISHED IN GREAT BRITAIN 


NO PRINTER, ADVERTISING AGENT, NEWSPAPER OR ENGRAVER HAS THE 
SMALLEST INTEREST IN ITS PROPRIETARY OR ANY VOICE IN ITS CONTROL 


ANGLO-AMERICAN TRADE 


jHE appearance of our first “ British Market 
Bulletin " for American advertisers has brought 
i| us several indignant remonstrances. It is said 
that we are inviting American competition 
into the British field—which is precisely what 
M we are doing. 

> We do not believe that American com- 
petition in British home markets would do our 
manufacturers or merchants any harm; but, 
on the contrary, are of opinion that it would have an inspiring and 
stimulating effect upon them. 


For a long time we have been endeavouring to induce British 
manufacturers to operate more vigorously overseas, more espccially 
in the U.S.A. A large number of them are preparing to do so at 
the earliest opportunity ; for it is becoming clearly apparent that 
aggressive action will be a necessary part of even the most defensive 
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commercial policy under the conditions that will be generally pre- 
valent after the war. 


In the future there should therefore be a much freer interchange 
of commodities between the two great English-speaking peoples 
than in the past, and this will be all to the good. The intimate 
relations established in commerce will react powerfully in inter- 
national politics; for any danger of serious misunderstanding 
between the two nations will progressively be lessened as they come 
into more and more familiar contact with each other. 


Therefore we hope that in the time that is coming British 
manufacturers will increasingly incline to regard thé U.S.A. as part 
of their natural market ; and are not so foolish as to suppose that— 
even if it were desirable, as it is not—we could expect to find an 
open door and a ready welcome from folk to whom we were only 
prepared to give a grudging and niggardly hospitality. 

Our strictly professional interest in this international com- 
mercial campaign lies, of course, in the fact that it necessarily 
involves very vigorous and extensive advertising: and our chief 
concern is to do everything in our power to make that advertising as 
effective as may be on both sides of the Atlantic. 


An unsuccessful advertising campaign may bring a little imme- 
diate profit to a few publishers, printers and agents, but it damages 
the advertising business as а whole. And our regard is for general, 
not sectional, interests. 


Therefore we are more than ready to help both American and 
British advertisers when they set out to create a demand for their 
commodities in markets more or less unfamiliar to them. 


In doing so we conceive ourselves to be good Britishers as well 
as good advertising men. 


THE PROPOSED COMMERCIAL INTELLI- 
GENCE DEPARTMENT 


py) НЕ Board of Trade ought not to be a depart- 

ment of the Government; the Government 
ought to be a department of the Board of 
Trade." 


This terse expression of a deeply-based con- 
viction came from the lips of one of our most 
progressive and successful business men the 
other day—and the more it is examined the 
more strictly reasonable it is seen to be. 


The individual human organism is not merelv dominated by a 
stomach; it 15 a stomach. The swift-moving foot, the quick- 
clutching hand, even the close-scheming brain, are no more than 
specialised extensions of what is essentially а food digesting and 
assimilating machine. Limbless and an idiot a human being can still 
contrive to exist ; destroy his stomach and there is nothing left of 
him. 


Social and national organisms are governed by this same irrefutable 
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fact. They can endure, and even grow, under insane Governments 
with utter incapacity of its offensive and defensive limbs and every 
imaginable disability of executive apparatus ; they fall into immediate 
deliquescence once their power to trade is effectually paralysed. 


Therefore it would seem clear that the interests of commerce should 
be the prime consideration of Governments. 


Yet most Governments behave as though the least important 
part of their task were to secure plenty of food and a good digestion 
to the body politic ; and British Governments have been among the 
most flagrant offenders. 

Probably no other country having considerable commercial interests 
has done, through its ruling executive, so little for trade as has Great 
Britain. When our Governments have made any movement at all 
they have only done so after long-continued pressure from without, 
and they have only shifted their position by the smallest difference 
that would be tolerated. 

Traders who desired the support and assistance of the national 
Government, for objects of national value, have always found their 
way blocked by a barricade of permanent officialdom that was, and 
is, all but impassable. 

The permanent official is a parasite, probably not altogether useless 


-if kept strictly within the limits of his proper functions, who has по 


direct concern with the well-being of the body which provides his 
sustenance. He knows that he is secure as long as things remain 
unaltered ; therefore, he is the determined enemv of change. Change 
would at least mean a disturbing interference with fixed habits—very 
likely a greater demand upon his energv—and in any case he is rarely 
so closely in touch with the vital realities demanding it as to doubt 
that whatever is is for the best. 


In view of this attitude of Governments and permanent officials, 
there is no need for any disappointment with the scheme lately put 
forward to provide for us а Commercial Intelligence Department 
which shall be worthy of its tasks and opportunities. 


The new Department, we are told, will eventually comprise the 
existing Department of Commercial Intelligence of the Board of 
Trade and the Foreign Trade Department of the Foreign Office, and 
will take over such of the staff and records of the War Trade Intelli- 
gence and Statistical Departments as may be required. On the face 
of it one might imagine that this represented a solid attempt at 
economising and co-ordinating effort and obtaining more substantial 
results ; but observe how the new Department is to be controlled ! 


Its immediate Parliamentary chief will be an under-secretary 
attached in equal proportions to the Foreign Office and the Board 
of Trade. He will be equally subject to the compliments and kicks 
of the Foreign Secretary and the President of the Board of Trade ; 
and when he receives а bouquet from the one may count upon the 
boot of the other, if precedents are to be relied upon. 


Subordinate to this drastically bifurcated under-secretary is to be 
an official also appointed jointly by the Foreign Secretary and the 
President of the Board of Trade who is likely to develop a permanent 
squint in performing the duplex duties that have been marked out 
for him. 
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** There will be a constant interchange of staff between the depart- 
ment and both the Foreign Office and the Board of Trade "—pre- 
sumably so that the possibility of any unity in idea and action may 
be avoided. 


There is а grim humour in the solemn statement that “ the above 
proposals are offered as a satisfactory solution of a problem which for 
some years has been urged on the attention of the Government by 
the commercial and industrial community, whose criticisms have 
been especially directed against the duality of the existing system." 
If the business men of Great Britain will put up with the sort of Com- 
mercial Intelligence Department that has been hashed up for them 
they will fully deserve to have their dearest interests made the play- 
things of inter-departmental gerrymandering ; but we doubt if they 
will to-day be so complaisant as officials have found them in the past. 
They are becoming more and more alive to the perils and oppor- 
tunities that the immediate future holds for them, and are not in the 
mood to be led into the one and deprived of the other without 
complaint. 


We hope that they will make their voices heard to some purpose ; 
and will insist upon effect being given to their plainly expressed 
demand for а comprehensive Ministry of Commerce under a respon- 
sible Secretary of State equal in dignity and power with any of his 
fellows. 


I1 — NATIONAL PUBLICITY 


- 25-791 E report of the Canadian Trade Commission 
strongly urges upon the Government the 
advantages of systematic national advertising. 
'" At present," say the Commissioners, “‘ there 
are many Government departments, private 
firms and institutions who are in their own way 
advertising Canada, and in many instances 
doing the work very well indeed. It is manifest, 
however, that there is considerable loss of power 
and money owing to divided efforts in this direction. It should be 
possible for the Government to organise a definite scheme of adver- 
tising which would embrace the various interests, and thus secure 
co-ordination in the making of Canada and its resources better 
known throughout the world. It would be worth while employing 
an individual who has a comprehensive grasp of all branches of 
advertising who would act as adviser in this important direction.” 


This is thoroughly sound in recommendation and argument. 
National advertising is one of the duties of a modern Government ; 
and the fact that it has been left to private individuals and organisa- 
tions hitherto is no reason why it should continue to be so. 


It is very public-spirited of a select band of citizens that they 
should always be ready to make up for the negligence and errors of 
their Governments ; but it would be the better part of patriotism for 
them to insist upon those Governments doing their work, and doing 
it properly. 

One too-good-natured and over-willing member can make a whole 
family selfish and slack, as most of us have had occasion to observe. 


September, 1917 THE ADVERTISING WORLD 


The same thing happens on a larger scale in larger communities. 
Nothing is more devastating than ill-directed virtue. 


In recommending the Canadian Government to take up the burden 
which belongs to it, we note that the Commissioners also suggest the 
advisability of appointing an advertising man as “ adviser." May 
we in our turn suggest that the “ adviser " should not be confined 
to advising, but should be given a position carrying with it a liberal 
measure of responsibility and control. А first-rate man will not be 
content with а second-rate position, and few men who are not 
stimulated by a consciousness of responsibility will put out the full 
extent of their powers. 


The office of the “ adviser " is easy for an easy-going individual. 
It will not attract the able and energetic worker. Sometimes, it is 
true, the so-called “ adviser " is really expected to do all the work ; 
and is only given his label in order that somebody else may get the 
credit. This, again, does not make for efficiency. 


One of these days it will be seen that the director of national 
publicity is among the most important of national servants. It 
would not be at all surprising if in Canada he should first be recog- 
nised as such, and given the position to which he is entitled. 


THE COPY-WRITERS EQUIPMENT 


T is & very common error of those who venture 
to offer advice to budding advertising men to 
insist too strongly upon the necessity of the 
copy-writer possessing an intimate acquaintance 
with every detail of the article to be advertised. 

An intimate knowledge of the article to be 
advertised is an advantage of which the able 
copy-writer will not deprive himself, but it is 
not by any means what he chiefly needs to make 
his work effective. It is not always even a necessary part of his 
equipment at all. | 
{ What he cannot do without is a knowledge of human nature, and 
of all the different kinds of human nature that he is “ up against " in 
dealing with various commodities. The proper study of the copy- 
writer is the purchaser, not the goods. 


All that he needs to know about the goods behind any given 
proposition the advertising man should be able—except in rare cases 
—to learn in the course of half an hour's conversation with the 
manufacturer or a well-informed member of the producing staff. He 
only wants sufficient information to be assured that he is in posses- 
sion of all useful selling points. 


The manufacturer is often so preoccupied with the thousand 
details of production that he is apt to regard his work as done 
when the goods are made, and cannot gain the detachment which 
would enable him to regard them solely as a selling proposition. 


This detachment it is no small part of the business of the adver- 
tising man to supply, and he will be unable to supply it if he involves 
himself as closely in the detailed intricacies of production as the 
manufacturer himself. 
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It should not matter a great deal to a thoroughly competent 
copy-writer whether he is set to work to advertise ships or sealing- 
wax. He plays many tunes, but he only plays upon one instrument. 
To obtain the response he is bent upon obtaining he will not play 
rag-time to a highly cultured audience or severely classical com- 
positions to one that is entirely unsophisticated. His art and craft 
lie in his ability to be all things to all men—and women. 


If the advertising man devotes an amount of time to an examina- 
tion of commodities that prevents him giving eleven hours out of 
twelve to the study of consumers, he, and those who employ him, will 
have cause to regret it. 


Intimate acquaintance with the goods will only help him a 
very little way towards the construction of a result-bringing 
advertisement. 


A REASONABLE COMPLAINT 


UR contemporary, Electricity, complainsthat trade 
publications have been unreasonably neglected 
in the Press advertising issued by the Govern- 
ment. 


It is pointed out that much of this adver- 
tising has been particularly directed to manu- 
facturers and traders, and that these could be 
reached more readily, effectively and economic- 
ally through the medium of trade papers than 
by any other channel. 


Few would be found to deny that this contention is reasonable. 
Trade papers provide an amount of actual publicity pcr thousand 
copies circulated that is far in excess of any provided by publications 
of a more general character. Their “ readers " do not give them а 
casual glance or two and then throw them away, but do indeed read 
them from the first page to the last with the closest attention. It is 
their business, if not always their pleasure, to do so. 


In appealing to traders the Government as advertiser might 
therefore well consider the claims of well-established trade papers to 
its consideration. They can offer remarkably good value for money. 


A CHANCE FOR ELECTRICITY 


"Ex E have grown to hate the cliché ** psychological 
moment," but, let us hope, as a rare exception 
to what has become our rule, are impelled to 
declare that for the electrical traction industry a 
* psychological moment " seems in very truth 
to have arrived. 


A Petrol-driven passenger and freight cars are 
CY. GN suffering а handicap, owing to the vastly 
increased cost of their motive power, from 
which they cannot be released for a very long time to come. Peace 
will most certainly not mean for petrol anything like the status quo 


September, 19177 THE ADVERTISING WORLD 


ante bellum until the world is а good deal older ; if, indeed, it ever 
regains anything like its old position in the matter of relative cost. 
and power. 

There is every probability on the other hand that electrical power 
will tend to become less and less costly ; while it is already in а 
position to show most favourable results in any comparison 
with petrol as the propulsive force of all the lighter kinds of road 
vehicles. 

“ There is no excuse," says the well-known “ motor " expert of 
The Westminster Gazette, '" for avoiding the battery vehicle to-day. 
It is simple and efficient and very easy to handle, and its radius of 
action is ample enough, a hundred miles in the case of the pleasure 
machine, according to The Electrical Times. The figure is not so 
high in the case of the heavier types, but it is ample for large town 
work. It is further pointed out that, given the correct voltage or the 
necessary apparatus for getting it, any car-owner will be able to 
recharge his car battery from his household current, just as some 
firms at their works recharge the batteries of their modern com- 
mercial machines.” 

А two-seater runabout car could, it is stated, be turned out for 
£100, and a tradesmen's van to carry half-a-ton for £150, and their 
overall running costs would, as it is quite easy to demonstrate, show 
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a substantial reduction on the cost of running any petrol-driven . 


vehicles of similar capacity. 


It would seem, then, that those interested in electric power have 
now at their command all the material for a most effective appeal 
to those who have become accustomed to look upon petrol as the 
necessary basis of all efficient road traction. 

If they are wise they will not fail to make use of it. They—that is 
+0 say, the power producers—should get together and embark without 
loss of time upon an impressively sizeable national campaign. They 
should let everybody know what electricity can say for itself as 
against any other source of power whatsoever ; and having taken the 
floor they should keep it. 

They should do in their own way and to suit their particular require- 
ments what the British Commercial Gas Association has done, and is 
doing. to further its own plain ends. 


When it is suggested to certain manufacturers or groups of manu- 
facturers that they could largely increase the demand for their 
commodities one is very commonly met with the reply that they 
are already producing up to their full capacity, and that it 
would be folly to create an appetite before they are in a position 
to satisfy it. 

Their argument is not sound. They should make it their business 
to see that the demand for their goods is always ahead of the supply 
so that every increase of capacity to produce finds an immediate 
employment. 

To wait until the goods are ready before advertising them is to 
have them in stock, eating up profits in interest on capital, for a 
longer or shorter period before they are sold. 

Advertising should act as advance agent in the manufacturer's 
business campaigning. 
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. SIR А. К. УАРР, K.B.E. 
УШИ ИШПИ M TALL LUPA PEN LAM HH C 


TO THE Y.M.C.A. the outbreak of 
the war offered a wonderful oppor- 
tunity, and for the fact that it responded 
so magnificently to that opportunity 
credit is very largely due to Sir A. K. 
Yapp. He saw the opening, he heard 
the call, and he rose to the occasion. 
Ап enthusiast, with overflowing energy, 
great capacity for work and an un- 
daunted courage. he is deterred by no 
difficulties. '* Why?” 15 a favourite 
question he puts to any faint-hearted 
worker who lacks his splendid confidence 
and determination to achieve success 
for the cause to which he has given his 
heart and life. 

He himself tells the story of how, 
when the war broke out, he was asked 
to draft some rough scheme for pro- 
viding huts for the men in the various 
camps and at the Western front If 
I remember aright he estimated that, 
roughly, the provision could be made 


at а cost of £25,000. It seemed a 


huge sum in those days when the nation 
had not learned to think in millions as 
a unit, and the money had to be raised 
by voluntary subscriptions in war 
time. “ You will never get it," said 
one of the heads of the organisation. 
Sir Arthur probably replied : “ Why ? " 

Then came the first of that series 
of advertisements for funds for huts 
which has been one of the advertising 
triumphs of the war, and as General 
Secretary of the Association Sir Arthur 
was largely responsible for the cam- 
paign. The heart of the people was 
touched. Cheques for а thousand 
pounds apiece were almost common 
objects of the sea-shore. 

Tall, broad-shouldered, clean shaved, 
with square-cut face which denotes 
force with great kindliness, Sir Arthur 
is a man who possesses magnetism and 
personality. Even in a crowded room 
he commands attention. He looks a 
man, and that is what he is, a fine 
specimen of British virilitv. То а good 
presence he adds the advantage, when 
speaking, of a deep. rich, pleasant voice, 
and he can hold his audience. It is a 
delight to hear him speak on the work 
of the Y.M.C.A. in the war. and he 
speaks with knowledge, for he has 


paid visits to the Western front as well 
as to scores of huts at home. To a 
keen sense of humour he can add pathos 
and a touch of the dramatic, and he 
carries his audience with him. His 
diction is simple and direct. Н is said 
of him that he thinks in triangles and 
sees red. 

Some twenty-eight years have passed 
since Sir Arthur, who was born at 
Orleton, near Leominster, in 1869, first 
became connected with the Y.M.C.A. 
He was then in а business house at 
Leominster and the committee of the 
local association asked him to accept the 
hon. secretaryship. The organisation 
there was in a parlous state, but young 
Arthur Yapp accepted the task—and 
succeeded. He did so well indeed 
that in 1893 he was invited to become 
the General Secretary of the Derby 
Association. His fame spread beyond 
the confines of the county and about 
1898 the National Council called upon 
him to be their representative in super- 
visory and extension work in Lan- 
cashire. Remarkable success attended 
his efforts, new associations were created 
and existing work was revivified. 

In view of subsequent events, it is 
interesting to note that it was about 
that time his attention was directed 
to the newly-started work in volunteer 
camps, and arrangements were made to 
provide Y.M.C.A.'s in the training 
camps in Lancashire. So when the 
war broke out the Secretary of the 
Association was not without experience 
of the work which has since won for 
it such well-merited admiration. Ap- 
pointment to the post of National 
Sccretary of the Association came just 
five years ago, and the selection has 
been fully justified. Sir Arthur Yapp 
has been, since war broke out, a national 
asset. Кер TRIANGLE. 


Unfortunately Sir A. K. Yapp was 
so busy that he was unable to spare 
any time to sit to our artist for the 
purpose of a sketch, and therefore we 
reproduce an excellent photograph. 
For permission to use this we are 
indebted to The Red Taiangle, the 
organ of the: YMCA 
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VARIOUS AND SUNDRY 
Ee LUI 


“The world is so full of a number of things.”—Robert Louis Stevenson. 


Ап Arrested 
Movement. 

I hear that when opportunity serves 
—which will, however, not be until more 
pressing matters have been dealt with— 
there is likely to be a serious attempt 
made to induce legislative action in the 
matter of undesirable advertising. The 
term will require careful definition as a 
preliminary ; and we must look to it 
that cranks and faddists are not allowed 
to define it. Most of us would welcome 
the disappearance of certain classes of 
advertising that do а good deal to 
discredit modern commercial publicity, 
though we should prefer not to owe it 
to legal compulsion. Ardent reformers 
in this direction should not overlook the 
fact that the advertising of to-day is in 
every respect cleaner and more honest 
than it ever was before, and that the 
standards of advertising practice are 
day by day being improved ; also that 
the services rendered to the public by 
sound advertising overwhelmingly out- 
weigh any evil wrought by advertising 
less respectable. 


E i 


The Stock Exchange 
and Advertising. 

I quote the following from a recent 
issue of The Financial News :— 

“ With the problem of Stock Ex- 
change advertising again being dis- 
cussed, it would be wise not to overlook 
the possibility—we say possibility—of 
the establishment, after the war, of 
another Stock Exchange. Any at- 
tempted perpetuation of the Treasury 
restrictions would simply mean the 
opening of another institution, to which 
no small proportion of the members of 
the old one might be tempted to 
migrate.” 

If a rival Stock Exchange should be 
set up we may take it for granted that 
the existing regulation prohibiting 
members from advertising would not 
be one of the rules of the new body ; 
and, if it were not, there would soon be 


b 


a strong agitation on the part of the 
members of the older institution to 
abolish their self-denying ordinance. 
p 

Politics and the 
Press. 

Our readers will be interested in the 
accompanying photograph of Mr. Lloyd 
George and Sir George Riddell, taken at 


By courtesy of" TheSketch.") [Central News. 


MR. LLOYD GEORGE AND SIR G. 
RIDDELL AT WALTON HEATH 


Walton Heath. Sir George is perhaps 
as great a power in the newspaper world 
as the Premier is in politics, for he is а 
dominating influence in the affairs of 
many groups of prominent publications. 
He is, I believe, amongst other things, 
Mr. Lloyd George's landlord at Walton 
Heath, which has become one of the 
most favoured resorts of golfers. A 
keen golfer himself, Sir George has 
always been well to the fore in the 
“АУУ.” Golf Cup Competitions. 
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Advertising and 
the War. 


In another part of this issuc reference 
is made to the fact that the Committee 
of the Publicity Records Section of the 
National War Museum invite those who 
can help them to send examples of all 
forms of war publicity for exhibition in 
the proposed Museum. In inviting the 
help of advertising men, publishers and 
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ARIN ES” 


FIRST TO FIGHI POR DEMOCRACY 


[Ву courtesy of " The Graphic." 


ROMANCE 


the like in this matter, Mr. Bradley, 
Keeper of Publicity Records, says: 
* There is scarcely a limit to the part 
plaved by advertising in the War, and 
the value and interest of this collection, 
when completed, to advertisers can 
hardly be exaggerated. The greatest 
difficulty seems to be to exhaust the 
supply of varieties of publicity dealing 
more or less directly with the War. If 
vou could forward to me copies of 
unofficial War posters, or anything of 
the nature I have suggested, the Com- 
mittee would be extremely grateful.” 

I commend this appcal to the notice 
of my readers. 
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Precept and 
Practice. 


The Star lately had some very severe, 
and I believe fully justified, things to 
say about the dreadful extravagance 
which, I fear, disgraced the management 
of one of our Government Departments. 
It was the ill-conceived National Service 
Department which was the offender. I 
will let The Star writer speak for himself. 
He says :—“ Lying on a wharf at 
Bermondsey Wall was a huge stack 
of printed matter, chiefly of the 
kind familiar during the National 
Service propaganda, waiting to be 
repulped. There was not less than 
50 tons of it—thrown away just 
as it came from the printers’ hands. 
The Star man saw heaps of orange 
posters: ‘If you cannot fight for 
your country, work for it.' Then 
there were vast mountains of ‘A 
Note on National Service’ (a 
4-page leaflet), and huge quantities 
of ‘ Forms of Offer by a Volunteer.’ 

“ In addition to reams of office 
paper piled eight or ten fect high, 
the lithographed posters alone 
make a pile as big as а small 
haystack. Nothing could bring 
home to the public more forcibly 
than this sight the failure of the 
National Service Department, as 
well as the utter want of prudence 
of those who engineered the move- 
ment. It is а monument of failure, 
and leaves no doubt as to what 
becomes of a great deal of that 
seven millions a day.” 

This is typical of the way in 
which the Government practises 
the economy it preaches to the nation, 
for the Department referred to is not 
the only offender. Now that National 
Service is under new management I 
hope for better things. 


Ж 
* Johnnie Walker." 
Johnnie Walker Whisky lately 


secured an advertisement of a wholly 
unexpected character: indeed it may be 
said to have had two. How the first 
came to be secured is told by a Banff 
soldier at the Front, in a letter to The 
Banffshire Journal, and the story is very 
amusing. It seems that the padre of a 
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U.S. MARINES 


FIRST TO ROST OLD GLORY ON FOREIGN SOIL 


famous regiment wished to hold a service, 
and had secured the willing help of the 
men in erecting a rostrum. The usual 
set of miscellaneous articles, mostly 
ration boxes, went to its construction. 
On the opening hymn, “ The Church’s 
One Foundation," being given out, a 
broad grin in the front row of the congre- 
gation rapidly communicated itself to the 
rear. Thebewildered chaplain descended 
to inquire, when a sympathetic Scot 
pointed to the inscription on the leading 
box of the platform—‘ Johnnie Walker 
Whisky, born 1820, still going strong." 

The second gratuitous advertisement 
for the popular whisky is afforded by the 
repetition of the story in the columns of 
The Daily Chronicle. And now I am 
giving it a third! 


ЧЕ» — 
M 9 ЁБ — 
More War Posters | EE 
from the States. | JOIN THEM FOR OVERSEAS DUTY 
Among the best of American war ENLIST AT. 


posters has been the series issued 
appealing for recruits to the 0.5. 
Marine force. Three of them are illus- 
trated herewith. They were uniformly DIGNITY 


FIRST IN FRANCE) ana mest have quickened in many 
P. © 


[Ву courtesy of " The Graphic." 


a voung man's mind an over- 
mastering idea that the unit of all 
units to join is that famous fighting 
corps which has always been first 
in the field when Uncle Sam has had 
a '"serap" on his hands. What 
posters can do to stimulate re- 
cruiting—and we have learnt that 
they can do a very great deal 
indeed—such strongly suggestive 
pictorial appeals as these mav 
safelv be relied upon to perform. 


Ж 


A Rudyard Kipling 
Story. 

The Liverpool Post, in an editorial 
note -recently on the subject of 
Red Cross advertising in the 
United States, recalled a little story 
of Mr. Rudvard Kipling. showing 
his appreciation of advertisements. 
Mr. Kipling.says our contemporary, 
received some American papers 
from a friend, who, to save 
ACTION postage, had torn out the advertise- 


LB» courtesy of ` The Graphic." 


156 THE ADVERTISING WORLD _ September, 1917 


ment pages. Mr. Kipling wrote, “ For 
goodness sake send the advertisement 
pages—you can tear out the editorials 
if you wish." 

In the Red Cross appeal to which I 
have just referred the best artists in 
the country were each given a page 
in the leading newspapers and maga- 
zines, and for these pages they con- 
tributed а drawing free of charge 
making an appeal for the funds of the 
society. I have no doubt some very 
fine work was the result. 


м 


By Way of Explanation 
and Apology. 

We have to grin and bear all sorts of 
things in war-time that in peace-time 
would enrage us to the point of frenzy. 
For instance, we had to permit our 
August issue to be wired instead of 
stitched, notwithstanding that the ap- 
pearance of two of what should have 
been our most attractive editorial pages 
was thereby irretrievably ruined. We 
were not the only sufferers, for one effect 
of the wiring was to render the portrait 


MR. E. A. COX 


of Mr. E. А. Cox, the artist to whose 
work we devoted a special article, in 
effect invisible. The apologies due to 
that gentleman, who fortunately is “оп 
Service" and cannot get at us, are 
hereby rendered. We reprint herewith 


the photograph which was so badly 
treated last month, so that our readers 
may see that there was no inherent 
reason for its practical suppression. 


Ж 


Mr. Winston 
Churchill. 


I congratulate the Committee of 
the Aldwych Club on having induced 
Mr. Winston Churchill to speak at 
the lunch to be held at the Connaught 
Rooms on October 8rd. Undoubtedly 
he will prove a great "draw." The 
committee have been singularly suc- 
cessful in securing distinguished speakers 
to address the members of the club, 
and have shown that in thus obtaining 
publicity they practise what they 
preach in the matter of advertising. 
Among other front-rank men who have 
addressed the club at these lunches 


‘have been Mr. Е. S. Montagu, a pre- 


decessor of Mr. Churchill as Minister 
of Munitions, Lord Northcliffe, Lord 
Leverhulme, Sir Albert Stanley, and 
the Earl of Derby. The pronounce- 
ment of the Secretary of State for 
War, coming as it did just when Mr. 
Asquith resigned office, was among the 
most notable speeches of the year, for 
it revealed history as told by one of 
the makers of it. Lord Derby, it will 
be recalled, played a big part in 
effecting the change in the Ministry. 


M 


The Local Newspapers’ 
Opportunity. 

The smaller local newspapers, gene- 
rally speaking, do not seem to be 
making half as much as they might of 
the opportunity for advertisement ex- 
pansion afforded them by the restric- 
tions affecting circulars. Their appeal 
to the advertisers upon whose support 
they rest is made by circumstances 
much stronger than it ever was in 
normal times, and it should open for 
them most valuable avenues not only 
to present profit but to future bysiness. 
Since the fortune of war has favoured 
them they should not fail to take advan- 
tage of the fact, and while cultivating 
the advertiser who is bereft of his 
circulars they should also take pains to 
make themselves more evident to the 
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reading public in their constitucncies, 
even though they do not desire and 
could not endure an increased circula- 
tion at the present time. It is up to 
them to convince their advertiscrs that 
they can do as much for them as the 
handbills that are barred : 
and they can do much in 
this direction by showing 
that they are determined 
to keep themselves well in 
the public eye. 


Ж 


The Order of 
the British Empire. 


А good many men well 
known by reason of their 
connection with adver- 
tising and printing re- 
ceived titles or decora- 
tions from the King by 
being appointed to the 
new Order of Knighthood 
or its companionship. Sir 
Arthur Pearson, chairman 
of the Blinded Sailors' 
and Soldiers! Care Com- 
mittee, was created а 
Knight Grand Cross of 
the Order of the British 
Empire, and Mr. H. E. 
Morgan, one of the con- 
trollers of Messrs. W. H. 
Smith & Son, was made 
& Knight Commander in 
recognition of his work 
as honorary assistant to 
the Director of the 
Employment Exchanges, 
Ministry of Labour, and 
as honorary organiser of 
the Union Jack Club 
Extension Fund. He was 
previously attached to the 
Ministry of Munitions, Imperial Muni- 
tions Board, Canada. Sir Edward Cook, 
Joint Director of the Official Press 
Bureau, and Mr. Edmund Robbins, 
Secretary of the Admiralty, War Office 
and Press Committee, and for so many 
years manager of the Press Association, 
received honours in the same class. 
Lord Burnham, in his capacity as 
President of the Empire Press Union, 
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has been created a Companion of 
Honour. 

It is interesting also to note that two 
gentlemen who have lately addressed 
the members of the Aldwych Club at 
their after-lunch meetings have received 


С. 


SIR Н. E. MORGAN [Vandyh. 


the honour of Knight Commander of 
the Order—Mr. Frederick Stokes, chair- 
man of the East Anglian Munition 
Committee and inventor of the Stokes 
gun, and Mr. A. K. Yapp, National 
Secretary of the Y.M.C.A. And now 
the last-named has been appointed 
Director of Food Economy, Mr. 
Kennedy Jones' old post. 
Тнотн. 
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ESTABLISHING A “КЕҮ” INDUSTRY 
ESI 0 


Concerning a victorious advance in the campaign 
against enemy trade 


BEFORE THE war Germany had par- 
tially succeeded in obtaining a kind of 
stranglehold on several important 
British industries by her control of 


dyeing in all its more specialised 
branches. It was peculiarly exaspe- 
rating that this 


should be $0, since 
it was the discover- 
ies of British scien- 
tists that were 
being exploited to 
the detriment of 
British trade. 

The outbreak of 
war certainly did 
some good, amidst 
a welter of evil, in 
forcing British 
manufacturers to 
realise how gravely 
they were imperil- 
ling their future by 
leaving such a vital 
* key " industry in 
the hands of their 
most pertinacious 
and unscrupulous 
competitors. 

Once awakened 
to the danger of 
their position they 
set to work with 
energy to make up 
for past short- 
sightedness and 
lack of enterprise, and their efforts 
have been so successful that one of the 
greatest menaces to the prospects of 
several important departments of 
British industry has been effectually 
removed—as one may hope for all 
time. 

British fabrics will 
British dyed. 

In so far as they consist of silks or 
silk mixtures, it is safe to assert that a 
great part of them will owe their 
colouring to “ Black Knight" dyes. 
The “ Black Knight " brand is already 
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ONE OF THE FIR-T ANNOUNCEMENTS 


established as an important factor in 
its own field. 

Its speedy establishment is owing 
primarily to the fact that it stands for 
a commodity which was urgently in 
demand ; and secondarily to efficient 
business organisa- 
tion and sound 
advertising. 

“ The production 
of * Black Knight ' 
dyes," Mr. Walker 
explained to the 
A.W. “naturally 
involved a vast 
amount of labour 
and expense in 
research and equip- 
ment. Many thou- 
sands of pounds 
were spent before 
we found ourselves 
in a position to 
claim that the Ger- 
man dyeing mono- 
poly had become a 
bogey of which our 
manufacturersneed 
no longer be afraid. 

“ We were deter- 
mined to succeed in 
destroying it, how- 
ever, and at length 
we have done so. 
Our dyes are equal 
to the best that 
ever came out of Germany, and we 
shall see to it that nothing that ever 
comes out of Germany shall beat them. 

“ In placing them on the market we 
have had the goodwill of all the indus- 
tries concerned; for everybody else 
was as keen as ourselves upon seeing 
so shrewd a blow struck at a strong 
position of German trade. 

“А new commodity of any descrip- 
tion has usually to be more or less 
forced upon a market that is indifferent, 
if not hostile. It was an immense 
advantage to us that we were able to 
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count upon a welcome, provided we 
could deliver * the goods’ required." 
** Do you think that you have named 


ANOTHER INTRODUCTORY DISPLAY 


your dyes very happily ? " we inquired. 
* < Black Knight’ ” surely suggests very 
strongly that you confine yourselves 
to black dyes, which it appears is not 
at all the case." 

“I am bound to admit," said Mr. 
Walker, * that the name is unfortunate 
in suggesting limitations that do not 
exist. It was chosen because from the 
first we looked upon our black dyes as 
our trump cards. As you are probably 
aware, it was the want of first-class 
black dyes of which our manufacturers 
became most acutely sensible when 
supplies from Germany were cut off; 
and it was this need that we set our- 
selves most earnestly to supply. 

" When we succeeded we selected a 
name which should in some measure 
express the precise nature of what we re- 
garded as our most signal achievement. 
Possibly we made a mistake in thus 
adopting a name which in being, to 
some extent, definite, was bound to be 
in the same measure confined. In any 
case, I must allow that in our adver- 
tising we have to make a point of 
explaining that our name must not be 
taken too literally as bearing its ap- 
parent meaning; and I suppose we 
ought not to have to do so. 

“Ву the time we were ready to 
commence advertising the name had 
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become a fixed quality, and we set 

ourselves to make the best of it. 
** The first thing we did was to give 
the ' Black Knight’ 
a pictorial shape and 

, being. The name ob- 
viously pointed to the 
romantic and pictur- 
esque figure of the 
Black Prince, and it 
is that fine flower of 
English chivalry that 
Mr. Septimus E. Scott 
took as the inspira- 
tion for the painting 
which was reproduced 
in all our preliminary 
announcements, and 
has become our dis- 
tinguishing trade 
mark and seal. 

"In one form or 
another it is attached 
to all goods which 
are ‘Black Knight’ 

as a guarantee to the pur- 


ever the UOU 


dyed, 
chaser. 


* In formulating our advertising 
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policy and devising our advertising 
material we called upon Mr. Manson 
Gibson, of the * Carlton Auxiliary,' for 
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assistance ; and I am bound to say we 
have no cause at all to regret having 
done so. 

" You will notice that in the text 
matter of our ad- 
vertisement we 
make very ет- 
phatic use of the 
patriotic motive. 
It is at this time 
most powerful in 
its appeal, and I 
think we have 
every right to 
make use of it. 
Doubtless we are 
doing a service to 
ourselves in es- 
tablishing what 
bids fair to be- 
come an eminent- 
ly profitable 
business ; but we 
are also doing a 
service to British 
trade and to the 
country generally, 
and may surely be 
permitted to call 
attention to the 
fact. 

* In making experiments and equip- 
ping our works we risked an amount 
of capital that we 
should not have been 
justified in staking 
upon a hazardous 
chance unless the feel- 
ing that we were per- 
forming a national ser- 
vice had supported our 
hope of making profit. 
Our experiments turned 
out triumphantly suc- 
cessful, as it happens: 
but it must not be 
forgotten that they 
might have proved the 
reverse. 

* For the rest the 
matter of our announce- 
ments simply states, 
without ambiguities or 
embroidery, that * Black 
Knight? dves for silk 
goods are equal in every 
way, in brilliance and variety of colour, 
in permanence, in money's worth above 


all, to the best that German skill was 
ever able to produce. 

*" We have been very careful to give 
our advertisements an attractive ap- 
pearance, and to | 
make them sug- 
gest by their own 
distinguished 
characterthe 
‘quality’ of the 
commodity. 

рт to the 
present we have 
used compara- 
tivelv few press 
media, and have 
done no adver- 
tising at all except 
in our chosen list 
of periodicals. 

‘“ This list in- 
cludes The By- 
stander, The 
Ladies’ Pictorial, 
The Tatler, The 
Sketch, The Queen, 
The Ladies’ Field, 
Coming Fashions, 
Fashions for All, 
and one or two 
more. 

* With the exception of The Drapers’ 
Organiser, The Drapers Record, and 


A COLUMN DISPLAY 


А HALF-PAGE ARRANGEMENT 


one or two others, we have not as vet 
used any space in ' trade’ papers.” 
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In 
GERMANY 


the cartoon weeklies are subsidised during the 
war. This is their way of helping to pay 
for the weekly tonic which their people need. 


We do not require that sort of thing here. 
Advertisers supply sufficient "sugar" to 


me PASSING 
SHOW 


to make it palatable to the public and to its 
proprietors. 


And advertisers will tell you that its tonic 
_ properties help to keep their business healthy. 


To have your advertisement measuring 10 inches 
by 7 inches in over 150,000 packages of 
this well-known weekly tonic, costs but 600 
shillings. Smaller at proportionately lower rates. 


Philip Emanuel 


Advertisement Manager, 
ODHAMS LIMITED, 

ШИШ ШШ gH m Ш ss- осле B B 
LONDON, W.C 2. 


New Telephone No. : 
Gerrard 9870 (seven lines). 
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AN OPPORTUNITY FOR СО- 
uWu--D)»PENmRATIVE EFFO R Tv 


How a great volume of new “life” and “endowment ” 
business might be created by insurance companies. 


THAT THE advertising issued by 
insurance companies is, with very few 
exceptions, of lamentably poor quality 
is a plain fact upon which we have on 
several occasions been led to comment. 

Such as it is there is exceedingly 
little of it that even in intention is 
creative. It is almost entirely devoted 
to а kind of compctition that the 
‘basis of insurance business and the 
manner in which it is conducted must 
of necessity render futile. 

The margins left for competition 
between insurance companies—cven 
when inter-company agreements do 
not make all competition impossible— 
are so small as to be negligible. 

They are all alike rigidly constrained 
by actuarial laws with which no 
liberties сап be taken, and conse- 
quently there is no field left open for 
competition in any ordinary sense. 

In playing at competitive advertising 
as they are in the habit of doing they are 
wasting money and energy in а game of 
make-believe. 


COMBINED ADVERTISING. 


If together they would expend half 
the effort upon creating new business 
that individually they consume in 
scrambling for the business already 
existing, they would benefit severally 
and collectively in a manner that 
probably would astonish them. The 
volume of business at present handled 
by life insurance companies is only a 
small percentage of the amount that 
would be forthcoming if life and 
endowment insurance as a commodity 
were advertised in a lively and human 
fashion. 


The proposition to be put forward Бу ` 


the companies is one that would appeal 
irresistibly to a vast number of pcople 
who. as things are, cannot be induced 
to interest themselves in it, if only it 
were presented with vitality and 
emphasis. 


Advertisers of insurance do not 
sufficiently rcalise that the great public 
must be educated into a recognition of 
the various and great advantages and 
securities that an insurance policy of 
onc kind or another will obtain for them. 


А STRONG CASE. 


The virtues of insurance аге of such 
a nature that they can easily be ex- 
plained and recommended in terms 
universally understandable. 

Insurance advertisers can with 
propriety appeal alike to the most 
urgent anxieties of human affection 
and the most deep-rooted impulses of 
human selfishness. 

It is the strength of their proposition 
that it rests upon emotions and interests 
that sway and drive the whole of 
humanity ; yet they choose to present 
it as though its relation to the life 
of the individual were remote and 
academical. 

Tabulated statistics and fine-drawn 
calculations they present with pride— 
without reflecting that figures are 
never anything but figures to the man 
in the street and the woman at home. 
More particularly do they love to put 
forward the meaningless pondcrosities 
of their various *' fund " totals and their 
premium incomes, and to append the 
names of the magnificently developed 
guinea-pigs adorning their directorial 
boards—never pausing to consider that 
when possible customers have been 
induced to take an interest in “ the 
goods " it will be time enough to produce 
evidence of the bona fides of the trader. 

If hfe and endowment insurance 
companies desire more widely to extend 
and more effectively to cultivate their 
field of operations. they can only do so 
by quickening the general sense of 
common needs and by showing that 
they are in a much better position to 
satisfy those needs than is generally 
supposed. 
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Let them awaken and appeal to the 
husband's fear lest some mischance to 
himself should leave а much-loved wife 
at the mercy of cruel circumstance ; 
to the affectionate father's consuming 
desire that his children should have the 
fullest advantages that higher education 
can offer and in due season be assured 
of some financial assistance in “ starting 
for themselves" ; to the unsleeping 
anxieties of those who have no confidence 
in their own power to make provision 
for their declining years. 

Let them, in short, speak through the 
medium of the printed page as the 
most eloquent and enthusiastic of their 
agents would speak in his own proper 
person to a possible insurer. 


DIGNITY oR DULLNEss. 


They need not tremble for their 
precious dignity: іп their present 
drowsy dullness is no dignity de- 
serving of much respect. There 15 
a much higher dignity to which they 
may aspire as those who pursue useful 
ends with energy and intelligence and 
imagination. 

To do the work that is required so 
that it will yield the best results, it is 
almost cssential that the companies 
should act in combination. There can 
be no adequate reason against such a 
partial pooling of effort unless thread- 
bare precedents and infantile jealousies 
are to be allowed to control the opera- 
tions of what should be the most 
progressive private business in the 
world 

The funds necessary for the prosecu- 
tion of such a co-operative educational 
campaign as we have in mind should 
be obtainable by some small levy on 
all the companics taking part in it, 
based, say, on an average of three 
years’ premium income; or, if this 
should not be considered equitable, on 
any other basis more acceptable to the 
parties. It should, in any event, be 
derived from a percentage levy of some 
sort, and not by any loose svstem of 
subscription that could only provide 
openings for dissension and jealousv. 

The participating companies would 
have material interests of varying 
magnitudes, and they should contribute 
to a campaign fund in due proportion. 


THE ADVERTISING WORLD September, 1917 


Advertising matter issued, in the 
Press:or elsewhere, in connection with 
this joint campaign might bear the seal 
or signature of the associated com- 
panies as an association. The names 
of individual companies should not be 
mentioned at all. It is the virtues of 
insurance in general that are to be 
advertised, not the merits peculiar to 
this or the other vendor of it. 

The force and weight of the arguments 
used in advertisements of a general 
character would be vastly increased by 
being dissociated from narrow and 
sectional interests. 

In all probability it would bc possible 
to obtain powerful statements of the 
case for insurance from prominent men 
and women of unquestioned authority 
and independence for publication over 
their own signatures. They would not 
ally themselves with the advertising of a. 
single company or group of companies, 
but would not object to assist in 
furthering an educational movement of 
public utility. Such advertisements as 
these could not fail to make a deep 
impression. 

All Press advertisements should be 
displayed in a bold, tasteful, and digni- 
fied manner, and full use should be 
made of appropriate pictorial illustra- 
tion. The picture with a solid idea in 
it tells its story to everyone ; the very 
best of literary appeals only influence 
a comparatively limited number of 
minds. 

Individual companies would, of 
course, continue to press their own 
particular claims as might seem best 
to them : such a scheme as we have here 
adumbrated would only earmark a 
small percentage of their customary 
advertising expenditure. 


Basis FOR ORGANISATION. 


In the insurance world there exist a 
number of associations, any one of 
which would provide a natural basis for 
an organisation specially devoted to 
business-creating propaganda. Steps 
should be taken to awaken the interest 
and extend the vision of these associa- 
tions by the morc alert of their members 
within or by sufliciently weighty гергс- 
sentations from without. 

Here is, perhaps, an occasion in 
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which the Association of British Adver- 
tising Agents can play а notably useful 
part. Coming from such а body, a 
carefully prepared memorandum out- 
lining a co-operative scheme of adver- 
tising for life and endowment insurance 
companies offered for the consideration, 
say, of the Insurance Institute of 
London, would naturally receive an 
attention that would not readily be 
accorded to the representations of an 
individual. Its presentment and dis- 
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cussion in this manner would pave the 
way towards more intimate and par- 
ticular consultations, and in all likeli- 
hood lead to definitive action. 

If the Association of British. Adver- 
tising Agents finds in itself a disposition 
to adopt this suggestion, it will, we 
have no doubt, be as broad-minded as 
it will invite insurance companies to Бе, 
and have a primary regard to the larger 
and not to the smaller interests 
involved. 


THE NATIONAL ADVERTISING SOCIETY 


THE SECOND election of pensioners 
of the National Advertising Society and 
General Benefit: and Benevolent Institu- 
tion will take place in December. 
Advertising men, upwards of 60 years 
of age, and widows of advertising men 
upwards of 50, are eligible for nomina- 
tion. Cases of incapacity, without 


It is further evidence, if such were needed, 
of the enterprise of the British Commercial 
Gas Association in furthering the interests of 
the gas companies that thcy lately appcinted 
an Executive Committee of the Association to 
report on the use of coal gas for motor traction. 
The opinions of this Committee on the subject 
have just been published in the form of a 
report, and it constitutes a very thorough and 
careful inquiry into all aspects of the matter by 
a body of experts. The booklet deserves the 
careful consideration of all users of motor 
traction in view of the preat increase in the cost 
of petrol, to say nothing of the limitation to its 
use at any price. 


Messrs. Gibbs & Waller, the Colegate 
Press, Norwich, forward us a copy of No. 4 
of their “ Advices,” which is particularly 
interesting to all users of paper for adver- 
tising purposes because it has been published 
to show what good results can be obtained in 
these days of paper scarcity from a very 
ccmmon material if wisely chosen. It 
affords convincing evidence that quite good- 
looking booklets may be turned out cn very 
low-grade paper if taste is displayed in its 
selection. То prove their case Messrs. Gibbs 
& Waller have printed the booklet on what 
would once have been called “cheap” 
paper—no paper can be called such now. 
For the cover “ common sugar paper" has 
been used and we are told that its pre-war 
price was 175. 64. per rcam and its present 
price £2 5s. It is of a асер blue-grey shade, 
and the lctter-press and rules are printed т 
yellow and in a deeper shade of blue. For 
the text a commen smcoth-surfaced paper of 
a very pale blue is, employed, the pre-war 
and present prices being respectively 144. 
рег №. and 53а. per lb. The effect secured is 
quite осса. i ' 


respect to age, are eligible. Appli- 
cations to be placed on the list of 
candidates should be made as soon 
as possible, and in any case not later 
than October 20th.  Particulars and 
forms of application can be obtained 
of Mr. G. Swinden, 61 Fleet Street, 
E.C.4. 


The publicity campaign in the ladies’ papers 
for Festrong White Cambric has been entrusted 
to Messrs. Horncastle, Cheapside. 


Once again the ргсргіеїстѕ of The Drapers’ 
Record are able to present to their readers a 
magnificent Special Autumn Number which 
gives no suggestion whatever of war-time 
scarcity of paper or lack of enterprise on the 
part of advertisers. The book—for it is 
really such—runs to 224 pages, and vet the 
charge is only threepence. Of these pages 
170 are devoted to advertisements. This 
evidence of energy and activity on the part 
of the leading drapers, warehousemen, and 
the like, despite the fact that we are in the 
fourth year of a great war, affords remarkable 
testimony to their determination to carrv on 
despite all difficulties. Several firms have 
even pone so far as to take “spreads.” The 
number is also a further proof of the popu- 
larity of The Drapers Record as an adver- 
tising medium. 

It has been decided to enlarge to eight pages 
The Canadian Daily Record, published by the 
Canadian War Records Office, and hitherto 
consisting of four pages. The pages measure 
81 Бу 10$ inches, and are filled with news of 
special interest to Canadian soldiers. The 
Record is sent free to all units of the Oversea 
Military Forces of the Dominion in the United 
Kingdom and at thc various battle fronts. It 
is claimed for it that no paper of its size 
enjoys a better cable service or such remarkable 
popularity. Its value as an advertising 
medium is clearly considerable, for it goes 
right into the hands of men who have money 
to spend, and its interesting home news, 
alwavs welcome to men from "home, ensures 
for it a welcome reception. The advertise- 
ment manager is Lieutenant J. Harold 
Watkins. 
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Scores ої manufacturers have written to express appreciation 
off it, and all the important Press has endorsed its message. 


“HOW TO REDUCE 
SELLING COSTS” 
By PAUL E. DERRICK 


No book on business economics 
bas been so extensively and 
favourably criticised by the 
Press, or met with such ex- 
tensive and immediate sale. 


nufacturers * 


3. S. FRY & SONS, LTD., BRISTOL: 
* Full of interest to manufacturers. 
and should be of great use to all com- 

mercial men." 
(Signed) Conrad P. Fry. 


THE BRITISH ZONOPHONE CO., 
ТО. HAYES, MIDDLESEX: "A 
most welcome and y werk on a 
subject which must be thoroughly 

by every business man." 
(Signed) W. Manson, 


GODFREY PHILLIPS, LTD.,'LON. 
DON: “I think it the best 'argued 
book on the art of selling 1 have ever 
struck. Facts are marshalled wi 
consummate skill and should make 
their way into the а bead." 
(Signed) J. Phillipe, 


SHREDDED „WHEAT CO, LTD., 

LONDON: "The variety of infor- 
mation which you supply is of great 
value to all o TPR connected with 


sales pro 
" Signed) B. B. Foster. 


SHORT & MASON, LTD., LONDON: 
“Of mat help to those interested 
in selling costs. it should find a place 
on the desk of all those so interested." 
(Signed) H. Jas. Coppard. 


If you have not read it, send to 
GEO. NEWNES, Ltd., or any 


kseller. 


6/-, or 6/6 post paid. 


Opinions of Ma 


\/ OUR TRADE-MARK 

2 has no selling power unless 
you put brains into it—and efficient 
advertising behind it. 


To-day is essentially the time for 
manufacturers to benefit from Mr. 
Derrick’ s experienced personal co-opera- 
tion in shaping future up-to-date selling 
policy and plans, ready to “ let go" when 
Peace Breaks In. His services can be 
retained for a fixed fee mutually agreed, 
or the complete Advertising Service 
Organisation of which he is the head 
may be utilised. 


Certain goods are barred, since we do not advertise competing 
lines. But we are equipped to prepare and execute as well as 
to plan economical advertising campaigns of any proportions, 
home and overseas, for other lines— 


Underwear, Hosiery, Corsets, Gloves, etc. ; 
Motor Cars and Tyres ; Machinery ; ; Building, 
Plumbing, Decorating, House Furnishing, and 
Toilet Goods; Food, Tobacco, Musical 
Instruments ; Sports Goods and Toys, etc. 


If you are interested will you write “ Personal " 
to Mr. Derrick for a preliminary interview. 
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CURRENT ADVERTISING 
О А e 


Being а Free Commentary оп Recent Press Advertisements ; 
with Reproductions of Notable Examples. 


WE ARE disposed to think that the 
majority of newspaper advertisers are 
still insufficiently impressed by the 
value of a certain degree of reticence 
in their announcements, and more 
particularly in their displays. No 
fault is more common in Press adver- 
tising than that of over-emphasis. 

Advertisers only with difficulty 
bring themselves to believe there are 
other and more effective means of 
arresting and holding the attention of 
newspaper readers than an over-state- 
ment of claims and what is called 
** bold ” display. 

In advertising, as elsewhere, the still 
small voice has a singular power of 
penetration: and a certain modesty 
in an advertiser’s announcement is the 
more impressive in that it is exceedingly 
rarc. 

At the same time it may be admitted 
that it is scarcely the advertiser’s 


MODESTY 


business to carry self-effacement to 
excess: and we cannot but think that 
in the advertisement of Whitehead 
Aircraft, reproduced оп this page. 
there is evidence of altogether too 
retiring a disposition. Only the closest 
inspection reveals it as intended for an 
advertisement at all. Тһе words 
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SPARKLIAG 
MMSCATI 


ASSIST THE 
GOVERNMENT, 


at Frend end Alh 
fers w 


GOLDEN GUINEA 
ihe prodoec of her Беэ аі 


THE APPEAL OBLIQUE 
eae i RR 


'* Whitehead Aircraft, Richmond, 
Surrey," which form the sole indication 
of its commercial character are reduced 
to practical invisibility—they will be 
found upon the screw of the aeroplane 
—and for the rest we have only ап 
uninteresting photographic illustration. 
If the advertisers are of the opinion 
that the illustration is “the thing” 
in an advertisement of this sort we are 
not prepared to gainsay them; but we 
would certainly suggest a picture more 
striking and out of the common should 
be used, and that it should be accom- 
panied by such a small matter of text 
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НЕ GREATEST POWER 
IN PRESENT DAY JOUR- 
NALISM AND AN UNRIVALLED 


ADVERTISING MEDIUM 
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STAR TURNS. 


L—MELODRAMA 
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A CLEVER "STUNT" BUT DEVOID OF SALESMANSHIP 


as would give it a strong and definite 
instead of faint and nebulous adver- 
tising value. 


Considered as an advertising © stunt " 


the advertisement provides us with a 
curiosity, but it is surely somewhat 
expensive for an advertiser to play 
tricks of this kind. 

announcement of 


The ** Golden 


a ег complexion lies the English- 
woman's dominant charm Bot 
it 


4A 
D » 


P 
au . 
Sa is a charm beset by insidious 
= 1 enemies — wind, dust, and the extremes 
of heat and cold. The atmosphere of 


our cities м tbe greatest foe of all 


There is no surer protection against 


these unseen enemies of the sensitive 
skin than 


PRICES 


WU 
Cu Погар 


Dainty and fragrant 
shin loveliness and be 


а numerous dei iab ae aneti 


PRICE'S, 
BATTERSEA, LONDON, 
SW. 11. 


SPOILED BY THE ILLUSTRATION 


Guinea" muscatel is a curiosity of 
another sort, in that its chief apparent 


intention is to ask the crowding millions 
who, we are to suppose, are clamouring 
for a supply of that delectable beverage 
to “ assist the Government "^ by limiting 
their requirements of it as much as 
possible. 


We hope—as probably do the adver- 
tisers—that this patriotic plea will not 
be interpreted too literally. It would 
be a pity if the extensive advertising 
which has lately been indulged in by 
the vendors of ‘Golden Guinea" 
muscatel really had the effect of making 
that wine widely known only as some- 
thing to be determinedly avoided. 


Whether it is wise to advertise in 
this rather oblique fashion is at least 
doubtful. If taken at its face value the 
advertiser's injunction is likely to 
defeat their object; and if duly dis- 
counted it leaves the suspicion that 
they are somewhat disingenuous. 


The ''Star-turn " series of displays 
issued to advertise “ Abdulla" cigar- 
ettes, of which we illustrate three 
examples. is in its own way very well 
done. The illustrations, by Mr. Lewis 
Baumer, are genuinely comic and the 
verses accompanying them are also 
full of pointed humour as well as being 
distinctly neat in craftsmanship. Look- 
ing at them strictlv as advertisements 
designed “to sell the goods " we are 
léss assured of their merits. The con- 
nection of the matter. pictorial and 
literary. with the article advertised is 
of the most exiguous: and_it is not 
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For many years the grand 


CHRISTMAS DOUBLE NUMBER 
of the 


WINDSOR 


MAGAZINE 


` has, by general consent, been FIRST 
among productions of its kind. 


IT WILL BE FIRST IN 1917 


and no advertiser who wishes to reach 
fireside circles can afford to miss it. 


Its wealth of superb Illustrations, and its 
array of FICTION and IMPORTANT 
ARTICLES by leading writers of the day, 
will be found, on publication, fully to 
sustain this claim. 


No increase of rate for this special issue— 
still only £25 per page and pro rata. 


APPLY FOR SPACE TO Advertisement Manager 
WINDSOR MAGAZINE 
Warwick House, Salisbury Square 


LONDON, E.C.4. 
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strengthened by so much as a line or 
two of straightforward selling talk. 
There is, indeed, nothing beyond the 
name to indicate that the cigarettes 
are, as we presume is the case, of the 
Turkish variety. It is to be feared 
that & large number of those who come 
upon these displays will be very much 
interested in the advertisements and 
not at all interested in the goods. А 
certain amount of useful “ general 
publicity " will, no doubt, be secured ; 
but Press advertising can do more than 
keep а name in the public eye. 

In the advertisement of  Price's 
“ Court Bouquet " soap an endeavour 
has plainly been made to suggest super- 
lative quality. If it is in a measure a 
failure it is owing to an illustration 
poor in drawing and most amateurish 
in its pencraft. It is the more to be 
regretted that such a third-rate illus- 
tration was used in that the general 
design of the display is good and the 
lettering and type quite distinguished 
inappearance. Unless appearances are 
misleading here is а plain case of 
“ spoiling the ship for a ha'porth of tar." 
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“ CENSOR " 


1 suppose i'a the only one "doing his bit" who doesn't share 
in the universal юу of receiving letters ^ from the From" or 
d ough 


THE 


eh M. 


the tetiers written 10 — 

joo, and between —— It was the frequent mention of ` Arm 

Club? in them that ted а to the discovery of that beat of 
all smokes. | may say that all mentions and enclosures of 


"CAVANDER'S 


Army Ciub" 
CIGARETTES 


PASSID BY THE CENSOR. 
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VERY ATTRACTIVE 
Our reproduction of the “ Army 
Club" full-page display which 
introduces the ** Censor ” fails to 
do full justice to a coloured original 
in which the almighty blue pencil 
appeared to great advantage. The 
advertisement as a whole formed 
an unusually bright piece of adver- 
tising of the reminder variety. No 
attempt at real salesmanship 1S 
made in it; and this is in almost 
all cases to be regarded as a 
shortcoming in Press advertising. 
When the advertiser has the op- 
portunity to speak a well-chosen 
word or two in recommendation of 
his commodity he should not fail 
to take advantage of it. 

Each kind of advertising has its 
own peculiar virtues and limita- 
tions; and they should be recog- 
nised. The advertiser who uses 
posters in the Press, or Press an- 
nouncements on the hoardings is 
not likely to get a “ best possible ” 
in results from the media he 
employs. 

A particularly good-looking dis- 
play, belonging to a class that for 
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My Portrait 


AM only a bottle, but experts say that 
I the advertising campaign in which I 

figured has been the outstanding success 
of the war period. I have advertised myself 
and my contents to good purpose and I now 
deemit an honour to pay tribute to theadver- 
tising man who evolved the salesmaking 
campaign of which I was the central figure. 


I suggest that you write to him at the address 
given below. Maybe he can give your 
product as original a send off and secure 
equal success as I enjoy. In any case you 
will not regret having consulted him. 
Take my advice and do it. 
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The advertising man who creates and guides the advertising of 


Haig & Haig is 
W. S. CRAWFORD 


W. S. CRAWFORD Ltd 


Producers of Advertising that Sells the Good: 


25 CRAVEN HOUSE, KINGSWAY 
LONDON, W.C. 2 


TELEPHONE - - 5069 REGENT 
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Is meal time a ‘real time’ ? 
or does it merely mean a break in the day's 


routine? А healthy hunger signifies more 
than a keen enjoyment of food, It means 
that the system is equal to the tusk of digest- 
ing wbetever is eaten. 

A keca appetite is assured to users of 


M Add alittle to any drink you like, shortly 
before a meal. 

DUUM Gel it at Motels or Ri stamrants or have a kotis at 
M hows, Jt blends equaliy well with spirits, wine or 
| ewifer—and the whois family can use it. Ash your 

Wine Merchant. 


м The Better Bitters" e 
ТЕЗ KENOOSX BITTERSPROPRUITARY 14. London, England 


——— 
ONE-THIRD WASTE SPACE 


some undiscoverable reason is commonly 
lamentable in quality, is that of the 
* Maison Georges." It is marked by 
a daintiness and distinction eminently 
in keeping with its subject ; and in it 
the attractions of sound lettering, 
illustration appropriate in style as 
well as subject, and a well-considered 
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WE guarantee to keep all premises free from 
Cockroaches and „Beetles and kindred vermin 


AMERICAN 
COCKROACH CO. 


57a, Dale Street, Liverpool, and at Leeds and Glasgow. 
Head Office 
124, SOUTHWARK STREET, LONDON 


WE ARE THE LARGEST FIRM OF MEM SENT 
RAT DESTROYERS IN THE WORLD. ЗО ALL PARTS. 
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"NHATS IN A NAME?" 


“ placing” of the several elements 
all play their part in а successful 
achievement. In the original from 
which our illustration was reproduced 


the pendant contained a half-tone 


“AUTUMN” жи» 
Curtains, Covers, Carpets, 


Designs Colours Prices ^ Unequalled. 


F9 the Latest Novelties THE "BAY LEAF" CURTAIN 
„ write WILLIAMSON & ` 

COLE, Ltd. Ask for their PELMET. 

Artistic Book on Art Pur- 

nishing, Gratis and Post 


REPS. many artistic оит and 
qualities per yd 
ATINS, varices 


roms? quaes, го 
colours, 3/11 per yd 
‹ а 


AMASKS, unique 


artistic 
V ELVETS, excepti 
colours, 6/11 
PLUSHETTES, % inches wide, 
3/1 yd. 


pet y 
ASEMENT CLOTHS, large range 
of qualities, f rom . per k 
Cn ETONNES, beavtifal designs, 
unique colours. from ЗМ. per yd 


AN UGLY DISPLAY 


rendering of a highly-finished drawing, 
and the effect of this in giving added 
“ quality " to the whole display we 
are unfortunately only able very in- 
adequately to suggest. 

In the advertisement of * Khoosh 
Bitters " reproduced on this page, we 
have an example of a poor illustration 
which is allowed to occupy far too 
much of the limited space at the adver- 
tisers’ disposal. If it is proposed that 
an illustration should form an important 
part of a display it is always worth 
while for advertisers to spend the 
guinea or two “‘ extra" that will secure 
them a drawing that really has some 
power to attract. If they are not 
prepared to do this they would be 
well advised to dispense with illustra- 
tions altogether. 

Ugly lettering for heading and name- 
block and clumsy decorative adorn- 
ments do much to destroy the value of 
an appeal largely depending upon а 
suggestion of good taste for its effect 
in the announcement of Messrs. Wil- 
liamson and Cole. The advertisers 
should set before themselves the quali- 
ties that are demanded in the goods 
advertised and then endeavour to 
express these same qualities by the 
appearance of their advertisements. 


ль aa `, 
D» ан 


* 


September,. 1917 


Newspaper rcaders will be slow to 
believe that advertisers can do for their 
eustomers what they show no sign of 
being able to do for themselves. 


The American Cockroach Co. offers 
what to many would no doubt be a 
very attractive proposition. It is, 
however, a trifle unfortunate that the 
name suggests that they are purveyors 
rather than destroyers of cockroaches. 
Such a name might with advantage be 
kept in the background of all advert'sc- 

ment displays; it is certainly not such 

an attractive feature as to deserve the 
limelight accorded to it. The only 
virtue it possesses is that of being 
easily memorised. 

Partly by the amount of matter, but 
more by the manner of its display, the 
* Insectox " advertisement has been 
made as unreadable as an advertise- 
ment well may be. Only the most 
determined reader would ever take the 
trouble to discover what the advertisers 
have to say for themselves. The blue 
pencil might be used freely on the copy 
without damage to any essential ex- 
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F LY ana Infantile disease 


eri The death rate amonget lof a be 
deadly housefly is a lar greater peril than many believe. The 


fly is the proven bearer of bacteria of the most deadly diseases 


га е Coupes a side. ^, aed wii receive by mart. ог. * get, ссоре ИМЗ СТО" tabe, 
shes t ines L leere. Dad 14 Corks mess et р ізь гра NALCTCOA" Зоря te 76 bp 
а = y vage 


[LE medir iei nti a Ре С apy ш заг 
fen ne | woas га feet Peste Yoo prec af aeger ОЧА 
Ore, ламі to- ARD о, aa 


— ae 
Tenet. hese Соо (ten 
aee Рату Seres 


oa we ninantam ев wer ыы и 
Уча» ce om ные me чә amm) c a 
е * 


UGLY AND OVERCROWDED 


planation or argument, and the typo- 
graphical display could without diffi- 
culty be simplified and made more 
inviting. 


etories of Successful 
Selling Methods 


T is always worth while to see how other people have 
obtained the results for which one is striving. We have 


Reprints will be 
sent post free to 
any boná fide 
advertiser, in 
any part of the 
world, on appli- 
cation. 


interests. 


therefore reprinted three stories relating to advertising cam- 
paigns recently originated and carried out by us in our clients’ 


These stories were told in " The Advertising World,” “ The 
Advertiser's Weekly,” and " Selling and Advertising." They 


show what our work looks like from the well-informed and 
independent observer's point of view. 


CHARLES 


POOL G CO., LTD. 


180-181 Fleet Street, London, E.C.4. 


Telephone: City 1473-4. 


Telegrams: '" Advexero, London." 
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А NEW MOVEMENT IN ADVERTISING 
[ОДНИМИ ААА ҮҮ CHECA CO 
By Mr. CARL HUNT, Editor of “ Associated Advertising." 


THE FOLLOWING notes are from а 
letter from Mr. Hunt which has lately 
come to hand : 

`* I was very much interested in some 
comments which you recently made on 
the work of the National Advertising 
Advisory Board and particularly upon 
the ‘ Chicago plan,’ because I have seen 
some more recent workings of this plan 
which also, I am sure, will interest you. 

“ The idea of enlisting the interest 
and support of people in various good 
movements and of turning this interest 
into paid advertising space is going to 
make a very great difference in the 
promotion of many good causes in 
this country, I believe. 

‘* In the past, American advertising 
men have often believed that paid 
advertising space should be used for 
the promotion of good causes, but in 
the past it has not been possible to 
convince the managers of charitable 
institutions and other such worthy 
organisations that paid advertising 
space would pay. They have always 
been afraid. 

* Now; following the success of the 
Chicago plan in relation to the sale of 
space to business men for Red Cross 
and Liberty Loan advertising, we have 
a solution. 

** Just as one example of the applica- 
tion of the idea—and there have been 
applications of it in a number of places 
—let me describe a campaign which 
was recently put on here in Indiana- 
polis. Indianapolis is a city of 275,000 
in the Central West. We have in this 
city a number of charitable societies 
which deal particularly with the summer 
health of babies. Each summer we 
have celebrated what we call ' Sym- 
pathy Saturday, a day upon which 
everybody in Indianapolis has an 
opportunity to give to these causes. 

'" In the past, Sympathy Saturday 
has been promoted through various 
kinds of publicity, but most particularly 
by the use of free news matter in the 
newspapers. The papers, naturally 
interested in good causes, open their 


columns to us, and are very glad to 
do so. 

" But this year Merle Sidener, of 
the Sidener-Van Riper Advertising 
Agency (who, by the way, is Chairman 
of the National Vigilance Committee 
of the Associated Advertising Clubs), 
was Chairman of the Sympathy Satur- 
day Publicity Committee, and һе 
applied the Chicago plan to this local 
situation. 

"The result was that solicitors on 
the several newspapers sold several 
full pages for the advertising of Sym- 
pathy Saturday and Mr. Sidener wrote 
the copy. 

** In every other essential, conditions 
this year and in previous years were 
the same. If there was any difference 
it would scem to have been unfavour- 
able to this year, because the city had 
just raised approximately a half million 
dollars for the American Red Cross. 
The Red Cross campaign had just 
closed. 

"The biggest previous year in the 
history of Sympathy Saturday was a 
$7,600 collection. "This year, with the 
same kind of organisation, and other 
conditions, as I have said, the same, 
except for the advertising, we collected 
$20,000. 

“One of the most frequent com- 
ments that we have heard as the 
workers came into & local bank that 
night laden with money was, * It was 
easy to get money, because everybody 
knew about Sympathy Saturday.’ 

** It seems to me there is an idea here 
which ought to be exploited in every 
portion of the world. 

" Whenever there is a good cause 
which richly deserves wide publicity, 
the sellers on the various advertising 
mediums will find it extremely easy 
to get people to buy space to advertise 
that cause. The publication profits 
both because of the revenue and be- 
causc it is thus enabled to use its great 
power to help worthy causes, and so 
it establishes itself a little more firmly 
in the attitude of a publie servant." 
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Picture Offer 


to “ Ое Reszke” Smokers only 


This picture, ** Irresistible,” 
on antique paper, 15 in. 
x IO in., will be sent free 
to any smoker forwarding 
to address below a **De 
Reszke" box lid 
and 24. in stamps, 
mentioning 
Picture 


No. 50 


E. LUCCHESI 


€ Irresistible ” 


We could not afford to advertise “ De Reszke” Cigarettes 

if each smoker bought only one box. To make our 

advertising pay, we have to rely on the smoker's con- 

tinued purchases, which can result only from the 

experience gained of the superior quality of “Ое Reszke” 

Cigarettes. And our advertising pays us — we// 
SOLD EVERYWHERE 


Or post free from J. MILLHOFF & CO., Ltd. (Dept. 70), 86 Piccadilly, London, W. 


DeReszke v Cigarettes 
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ADVERTISING A FILM DRAMA 
ОШШШЇЇШЇШЇЇШЇЇШЇЇШЇШ ШЇ 2 


What has been done to recommend “ Intolerance ” 
to the attention of the Public. 


* INTOLERANCE " IS probably the 


most remarkable cinematographical per- 
formance that has yet been presented 
to the public. 

When all the flamboyant balderdash 
that has been talked and written about 
it, as “а new art form," and so on, 
has been discounted to the full, it 
mav still be regarded as a magnificent 
series of photographically rendered 
pictorial compositions that everyone 
should make a point of seeing. 

That it is impossible to sec it without 
suffering is true, for the 
splendid pictures are un- 
fortunately so shown as 
to constitute optical as- 
sault and mental battery : 
for us to be able to add 
that in spite of this, and 
notwithstanding its exhi- 
bition as a kind of pic- 
torial epileptie fit, it 
should on no aecount be 
missed, shows that *‘ In- 
tolerance " offers plenty 
of opportunities for lively 
advertising. 

The varied attractions 
of the pictures themselves 
provide endless material 
for such magnetically en- 
thusiastie and suggestive 
descriptions as would in- 
fallibly excite in the 
reader's mind a desire to 
see the whole series ; 
while the story of their 
making abounds in strik- 
ing incident and pictur- 
esque detail of even greater 
potential advertising 
value. 

It is very much to be 
regretted that these ex- 
cellent opportunities have 
been entirely neglected in 
the advertisements issued 
to call attention to 


Lere's 
Sw eagle 


кос дә” 


——————— 
SATUBDAY NEXT, SEP. 1, 


and Daily at 2.30 and 8 o'clock. 


D.W.GRIFFITA'S COLOSSAL SPECTACLE The 


IN AN INNOVATION SETTING. 


67,000 Performers 


Grand Opera Soloists 
and Chorus. 


Augmented Orchestra. 


POPULAR PRICES:from ва. 
Wonderful American Baritone Discovery. 
Bex Office Open 10 а. т.6710 om. 

'Phoos Gerrard ,3400. ^ ° 


TWICE DAILY 
2.50 & 8% 


A PRESS ANNOUNCEMENT 


** Intolerance ’ though it may be 
admitted that they have been used in 
the Press notices for which the adver- 
tising expenditure was, perhaps, chiefly 
intended to provide payment. 

There can be no question that if 
Press notices had been unobtainable 
the information conveyed by them 
would have had to be delivered to the 
publie by paid advertisement, if results 
were to be secured. Because a great 
deal of more or less “ free " publicity 
could be obtained there was, however. 
no need to. treat space 
paid for as negligible ; 
which is what the adver- 
tisers scem to have done. 
appetite awakened, 
perhaps, by an editorial 
paragraph could have 
been stimulated and made 
urgent by advertisements 
making the same sort of 
appeal with emphasis and 
iteration. 

The kind of advertising 
that has been done is 
such as provided the ori- 
ginals for the illustrations 


throe bent accompanying these com- 
the Agca > > 


ments. We must confess 
ourselves unable to dis- 
cover a single sound 


argument by which they 
may be defended. 
Everyone will recognise 
in the Press announce- 
ment a reappearance of 
our ancient and sadly dis- 
credited aequaintance, the 
old-style circus handbill. 
It noisily hammers for the 
attention that it has no 
merit to command on 
two inky drumheads ; and 
makes true showman usc 
of such well-worn ad]jec- 
tiveskas “colossal,” 
" wonderful," — *grand," 


ard Dickie 
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(Ehe Aational Mews 


The Great National Sunday Newspaper 


WILL RESUME PUBLICATION ON SEPT. 30th. 


i TF NATIONAL NEWS” belongs to no 
Party. 

It is independent. 

“ Westminster" is resuming his gossip from “The 

Smoking Room of the 670 "—a feature unrivalled in 

its piquancy and its' accuracy in either weekly or daily 

Journalism. 


qu Weekly War Article—the best informed 

article published in this or any other country —will 
be continued. Women, who have come forward so 
nobly in the national emergency, will have their in- 
terests specially catered for. 


An Attractive New Feature will be 


Mr. H. G. WELLS’S 


Remarkable Story, 


“The Soul of a Bishop.” 


Long instalments will be published every week. The 
Editor has also secured articles by the most distin- 
guished wniters of the day. 


ALL THE UNUSUAL NEWS 
IN THE “NATIONAL NEWS.” |, 


Advertisement Manager: 


RATE : Telephone : HERBERT OWEN, 
20/- per INCH. itv 11746 lines). Temple Bar House, 


Fleet Street, E.C. 


180 


and the like. An announcement of 
this description strides clubfootedly 
into advertising space to-day with the 
prehistoric grace that might mark a 
megatherium cantering down Rotten 
Row. 

Curious folk may remark—no one 
else will honour such advertising with 
even passing notice—that the adver- 
tisement reproduced does not give a 
hint as to the nature of the entertain- 
ment advertised. There is no indi- 
cation, even, that the “ colossal spec- 


66 


tacle" belongs to the realm of “ the 
pictures." Indeed, judging by the 
prominence given to such items as 
* grand opera soloists and chorus," 
* augmented orchestra," and “ won- 
derful American baritone discovery," 
the uninformed could hardly escape the 
conclusion that they were invited to a 
Gargantuan musical debauch. 

In mattcr and manner the display is 
blatant, vulgar, and stupid. But for 
the other means of advertising “ In- 
tolerance " employed, it could have 
been relied upon to create the poorest 
opinion of the “ spectacle " advertised 
in the minds of all but the ground- 
lings. 

The poster by which the film has 
been advertised is of somewhat better 


THE ADVERTISING WORLD 


September, 1917 


quality. It possesses the negative virtue 
of having nothing repellent in it ; which 
raises it at once to another plane than 
that to which the Press announcements 
belong. Of positive virtues it has none. 
Not in the least does it suggest the 
nature of the entertainment advertised, 
for a “colossal spectacle "—to quote 
the only words describing it that appear 
on the poster—may be provided in an 
infinite variety of ways. The *' pretty 
girl" motive of the poster—which is 
a passable rendering in colour of the 
photograph here reproduced—would 
serve equally well, or equally badly, for 
an advertisement of cigarettes or soap. 
That, as it is, it is almost bound to be 
taken as an *''Icilma" advertise- 
ment at a first glance is no doubt 
owing to the unfortunate accident 
that the “ Icilma " girl with her fillet- 
bound hair has become а public cele- 
brity—but it is an accident that 
might have been counted upon and 
avoided. 

In common fairness we must note 
that for the advertising material issued 
in connection with “ Intolerance " the 
British agents who have handled the 
campaign are in no way responsible. 
If our information be correct, they had 
to do their best with what was supplied 
to them. 

That their best was extremely good 
may be assumed from the fact that 
they have contrived to make such poor 
material produce satisfactory results. 
The advertising, indoor and outdoor, 
has obviously been '' placed " with the 
utmost skill and discretion. 

The expenditure involved in the 
campaign has been considerable ; and 
we may, at least, compliment upon 
their courage and enterprise the adver- 
tisers whom we have ventured so 
severely to criticise. £670 was spent 
in the week preceding the opening 
exhibition in this country, and the 
weekly expenditure has since risen to 
upwards of £800, so that the campaign 
is not a small onc. 

We should have liked to have been 
able to say that the advertisers had 
made full use of an opportunity excep- 
tional in character ; but we were under 
compulsions to do otherwise that most 
of our readers will fully appreciate. 


мы 
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; WE originate ideas and make designs for trade Я 

marks —name plates—press advertisements— 
bookletsand catalogues—letterheadings— etc. We also 


make illustrations of works, factories and buildings. 
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We write copy for one advertisement ога complete campaign : 


for a small folder or a big book. i р 
Examples of the work we have done will prove our ability to do your Ae 
work. We should be glad to send a representative set of proofs for 2 1 


your inspection. 
Press Advertisement Offer 


$ | 
І 


Name Plate & Trade Mark Offer 


FOR Three Guineas we will originate the 

ideas and make pencil sketches for a 
series of about eight advertisements. We 
will also suggest head-lines and subhead- 
ings wherevernecessary. This offer, how- 
ever, does not include finished desigrs, 


Ок Five Guineas we supply a set of 
pencil sketches of name plates or trade 
marks, also finished drawing of the selected 
design. Our knowledge of the various 
restrictions in the designing of a trade 
mark is of particular value to an adver- 
tiser desirous of securing a mark that 


сд oc 


copy, or blocks. These are charged for in 
accordance with amount of work involved. will be both distinctive and registrable, 


The Patent Office work of obtaining registration undertaken if desired. 


> OUR FOLDER How we can help you" АЎ 
SENT POST FREE ON REQUEST M^ 
It contains [2 special allí 
offers & full particulars No шй 


of our service ii 


тг» 


па 
NORFOLK SERVICE 


Racquet Court, 
Fleet Street, 
London, ЕС4. 
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CREATING AN AUTUMN SEASON 
EH 


How Blackpool’s Advertising Campaign Achieved 
a Wonderful Success. 


AN ILLUSTRATION showing how a 
town, possessing the necessary advan- 
tages, may by advertising achieve 
wonderful success in the creation of a 
season, is afforded in the case of Black- 

pool. Because the story of the success 
» thus secured is of great interest in 
itself and also because the example set 
may be an inspiration to other towns 
we append a few notes showing what 
has been done by Blackpool and how it 
has bcen done. The notes have been 
supplied to us by a correspondent who 
speaks very modestly of {һе achieve- 
ment of those responsible. Really the 
number of visitors attracted to the 
town was prodigious, running to many 
hundreds of thousands, and Blackpool 
has prospered excecdingly. To have 
kept the place crowded for wecks longer 
than usual means tens of thousands of 
pounds in the pockets of the hotel, 
lodging and boarding-house kecpers, 


Васа POOL 


AUTUMN SEAS SG A N 


THE CASE FOR BLACKPOOL 


of the tradcsmen and of the catercrs for 
the amusement of the visitors. 

Credit must be given to the enthusi- 
astic and courageous advertisers who 
have made the enterprise so successful. 
They deserve hearty congratulations. 
The campaign, it should be added, was 
not initiated this autumn, but has becn 
developed to a far greater extent than 
ever before, previous efforts having 
been on a comparatively minor scale. 

And now for the story of what was 
done. Our correspondent writes : 

“ The extension of the Blackpool 
season well into October has un- 
doubtedly been brought about by the 
enterprisc of the Advertising Com- 
mittee of the Blackpool Corporation 
under thc capable leadership of Ald. 
Tom Bickerstaffe, J.P., а name that has 
been long associated with the growth 
and prosperity of the town. The 
efforts of the Committee have also been 
well supported by the forward policy of 
the large amusement companies whose 
reputation is world-wide. 

“When the suggestion was first 
mooted that an effort should be made to 
institute an autumn season it was, of 
course, cssential that the places of 
entertainment should keep open their 
doors and provide an array of attrac- 
tions which would equal. if not excel, 
the wonderful and varied programmes 
of the summer scason. 

“ This was a big thing to ask, and 
demanded an expenditure of a large 
sum of money on what was to be morc 
or less а speculative venture. But 
Blackpool, and its people, are nothing 
if not enterprising, and on being assured 
that the support of the railway com- 
panies might be counted upon to 
continue a fairly good train service the 
entertainment companies threw them- 
selves whole-heartedly into the scheme 
and the results have more than justified 
their progressive policv. 

" Having decided to extend the 
season the question was how to make its 
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OUTDOOR 


SOLUS 


PAYS 


10,000 LOCATIONS 
LONDON and PROVINCES 


SOME OF OUR CUSTOMERS :— 
* Ariel Cycles 
*Brown Brothers 
*Bradbury Cycles 
***Bushmills Whiskey 
**Bovril, Ltd. 
*Bryant & May, Ltd. 
*Campbell’s Furnishing Co. 
*Edwards’ Nooe£ 
*Ford Motor Co., Ltd. 
*Goodrich Tyres 
*Mr. Charles Gulliver’s 
18 Suburban Halls 
**Mr. Charles Cochran’s 
Four Theatres 


*Cadbury Bros. 


**[ ipton's, Ltd. 

**! News of the World " 
**Price's Patent Candle Co., 
a London 

**‘‘Рео ople ” Newspaper 
***'' Reynolds’s” Newspaper 
е Illustrated Sunday Herald ” 
*Scottish Motors 
*Triumph Cycles 
*Veno's Lightning Cough Cure 


*Orders since the War 
**Renewal Orders during the War 
***Orders received to commence after the War 


NOTHING TO LET UNTIL MARCH, 1918 
.- Then only 300/16 sheet Solus Sites - 


BORO' T. BILLPOSTING CO., LIMITED 


(A. E. ABRAHAMS, Managing Director), 


STRATFORD, LONDON, E.15 


"Phones: EAST 1490 Depot: ILFORD 773 
1491 Telegrams : ABRAHMEND STRAT, LONDON 


We have Testimonials from all our Customers 
ENQUIRIES PERSONAL ATTENTION 


Ltd. 
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AUTUMN SEASON 


BLACKPOOL in the Autumn Season 
is а poem of social life It. js full 


‚ of dignified pleasures charming dull care away 
In. September Blackpool. has no equal as 3 
хоста] resort 
\LL the summer pleasures continue in ful! swing—there 
i mo break — Concerts — кос and instrumentral—in fine 
surroundings by rhe best artistes” Wonderful theatres 
atid pleasure palaces and London's best plays with London 
companies. Health by day and pleaiure by пива 1$ 
the cpilóme vf ‘Blarkpool iw the glorious Aatumn Seison 

€ THE sunsets are richly magnificent, splendid to look 
upon; and the seas are newer то be forgotten 

€ Ошджиз the bvelong day — Muse, Galf, Tennis and Driving 


AUTUMN PROGRAMME 
ru FREE л 


fen G в. TOWN HALL BLACKPOOL 


TEXT AND ILLUSTRATION WELL COMBINED 


prolongation known to the public, and 
especially to that class of visitor who is 
“compelled by force of circumstances to 
postpone or take his or her holidays in 
the fall of the year, or to those of the 
leisured class who are so fortunate as to 
be able to take a second holiday. 

"That the habit is fast growing of 
having a short spell of rest just prior to 
the commencement of Winter is beyond 
doubt, and the change of scene and air 
tones and braces up the system to face 
the rigours and vicissitudes of the 
Winter. 

* Bearing this problem in mind the 
Advertising Committee embarked upon 
a fairly large and comprehensive scheme 
of publicity, both in the Press and on 
the hoardings. 

“ The success of the campaign was 
instantaneous. Whereas some ten years 
ago the town, towards the end of 
September, had begun to assume a 
winter aspect, of late years the season 
has been carried on right to the end of 
October, but never before with the 
swing that marks the present year. 

** The publicity this season has been 
confined entirely to the Press, and has 
taken the form of 6-inch single column 
announcements in practically all the 
leading dailies, half pages in many of the 


popular weeklies, such as The Sketch, 
Graphic, Tatler, and Bystander, quarter 
pages in London Opinion and The Pass- 
ing Show,and half triple or quarter page 
spaces in several of the Sunday papers. 

“In co-operation with the enter- 
tainment companies, tramways and 
hotels, а combined full triple column 
announcement setting forth the pro- 
spective programmes at the various 
palaces of pleasure, appeared in The 
Daily News, Daily Dispatch, and The 
Daily Mail. In each announcement 
readers were asked to send for copies of 
the Autumn Season Programme, con- 
taining а complete list of the season's 
events to the end of October, and this 
programme is posted free of charge, 
with a copy of the Official Guide, to all 
applicants. 

** The result of the campaign cannot 
yet be fully gauged, but at the time of 
writing the town is very full of visitors 
and enquiries are numerous, whilst 
it is expected that the season will equal 
if not surpass those of other years." 

The Blackpool advertising manager, 
it should be said in conclusion, is Mr. 
G. Batty, and he has been helped in the 
preparation of copy by Mr Sydney 
Walton as literary guide, philosopher 
and friend. 
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The Christian Herald 
for 


EASONS for the success of "Tbe Christian Herald ' as an Advertising medium all revolve around that one 
great factor —RESULTS. 


VERY keen Advertiser who has tested this medium with a Right proposition in a Right manner has found it 
worthy of consistent use because it can be rel ed upon, for it is included in every advertising scheme by those who 
have once tested its selling power.—RESULTS. 


OME indication of the remarkable pulling-power of " The Christian Herald " :—In a recent issue even a four-line 
Advertisement, repeated three times, for the sale of two Debentures drew in applications to the amount of 


onl 
over &1 500 by direct RESULTS. 
Жр cad long "life" .is another 


From an advertisement which 


Hera 
obtained —R ESULTS. 


ARGE in Circulatioo—well over а 
all.returns. "The Christian Herald” is 
And it influences those readers as по 
vertisers some remarkable — RESULTS. 


HER is hardly a corner of the 
Globe w-ere "The Christian 
Herald" does not penetrate, and 
its readers spend money freely. 
This is evi by— 
RESULTS. 
О н you have а | n to 
that t 
the bonis and с Bot Gace but 
many tmes each y often 
having its own circle of readers 
dvertise proposit 
“The Christian Herald. sad 
ge— RESULTS 


APVERTISINE 


THAT BRINGS RESULTS 


feature of Advertisements in " The Christian 
ad appeared a year ago an advertiser recently 


quarter of a million copies per issue, deducting 
read, regularly, from cover to cover, each week. 
other paper could do, thereby producing for Ad- 


A Weekly Newspaper and Review 
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Manufacturers 
and Agents zx CULTIVATE 


THE 


who want INCREASED Sales in = C 

| ATHOLIC 
Gas, Oil and Steam Engines, Motor 
Tractors—Ploughs, all Agricultural 


Machinery 
| ADVERTISING 
SHOULD UTILIZE COLUMNS 


THE IRISH ROMESTEAD | =: a 
TuTABLET 

The Organ of the Agricultural Co- 19 HENRIETTA ST. 

operative Movement in Ireland. LONDON + W.C. 2 


Founded by Sir Horace Plunkett. Бегае 


COMMUNITY 
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Specimen copies € 18 Sth. Frederiok Ses 
Advt. Rates from Street, Dublin. 
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GOOD COPY FROM NEW ZEALAND 


OVERSEAS ADVERTISING 
О О О 


Russia. 


Writing lately in The Daily Telegraph, 
а commercial correspondent again emphasised 
the urgent necessity of prompt action on the 
part of British merchants if they wished to 
extend their trade with Russia after the war. 
He pointed out that the Russian merchants 
had been accustomed by German traders to 
cheap goods and a large and extended credit, 
and urged that “ any country desirous of sup- 
planting the Teuton must necessarily go for- 
ward on the lines of these two requirements." 
The Telegraph's correspondent quoted in sup- 
port of his argument an “eminent Russian 

merchant," who complained that the Allies 
were doing little to resist the German pre- 
parations to flood the Russian market with 
their wares after the war, and added : “ Nothing 
is being done to organise the sales of goods with 
Allied countries, and we miss very much an 
organisation such as the Germans had at their 
command. It is a great mistake to postpone 
organisation till after the war. The German 
has already all the necessary knowledge of the 
Russian market, and he is quite willing to meet 
the Russian buyer as far as his requirements 
with regard to credit are concerned. He goes 
still further by offering any credit required. 
Russian merchants will never agree to place 
orders for goods when payment is required 
in advance." The Russian gentleman went 
on to point out the importance of catalogues 


being printed in the Russian language, and 
added that German agents always carried con- 
siderable stocks, so that their offices became 
branch businesses. He also showed that че 
German manufacturers were very ready to 
adapt their wares to the requirements of the 
purchaser. The correspondent of The Tele- 
graph also says that in the Leninite agitation 

rsistent attempts have been made to instil 
into the minds of the masses that German 
goods are indispensable to them, thus showing 
the German influence behind the agitation. 

We fully agree that it is essential every 
pun should be made now to get а 

arger share of Russian trade after the war, 
but we are inclined to think that more is being 
done now to secure that share than the Russian 
merchant thinks, and we аге not sure when 
the war is over whether the German trader 
will be able to give the long credit referred to. 
May not these promises of long credit be more 
of that Teutonic bluff of which we have seen a 
good many examples ? 


New Zealand. 


We reproduce on this page three of a series 
of advertisements which have been designed 
by Messrs. Ilott's for Gilby's College, Christ- 
church. The advertisements occupied small 
spaces, and they were marked by thoroughly 
good selling talk, making allowance for limita- 
tion of space. 
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The Mióht of the Million & 
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ТШ ЕИ ЕИ ШЕШ ИИЙ IN 2E ШЇЇ ШЇ ИШЕ ЕШШ — 


lf it were possible for you to talk for thirty seconds, to each of 404,000,000 
people, it would take 768 years and a half, working twelve hours a day. 


T by booking spaces on the trams and buses controlled 
by us you can practically do the same. You can reach over 


4 04,000,000 


passengers ne. In additicn, your MN announce- 
ment is also read by vast numbers of passers-by. 
In these days of paper shortage and difficulty of booking space in the 
press, tram and bus, publicity 1з without question the most economical 
===== and profitable method of advertising. 2———————— 
J. PEACE, ADVERTISING MANAGER, 
British Electrical Federation,Ltd.,1 Kingsway, London, W.C.2 
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X There are, of course, 
many ways of Advertising 
in Ireland, but the most 
direct and effective 


method is through the 


columns of 


THE 
FAMOUS 
FREEMAN'S 
JOURNAL 


Bom 1763 аһа still 
going strong — without 
any apologies whatsoever 


Advertisers desiring 


information 


regarding the industrial dis- 
tricts of the West Riding 
of Yorkshire covered by 


7? 


‘Tue BriGHousE Есно 
and * Tue Емлдмо Есно” 


can be 


supplied 


Apply for terms to: 


LONDON OFFICE, 


118 FLEET STREET, E.C. 


of to 
W. E. MAGILL, 
Advertisement Manager, 
FREEMAN'S OURNAL- Ltd., 
27 WESTMORELAND ST., 
DUBLIN. 


with special or general 
particulars on application 


to the Publishers, Park St., 
Brighouse. 
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Mr. W. G. Lovell, advertising consultant, 
Auckland, has lately been called up for 
military service, and is now in training. His 
business, however, will not be neglected in 
his absence, for we learn with pleasure of the 

triotic action of the partners in the magazine 

ason—one an advertising specialist and the 
other а printer—who have arranged to handle 
Mr. Lovell’s work for him and pay a proportion 
of the revenue to his wife. We trust that the 
arrangement may work very satisfactorily 
and that Mr. Lovell’s clients will continue to 
give him their hearty support, so that his 
financial loss while he is serving his country 
may be but small. Before starting on his own 
account Mr. Lovell was with Messrs. Ilott 
and with Messrs. Mever Bros. of Wellington, and 
later with Messrs. Chandler & Co., of Auckland. 
A recent issue which we have received of The 
Auckland Star shows that Mr. Lovell has been 
placing quite a lot of advertisements therein, 
and very good-looking advertisements too. 


The United Billposters' Association. 


MR. JAMES G. OWEN, J.P. Mayor of 
Exeter, has been chosen as president of the 
United Billposters' Association for the coming 
year. In his address at the annual meeting, 
which was held in London, when he was 
elected, Mr. Owen said that although the times 
were gloomy and the future uncertain, he 
was confident billposting was so essential to 
the community that the members of the 
association would come into their own again. 
Jt was the failure of supplies, not the cessation 
of demand, that had brought trouble to the 
industry, and incidentally also to the news- 
papers. Trouble had arisen from the lack of 
shipping, the activity of enemy submarines, 
the embargo on exports from Sweden, the cost 
of pulp, and consequently the cost of paper, 
which went soaring up to a point that effectually 
checked the production of those large posters 
upon which the members of the association 
depended to fill the hoardings. The appoint- 
ment and activity of the Paper Commission 
put the coping-stone to the edifice of trouble. 
We could not yet discern the gleam that 
heralded the coming of a brighter dawn. 


We should think satisfactory business had 
resulted from them. 


Mexico. 

A decree has been issued by the President 
of Mexico providing for the payment of stamp 
taxes on public notices and advertisements. 
The provisions of the decree take effect as from 
July 15 last. The taxes include the follow- 
ing: On notices published in periodicals, 
10 per cent. of the value of the notice each time 
it is published. Оп notices or advertisements 
fixed in stores, street cars, restaurants, etc., 
a monthly tax of 10 centavos for each copy of 
such notice. Painted notices or advertise- 
ments on walls and in theatres, etc., as well 
as luminous signs: (a) For each notice of 
1 square metre or less, 30 centavos monthly ; 
(b) for each notice of more than 1 square 
metre and less than 5 square metres, 60 
centavos monthly. 'The nominal value of 
100 centavos is two shillings. 


The new president owns the business of 
Messrs. Hawkins & Sons, billposters, and he 
is also managing director of The Western 
Times, Exeter. Не filled the office of Sheriff 
of Exeter in 1910-11, the first member of his 
trade to occupy the post, and has been Mayor 
of Exeter ever since the war broke out. r. 
Owen, too, is president of the South-Western 
Federation of Newspaper Owners. 

In recognition of his services as President 
of the United Billposters’ Association, Coun- 
cillor J. C. Grime, J.P., of Manchester, has 
been presented with a gold pendant. The 
presentation was made in London by the 
Mayor of Exeter (ex-Sheriff J. G. Owen, 
J.P.), who has succeeded Councillor Grime. 


The Publicity Record Section of the National 
War Museum is collecting and recording all 
forms of publicity matter issued in connection 
with the war, and asks that gifts should be 
sent to the Keeper of the Publicity Records, 
at the National War Museum, H.M. Office of 
Works, Storey's Gate, Westminster, S.W.1. 
Each gift will be officially acknowledged, and 
each exhibit in the Museum will bear the donor's 
name. 


quality. 


reflects the views of the most thoughtful writers of the day, 
thereby gaining a reputation as the Sunday Newspaper of 
distinction, and attaining a wide circulation among those 
classes of the community who appreciate literary tone and 
It is a very responsive advertising medium. 
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LACKPOOL 


BY АНТОМ са AN 


ou Advertise 


HEN the Government wanted to 
impress on everyone the message 
“ Eat less Bread,” the department respon- 
sible for the advertising naturally came to 


the Norfolk Studio for the design. 


You have probably noticed how this 
little advertisement commanded attention. 
Its prominence is altogether out of pro- 
portion to its size. 


This shows the wisdom of having 
advertisements designed by men who 
know how to do the work well. 


4 


NOTHER of our valued clients is the Blackpool 
Corporation. Their advertising manager, Mr. G. 
Batty, has entrusted us with the work of designing his 
advertisements for several seasons. If you have not seen 
these advertisements in the press, we should be glad to send 


proofs for your inspection. 


These are two instances of the many ways in which we 
can be of service to advertisers. Others are mentioned in 
our circular which gives ten special offers of help with our 
approximate charges. 


Ú foi Choules 
"Howe We Can Help You 


NORFOLK 
STUDIO 


The HOME of IDEAS for ADVERTISERS 
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SUBSCRIBERS' ADVERTISING 
EEUU MIES 


In this section we review each month the Advertisements 
and Advertising Literature, and answer the questions 
pertaining to their advertising, sent by our Subscribers, 


free of charge. 


our opinion upon any advertising matter. 


Subscribers are cordially invited to ask 


Replies and 


reviews will be dealt with under assumed names if desired. 


MESSRS. PRICE'S PATENT CANDLE СО., 


Battersea, send us one of their latest show- 
cards, designed to advertise their Butter- 
milk Soap. It is sure to win favourable 
notice. The board is 12 inches wide by 
19 inches high, and on it is printed in 


PRICES 


BUTTERMILK 
SOAP 


eee 
AN ATTRACTIVE SHOWCARD 


colours from a pastel drawing the head of a 
beautiful girl, a brunette with masses of 
chestnut-brown hair. The drawing is not 
beyond criticism, but the artist, Mr. 
Matthews, has presented a very taking 
picture, and the reproduction is excellent. 
The pale cream of the slightly granulated 
board harmonises well with the colour 
scheme of the head, and the few words on 
the card have been well placed and are 
printed in wisely chosen lettcring, the word 
“ Price's" being in blue and “ Buttermilk 


Soap" in black. The printers, Messrs. 
E. S. & A. Robinson, of Bristol, may be 
heartily congratulated upon a very successful 
achievement. It owes much of its happy 
effect to its simplicity, and is turned out 
in good style. It suggests, too, the high 
standing of the firm who make the soap. 


MESSRS. RUSTON, PROCTOR & CO, 


engineers, Lincoln, forward us a set of four 
blotters which they send out іп a’ well- 
designed wrapper explaining that they are 
issued '*in the belief that they will help 
vou to solve your ever-present problem : 
how to obtain more economical production 
of power.” The blotters are devoted to 
advertising the Ruston (Patent) * Wood 
Refuse" suction gas producer, and the 
case in its favour is stated with а terseness 
and force which should certainly command 
the attention of every manufacturer into 
whose hands the blotters come. They 
are printed in red and black with line 
illustrations. 


MR. ROBERT HILL, Advertising Service, 


Christchurch, New Zealand, forwards us 
several specimens of his work, some of them 
consisting of newspaper advertisements and 
the others of booklcts. We can congratulate 
Mr. Hill on his productions. The newspaper 
displays present an attractive appearance, 
and good choice has been made of type, while 
the spacing and arrangement of the matter 
is effective, due appreciation being shown of 
the value of ‘ white." А good many line 
illustrations are employed, the advertise- 
ments being designed for use on compara- 
tively rough paper. Nothing very ambitious 
has been attempted, but the productions are 
workmanlike and the copy is well written. 
As to the booklets we can congratulate 
Mr. Hill on his choice of cover papers, for 
in their selection he has shown much taste, 
but we think it was rather a pitv that he was 
always content to use plain. white glazed 
paper for the inside pages. In appearance 
the contents of the booklets do not quite 
come up to the promise of the covers. 
Could not a little more inventiveness 
have been displayed therein, as by the 
occasional choice of antique or coloured 
or matt papers? Also by the use of 
entirely different papers for the covers 
and the contents they seem to be rather 
divorced the one from the other. Mr. 
Hil was working for high-class firms, so 
we think the little extra expense incurred 
could have been afforded and would 
have been well repaid by the increased 
suggestion of good style which would have 
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been imparted. The pages are, however, well 
laid out, and in one of the booklets 
very dainty little tail-pieces have been 
emploved. 

THE QUALITY GARAGES, kaiia con- 
tractors and public garage owners, Liscard, 
Liverpool, forward us a copy of the second 
issue of their house-organ, * The House of 
Quality,” a distinctly good-looking pro- 
duction. It consists of twelve pages and 
covers and measures 5} by 83 inches. The 
greater part of the text matter is set in 
ten-point Westminster Old Style, and for 
initial letters and as a background for 
some of the half-tone blocks а second 
printing in а yellow-brown shade has been 
used with happy effect. "The rough-sur- 
faced cover is of sage-green on which is a 
large panel, printed in black, cut away 
to show the lettering in the green of the 
cover paper. The text pages are printed 
on a good quality glazed white E The 
booklet is produced in capital style and 
well printed, but we think the effect of 
using in parallel columns leaded and un- 


leaded type is not quite happy, and on 
one page the types used have been too much 
mixed. Also we suggest that a better 
effect would have been given to the pages 
if there had been wider margins; as it is, 
the letterpress comes too close to the 
edge of the page. One other suggestion 
we have to offer is that the portraits on 
page two with backgrounds cut away would 
have looked nicer if the lower edges had 
been vignetted instead of being cut off 
square. The text matter of the booklet 
should, we think, be useful in furthering 
the interests of the firm. 


MESSRS. C. A. VANDERVELL & CO, 
LTD., electrical engineers, Acton Vale, 
forward us а booklet thev have lately trans- 
lated into Russian at the request of the 
Government of that country. It is а copy of 
their * Running Instructions," and in its 
cover of deep blue linen-grain paper, with 
text pages of Cambridge blue, it presents a 
very attractive appearance. We offer our 
congratulations to Messrs. Vandervell on the 


compliment which has been paid to them. 


BUSINESS GOING OUT. 


The Warland Dual Rims for motor-cars 
are being advertised a good deal in the illus- 
trated weeklies at the present time by the 
Warland Dual Rim Company, Aston, Bir- 
mingham. The advertising is being placed by 
the Gray Company. 

The whole of the publicity for the spectacle 
* Intolerance,” at the Prince's Theatre, is 
being undertaken by Messrs. Chas. Pool. 

Messrs. J. Пон, Ltd. Wellington, New 


Zealand, are responsible for the advertising 


campaign in the Dominion for the Auto Milkers 
and for Mallinson's Oil Dip. They have pro- 
duced а new series of attractive advertisements 
from subjects not easy to handle in illustration. 

The Grado Manufacturing Co., Pershore 


Street, Birmingham, are advertising their 
Grado Vaporizer. The business is being placed 
direct. 


Messrs. Hannaford & Goodman are under- 
taking the publicity for “ Kinto” horse 
food on behalf of Messrs. T. T. Chard & Sons, 
Valenta Mills, Bristol. 


Ех zm." 
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The “Ооп” Clothing Co., Holborn Viaduct,. 
E.C. 1, have been taking a good deal of space 
lately to direct attention to their special lines. 
The campaign is in the hands of Messrs. 
Smiths’ Advertising Agency. 

Messrs. A. J. Wilson are responsible for the 
advertising of the Wallis Junior Farm Tractor 
for the Ancona Motor Co., Ltd., 78-82 Bromp- 
ton Road, S.W. 8. Large spaces have been 
taken. 


Messrs. A. J. Greenly & Co. are handling 
the following new accounts: MHaigh’s 
(Oldham), Ltd., lathes; Messrs. George 
Ellison, control gear ; and Sapon, Ltd., soaps. 


Messrs. Smiths’ Advertising Agency аге 
placing the advertising for Messrs. Jones, 
Bridgeman & Co., Mincing Lane, tea dealers. 

Dr. Deschamps’ Iodhyrine, a preparation for 
reducing Obesity, is now being advertised in 
the high-class wecklies, the publicity campaign 
having been placed in the hands of Messrs. 
W. J. Southcombe. 


Л Г) 
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gives authentic news, it views free from bias, 


and its general contents are marked by a 


high standard of literary excellence. 
to the upper 


advertisers appealing 


Best for 
middle 


classes in London and the Home Counties. 
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FROM A DRAWING BY MR. BERNARD PALMER 


ITEMS OF INTEREST 
Fel] 


Mr. Richard G. Brewster, second son of 
Mr. W. T. Brewster, manager and secretary of 
The Irish Independent, has been gazetted 
2nd Lieutenant in the South Irish Hors. 


Mr. Bernard J. Palmer, whose work as a 
designer of advertising matter we have often 
favourably reviewed when he was working at 
Streatham, lately left for France. He is in the 
First Reserve Battalion, Royal Engineers, and 
for some time had been stationed at Chatham. 
Mr. Palmer has sent us a reproduction of a 
clever pen-and-ink sketch of the camp which 
he had made just before leaving for the Front. 
With its beautiful decorative border, so 
characteristic of his work, it constitutes an 
interesting souvenir. 


Mr. D. Glen MacKemmie, who has been 
advertising manager of Scottish Country Life 
since its foundation in January, 1914, has 
been appointed joint secretary of the Harry 
Lauder £1,000,000 Fund for Scottish Sailors 
and Soldiers. Of this fund Lord Rosebery is 
Hon. President and Mr. Harry Lauder chair- 
man. 


After serving eighteen months in the Army, 
Mr. Frederick W. Carter has now returned to 
the staff of The Gentlewoman and Press Printers, 
Limited, of Long Acre, W.C. Оп joining the 
Army Mr. Carter served with the Royal 
(Frontiersmen) Fusiliers (Driscoll’s Legion of 
Frontiersmen), and was afterwards transferred 
to an Infantry Record Office. 


We regret to record the death, early in the 
month, of Mr. Frederick 'Thomson, for the last 
thirty years a partner in the firm of Messrs. 
D. €. Thomson & Co., proprietors of The 
Dundee Courier, The Weekly News, and other 
papers. Mr. Thomson, who had been in 
failing health for some time, passed away at 
Dundee. He was a son of the late Mr. William 


Thomson, shipowner and newspaper pro- 
prietor. 

The Witherby Advertising Co., Ltd., has 
been registered with a capital.of £500 in £1 
shares, to carry on business as advertising 
agents, printers, publishers, etc. The first 
directors are Messrs. G. Witherby, H. F. 
Witherby, and C. H. Rigg. 


The will has been proved at £266,727 gross 
of Mr. William Isaac Iliffe of Warwick, head 
of the firm of Messrs. Iliffe & Sons, newspaper 
proprietors and printers, of Coventry. The 
personalty was of the net value of £180,490. 


The will has been proved at £186,262 of Sir 
Richard Burbidge, Bt., managing director 
of Messrs. Harrod’s Stores, Ltd. The figure 
named includes personalty of the net value of 
£10,998. The testator gave £5,000, and also a 
sum of £560, presented to him on the 25th 
anniversary of his management at Messrs. 
Harrods, to found a pension fund, to be called 
the “ Richard Burbidge Staff Benefit Fund," 
for the benefit of members of the naval and 
military forces who may be discharged оп 
account of wounds or incapacitated whilst on 
active service, and who were employees of 
Messrs. Harrod immediately before enlist- 
ment. The testator added, “Т piously hope 
that the directors of Harrod's will grant a 
further sum of £5,000 for the same purpose." 


The premises of the Electrical Federation 
in Kingsway having been requisitioned by the 
Government, the company have taken tem- 
porary offices at the Manchester Hotel, Alders- 
gate Street, Ю.С. 


The Supplement to The Board of Trade 
Journal of September 6th contains complete 
lists of articles which, according to the latest 
information received by the Board of Trade, 
are prohibited to be exported from Norway, 
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Portugal, Russia, Spain, Sweden, and Switzer- 
land. The Supplement also contains a reprint 
of the United Kingdom Contraband List in its 
present form. 


Messrs. F. R. Thorold & Co., Johannesburg, 
are in want of a correspondent in London, 
Manchester, and New York and in other 
American towns, who would be able to canvass 
for advertisements for the papers for which 
they are the sole advertising contractors. 


The head offices of the Wood-Milne Co. have 
been removed from Ribble Bank Mills, Preston, 
to 21 Albion Street, Gaythorn, Manchester. 
The advertising department is among those 
which have been removed, so our renders would 
be well advised to take note of the change. 


The members of the Aldwych Club Debating 
Circle resumed their * after-lunch talks" on 
the 18th, when Mr. Frederick Grundy, just back 
from Sweden as the special correspondent of 
The Daily Express, spoke on “ The Situation in 
Sweden." Mr. Grundy, who, bv the way, is a 
relative of the distinguished dramatist, had 
been to Sweden to study the question of the 
proposed international peace conference. His 
remarks were devoted, however, rather to the 
general situation in the country and were of a 
most enlightening character. He gave a vivid 
and most useful picture of the conditions— 

litical, social and economic—now prevailing 
in Sweden and those who had the insure of 


listening to him came away from the mecting 
much better informed than they went to it. 
The chair was taken bv Mr. G. J. Orange, and 
at the close the thanks of the meeting were 
conveved to Mr. Grundy, on the proposition 
of Mr. Thos. Russell, seconded by Capt. 
Bridges. 

The announcement of the forthcoming 
publication of the Christmas number of The 
Windsor Magazine, which appears in our 
advertisement pages, serves as a reminder that 
advertisement managers and editors are busy 
in preparing the Yuletide issues of their 
respective publications. In the carly davs of 
the war it was generally felt that the fight 
would mean the death of Christmas issues, 
that the publie would be too absorbed in the 
anxieties resulting from the titanic conflict to 
care about such minor matters as special 
numbers. The same thing was said about 
theatrical апа other entertainments, vet to- 
dav we find the theatres drawing big houses. 
So do the Christmas numbers promise to draw 
big stores of advertisements. Both forms of 
entertainment and instruction have survived 
the perils that threatened them, and are as 
popular as ever. It is, however, to be noted 
that the Christmas issues are later in going to 
press than they used to be. That probably is 
no loss, but rather а convenience, to adver- 
tisers, who can thereby keep their announce- 
ments more in touch with current events. 


Reappearance of “The National 
News.” 


The National News wil reappear on 
Sunday, the 30th, the difficulties which led 
to its suspension early in July having been 
definitely overcome. The paper, we are 
authoritatively informed, has now been 
placed on a thoroughly sound financial 
basis. 

The policy of The National News as before 
will be non-party, the aim being to promote 
the national and indeed the Imperial welfare. 
It will accord a strong support to Mr. Lloyd 
George as the head of the Government in this 
time of grcat stress and will advocate a vigorous 
prosecution of the war. As the paper belongs 
to no party, it will be thoroughly independent, 
and this being the case it should enjoy very 
widespread support at a time when the Empire 
ealls upon all its sons to rallv round the flag, 
irrespective of their pre-wartime views. 

The interests of The National News are not, 
however, to be confined to politieal questions, 
for all aspects of life will receive attention, 
financial, social, dramatic and literary among 
others. A feature of the first of the revived 
issues will be the publication of a large instal- 
ment of Mr. H. G. Wells's new novel The Soul 
of a Bishop, which will appear week by weck. 
A thoroughly efficient staff of contributors has 
been secured, and the news service will be 
of the best. Women's interests are to be fully 
dealt with. 

Mr. Herbert Owen has again taken up his 
duties as advertisement manager, and his 
energy, popularity and long experience con- 
stitute & valuable asset. The paper will be 
widely advertised, a fact advertisers should not 


overlook, and as a high-class publication it will 
go to readers who must be considered by 
those who seek to reach the well-to-do public. 
A vigorous publishing campaign is to be 
undertaken. Last, but not least, the price 
will be one penny. 


“The Teacher's World." 


THE ENTERPRISING conductors of The 
Teacher's World issued carly in the month a 
special. Endurance Number,” the object being 
to inculcate in the children, through their ' 
teachers, the great lessons of courage and en- 
durance that alone can bring victory in the 
present struggle. The number, which ran 
to forty pages, attained a high standard and 
in it were many thoughtful contributions. 
An inspiring pronouncement had been sent 
by the Premier, and it included the following 
passage which should be remembered by all 
who stay at home: "* It is not the people who 
endure-the greatest hardships and the greatest 
trials who grumble.” One feature of the 
number was the request that a million girls 
and boys should write letters to soldiers and 
sailors during the week of the papers cur- 
rency offering them encouragement in the 
struggle. This was set forth in the two centre 
pages, with illustrations showing soldiers at 
{һе front recciving letters from home. "The 
issue carried a fine display of advertisements, 
totalling seventeen pages, and we are glad to 
note that so many advertisers showed their 
appreciation of The Teachers World as a 
splendid medium for reaching the circle to 
whom it is addressed. Several of the adver- 
tisements were written to suit the occasion 
and the majority came from old and loyal 
supporters of the paper. 
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NOTES 


ON MEDIA 
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A vERY considerable amount of interest has 
bcen aroused by the appearance lately in 
The Sketch of а double- 
page article dealing 
with Messrs. Watnev's 
Wandsworth Distillery. 
The matter. was 
written in the form of an editorial article, 
and illustrated as such, and it told the very 
remarkable story of the sudden transfer of the 
century-old Wandsworth Distillery into a 
flour mill, a transfer of a most unusual charac- 
ter which has, however, been most success- 
fully effected. 'The transfer was the result of 
peremptory orders from Government that 
distilling was to cease immediately, and so 
Messrs. Watney resolved to convert thcir 
pans into flour mills rather than let them 
ie idle. Their action was prompt, plucky 
and enterprising, and we are glad to hear 
that there is little doubt of its successful 
issue. 


"THE SKETCH" 


# 


A VERY fine Imperial Trade Supplement was 
lately produced by The Times of India, and it 
should prove really use- 
ful to all who do busi- 
ness with that country, 
while it affords also 
—————— very stimulating read- 
ing for those firms which do not at present trade 
with our great Dependency, but arc wise 
enough to be thinking now of means hy which 
they may increase their Overseas trade. The 
opening article, entitled “ Scope of India's 

‚ Market, 815,000,000 Buyers," gives the keynote 
to the entire production, and shows how trade, 
great already, might be enormously increased 
with this vast and wealthy country now enjov- 
ing much prosperity. Indeed, the possibilities of 
trade with India are almost illimitable, for the 
people have the money to spend and are willing 
to buy. 


The supplement runs to 64 pages (12 inches 
by 18 inches), exclusive of covers, and carries 
a remarkably fine show of advertisements 
which occupy 39 pages, again exclusive of 
covers. It is interesting to note the names 
of some of the chief advertisers, for it is 
further evidence of the standing of the paper 
in Anglo-Indian circles. The advertisers in- 
clude Sanatogen, Callender's Cable апа Con- 
struction Co., Messrs. Richardson & Cruddas, 
Messrs. Bird & Co, the  Grahame-White 
Aviation Co., Vislok, Onoto Pens, the Scottish 
Tube Co., the Goldsmiths’ and Silversmiths’ 
Co., Messrs. Turner Bros. Asbestos Co., the 
Crossley Motors, Messrs. С. А. Vandervell, 
the Humber Cars, Auto-Carriers, Commer Cars. 
Sunbeam Cars, the Austin Motor Co.. Clincher 
Tyres, Hall's Distemper, Messrs. Nobel, Messrs. 
Mather: & Platt, Messrs. Allen & Hanbury, 
Horlick’s Malted Milk, Viyclla, Swan Pens, 
the British Dominion Insurance Co., Messrs. 


“THE TIMES 
OF INDIA” 


Cook (St. Paul’s Churchyard), the Lanston 
Monotype Co., Thermos Flasks, Sana- 
phos, Messrs. Lipton, Sanagen, and Messrs. 
Grindlay. 

The finely designed cover, showing a great 
liner drawn up alongside an Indian quay, 
constitutes a worthy introduction to the 
number. 

2 


THE editorial policy of Nash's is evidently 
responsible for the remarkable increase of 
sales during the past 
twelve months. For 
the last six months 
cach issue has been 
sold out within a few 
days of its publication. Nash's appears to 
have sensed the varying tastes of the public 
to a remarkable degree. John Galsworthy 
and Philip Oppenheim have signed contracts 
for articles for a period of five years. Miss 
Marie Corelli's new serial commences in the 
November issue, and with the January number 
will start a new story by W. J. Locke, апа the 
long-promised autobiography of Mrs. Langtry. 
With such a menu there is little doubt that 
Nash's wil continue to incrcase its already 
Brent hold on the public. 


# 


Тне town of Darlington celebrated the jubilee 
of its incorporation as a borough on September 
13th and in honour of 
the occasion The 
Northern Echo that dav 
broupht out a special 
issue. The fcature of 
the number, which consisted of twelve pages 
(good value indeed for a halfpennv) was а 
history of the town which dates back to the 
Conquest. This history was illustrated by 
most interesting reproductions of old prints 
and portraits. The number carried а very 
fine display of national and local advertising, 
running in all to about 45 columns. 


Another event. in the history of Darlington 
has been the extension of the premises of The 
Northern Echo, the formal opening taking place 
on September 13th, and the very influential 
nature of the gathering at the ceremony showed 
the important place which the journal occupies in 
the esteem of the people of the town and county. 
The ceremony was performed by Mr. Arnold 5. 
Rowntree, М.Р. Afterwards the company were 
entertained to lunch, Mr. Rowntree presiding, 
Sir Chas. Starmer, in the course of his speech, 
recalled. with pride the fact that The Northern 
Echo was the first halfpenny morning news- 
paper. The laving of the Dover-Calais cable 
in 1858, he said, and the formation of the 
Press Association in 1870, when the telegraphs 
were taken over Бу the State, gave a great 
stimulus to provincial papers, and brought 
them into a position equal, if not superior, to 
that of the London papers; 


" NASH'S 


MAGAZINE" 


"THE NORTHERN 
ECHO " 
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THE "ADVERTISING WORLD" LAW 
Ee RE PORTS vme 


War Deductions from Wages. 


IN THE City of London Court, on Septem- 
ber 4th, before Judge Atherley-Jones, K.C., 
an action was brought by Mr. George A. 
Carter, deputy letterpress overseer, Rosebery 
Avenue, Clerkenwell, against Sir Joseph 
Causton & Sons, Limited, printers, 9 East- 
cheap and Clapham Road, to recover 
£24 10s deducted from the plaintiff's wages. 

Mr. Lever, for plaintiff, said that when 
war was declared there was a suggestion that 
some deduction should be made by the de- 
fendants from the men's wages, and some part 
of the wages of other men had been stopped 
from that date. The firm deducted £1 from 
defendant's wages without any explanation. 
Plaintiff did not know how the deduction had 
been arrived at. £1 a week was deducted 
until December 4th, 1914, and after that only 
103. а week, but always without any reference 
to the plaintiff at all. The deductions went 
on until March 1915 at the rate of 10s. а week, 
when they ceased. The defendants were 
thus possessed of £24 10s. of the plaintiff's 
money which they refused to give up. Mr. 
Hildred Causton had suggested that owing 
to the war there was a prospect of work 
falling off and short time having to be resorted 
to. It was suggested that the moneys should 
be subsequently repaid. Plaintiff had never 
voluntarily acquiesced in the deduction being 
made from his salary. Defendants' profits in 
1912 were £13,000, but in 1915 they had 
increased to £18,222. That, in the view of 
the plaintiff and his co-workers, materially 
strengthened what thev regarded as a moral 
claim for the return of the wages. 

Plaintiff, in his evidence, said the defendants, 
when asked to refund him his wages, refused 
to do so, saying that if they acquiesced they 
would have to pay the other people as well. 
Witness denied that he agreed to the reduction 
sooner thanYbe"dismissed. | 

Mr. Edward Bryant, defendants' late over. 


seer, said he was quite sure that when the 
deduction was made Mr. Hildred Causton told 
him the money would be refunded to them “И 
trade bucks up." Не had sued the firm for 
his own deductions, and had recovered. 

For the defence, Mr. Hildred Causton, 
defendants’ manager at the Clapham Road 
branch, denied that he had ever agreed to pay 
back the deductions. Plaintiff assented to the 
deductions, and did not give notice to leave 
when the one-third was retained. Plaintiff's 
wages were afterwards put back and war 
bonuses of 6s. 6d. weekly paid, but he was not 
entitled to the refund. Defendants justified 
keeping the money now, because the war was 
still on, and no one knew where they would 
stand even yet. 

Judge Atherley-Jones found for the plaintiff, 
with costs, and said that the deduction was 
only intended to be temporary and to meet 
war risks. 


Racing Circulars. 


AT THE Mansion House Police Court, on 
August 24th, Miss Gladys Hale, of Fleet S.rcet 
and Purley, was summoned at the instance of 
the Commissioner of Police for dispatching 
through the post to Mr. S. A. Bigmore, of 
Haverhill, Suffolk, certain advertising circulars 
relating to Newmarket racing, in contravention 
of the Restriction (Paper) Order, 1917. 

Mr. Vickery, in support of the summons, 
said the facts were brought to the notice of 
the authorities by the recipient of the circulars. 
Defendant very readily and straightforwardly 
admitted that she sent the circulars, and added 
that she had ulso forwarded similar adver- 
tisements to various clients. 

Mr. Morris, in mitigation, said defendant 
was not aware that the order applied to type- 
written circulars. 

Sir William Treloar imposed а nominal 
penalty of 10s. on each of the summonses. 


EVENING CHRONICLE 


(Manchester) 


is First in News—First in Interest—First in Circulation. 
Therefore it is First in Value as an Advertising Medium. 


46, Shoe Lane, E.C.4. 
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Messrs. Harrods’ Stores. 


At an extraordinary mecting of Harrods’ 
Stores, held on September 5th, to consider a 
resolution for the extinction of the founders’ 
shares, it was agreed to promote a bill in 
Parliament to rearrange the capital of the 
company and to provide for the extinction 
of the founders’ shares. It is proposed that 
fully paid ordinary shares shall be issued in 
lieu of those abolished. Sir A. J. Newton, 
Bt., presided. At а meeting the same day 
of the shareholders in the Founders! Company 
the scheme was also approved. 


The London Express 
Newspaper. 


The report of this company for the усаг 
ended June 30th shows a credit balance of 
£12,464, which has been devoted to directors’ 
fees, interest on mortgage debentures (£2,226) : 
depreciation of plant (£3,000) ; commission and 
discount on issue of balance of debentures and 
further preference shares and £466 added to 
£1,770 brought forward, making a total credit 
balance of £2,236. 


Messrs. George Newnes. 


The annual report of Messrs. George Newnes 
commented on the fact. that hitherto the com- 
pany had been helped by the possession of 
arge stocks of paper bought at comparatively 
low prices before or in the early days of the 
war. But now the cost of production of the 
companys papers would increase as paper 
would have to be bought at higher rates. This 
increased cost was partly offset by raising the 
price of the publications and by a steady 
resuscitation of advertising revenue. The 
directors point out that while the publications 
of the company generally had maintained 
their circulation in spite, in most cases, of the 
advance in price it was the old favourites like 
Tit-Bits and. The Strand which continued to 
exhibit more vitality than ever both in sale 
and in advertising revenue. "The net profit 
for 1916—17 at £44,200 was £1,200 greater 
than for the preceding year. А dividend on 
the ordinary shares of 5 per cent. was гесот- 
mended, and £28,800 carried forward. 

Presiding at the ordinarv general meeting 
on August 31st, Sir Frank Newnes spoke of the 
continuous rise in the price of paper, but said 
that happily the board had purchased large 
stocks at prices far below those now pre- 
valent. They had had to replenish their 
stocks, but the average prices had enabled 
them to present the figures shown in the 
report. It had been found necessary to increase 
the price of certain of their publications, but 
circulations had not been adversely. affected. 
The company’s advertising revenue had 'in- 
creased, but the cost of production was 
steadily growing, and it was matter for anxious 
consideration whether prices of publications 
could be raised to such a level as would com- 


pensate for the increased cost of production. 
The report was adopted. 


Sapon. 


A scheme has been prepared for the recon- 
struction of Sapon, Ltd. The present capital 
is £120,.000—namely, £40,000 preference and 
£80,000 ordinary, but no dividend has yet been 
paid. The new company will have a capital 
of £200,000, consisting of 100,000 cumula- 
tive 7 per cent. participating preference shares 
of £1 cach, and 500,000 ordinary shares of 
4s. each. Preference holders will lose their 
preference and receive two ordinary for each 
preference with 1 per cent. additional interest, 
the ordinary shareholders receiving one new 
ordinary for each old share. The holdings of 
debentures and prior lien bondholders will also 
be altered. Interest due will not be paid in 
cash, but in serip, 50 per cent. in preference 
shares and the balance in ordinary shares. 


Port Sunlight Co-Partnership. 

Lord Leverhulme has distributed at Port 
Sunlight £89,947 value of co-partnership 
certificates to employees of Messrs. Lever 
Bros. The total amount now standing in 
trust deeds is—Ordinary certificates, 645,275, 
Preferential, 38,270. 


Messrs. Raphael Tuck & Sons. 


For the year ended April 30th the net 
trading profit was £11,500. With the addition 
of £2,249 from the reserve, the Preference 
dividend has been paid. 'The accounts show 
capital reserve £8,845, special dividend reserve 
fund £15,788, and general reserve £20,042. 

Speaking at the annual mecting of Messrs. 
Raphael Tuck & Sons on September 5th, Sir 
Adolph Tuck, Bt., congratulated the share- 
holders on the excellent work the firm had 
produced considering the difficulties under 
which they had laboured. Through the 
war not a penny had been left owing to 
the cumulative preference shareholders. As 
to the American company, in which the London 
company was so largely interested, the results 
for the past year were more encouraging, and 
gave promise that when the normal con- 
ditions once again prevailed the American 
business would make up for its losses in the 
past few years. Last year’s veto by the 
War Office on the dispatch of Christmas cards 
to America by the publie had been entirely 
removed. The report was approved. 


Messrs. Weldons. 


The report of Messrs. Weldons for the year 
ended June 30th shows a net profit, including 
£11,976 brought forward, of £46,850 as com- 
pared with £46,226. А further dividend of 
5 per cent. has been declared, making 10 per 
cent. for the year, the same as for each of the 
two preceding vears. £12,500 is set aside for 
depreciation, leaving £9,600 to be carried 
forward. 
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For the purpose of the following computation the advertisemeuts 


Display, in which are included all general, trade, financia] and prospectus 


during month ending August 22, 1917. 


were divided into two classes 
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It must be understood that while we exercise all possible care to ensure the accuracy of 


these figures we cannot guarantee that they are absolutely correct. 
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We shall be pleased to answer any queries addressed to us by American corre- 
spondents, and to furnish them with any exact information required. Detailed 
reports of the market conditions affecting particular commodities will be furnished to 
responsible enquirers. Replies of general interest will be published in this Supple- 
ment, others will be forwarded through the mail. Communications should be addressed 
to (Transatlantic) Information Bureau, THE ADVERTISING WORLD, Sardinia 
House. Kingsway, London, W.C. 

Advertisements in this Supplement are censored by us ; and statements made in 
them may therefore be accepted without reservation. 

Telephone : 2269 Holborn. Telegrams and Cables : “ Adverwarld, London." 


ON SURVEYIN G THE GROUND 


T is а common and disastrous habit of the 
majority of art students to start drawing before 
they have had a thoroughly good look at the 
model. Thev set to work right away to deal 
with problems that they have not given them- 

a)? 7: selves a chance to examine and understand. 
Иж ЖЫ | | That is one reason, and not by any means 
LC TZ | the least important, why such а small per- 
centage of students ever develop into successful craftsmen. They 
fail because they do not realise that a definite idca must precede 
effective action. 


Now it is for the same reason that so many advertisers from ' 
overseas who try to do business in the British home market cannot 
contrive to make thcir operations profitable. They are so impatient 
to be doing that they grudge spending enough time upon collecting 
and ordering the facts that should govern their commercial campaign- 
ing; and vet are unwilling to allow full freedom of action to those 
better informed. 
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The overseas advertiser should. if it is at all possible, make it 
his business carefully to survey the market which he proposes to 
enter, either in his own proper person or through the medium of a 
rcally responsible and capable subordinate. 


Such a surveying expedition, if undertaken at all, 15 often made 
the occasion of giving a pleasant and instructive trip to some voung 
relative of the chicf executive or a junior partner who is still in the 
learners class as far as his business is concerned. 

This is а fatal practice. The best man available is not a little 
bit too good for such important work. 

Any idea that nothing is called for but a series of socio-com- 
mercial consultations with а few alleged “ authorities" and a 
leisurelv tour of the principal centres of trade should at once be 
dismissed. 

To make a survey that is of any practical utility involves the 
excreise of a great amount of intelligence trained intelligenee—and 
an unlimited measure of concentrated application. It is no oceupa- - 
tion for incapables, however well-meaning they may be ; or for even 
the most capable if they incline more towards having a good time 
than towards doing good work. 

Nor should it be forgotten that even the most apprehensive and 
acute of observers cannot expect to learn in а few weeks or months 
what those on the spot have only discovered by continuous examina- 
tion at close range and an accumulation of practical experience. 


They must make it a great part of their plan to find out from 
whom the information they requirc is really obtainable, and must 
be compctent to form a just judgment of the credibility and soundness 
of the evidence that is presented to them. 


Furthermore. the overseas advertiser who comes prospecting 
into the British market should be scrupulously careful to empty his 
mind of prejudice as a preliminary. He comes to learn, not to 
teach ; to ascertain how best to adapt his appeal to a strange con- 
stituency, not to point out to that constituency that its cherished 
customs and convictions—for which there are probably reasons 
beyond his comprehension—are absurd and erroneous. 


Whatever wisdom he may have to impart he will be unable to 
convey to his hearers until he has won their sympathy and can 
address them in a language they can understand. 


So we say to our American friends. come over and make the 
personal acquaintance of the British market before attempting to 
enter it, by all means; but do not send over to represent you on so 
important a mission someone whois as yet inthe position of a pupil 
with regard to vour business. If your sons have a mind to indulge 
in a European holiday or your nephews desire to complete their 
education bv a tour of inv estigation, be as generous in meeting their 
wishes as vou like: but. if you cannot come vourselves, send your 
most astute fellow-director, the manager in whose judgment you 
place most trust, the buyer who has most consistently © made good ” 
for you to act as the advance agent of your British campaign. 


And tell him to make sure that he applics for information in 
the right quarters. Tell him that in the first place he might do 
worse than call at the offices of THE АруЕевткихс WORLD. 
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with no artistic adornment, with no pictures 
except those which are conveyed by the force- 
ful, vivid Anglo-Saxon of its articles and. 
editorials. Yet with a sale four times as large 
as that of any other British periodical and an 
influence far greater than any other daily or 
weekly newspaper, illustrated or otherwise. 


JOHN HULL 


is its title, and youll find it wherever Britons 
congregate. 


TO AMERICAN ADVERTISERS 


Let me post you a copy and tell you some intensely interest- 
ing facts about “ John Bull,” its editor, and its advt. pages. 


Average circulation Philip Emanuel 
1 ; 500,000 сорі es. Advertisement Manager 

р —————————— ИЫ 40126 0, LOT уро о ИИ, 
Advertisement rate 85-94 LONG АСВЕ 
$ 1,000 per page. LONDON, ENGLAND. 


September 1917 III 


Special Supplement 


ч m" T". E M m т 


жа Nm. 
1 
3 
à 


ЕВ ТАИТИ 


И gp С) L 11 


PA ET CS ГС 


A А i 


ЇШЇШЇШЇШЇШЇШЩШ 


The Advertising World 


ч мз чм Y W А r 


MC 


r о! í V LIU TI ҮҮ 


(7 ] 
„„огаоп 


THE DISCUSSION, or rather conver- 
sation, was discursive, but it revolved 
around the characteristics and pecu- 
liarities of British consumers. 

“ They have one characteristic that, 
I admit, rather surprised me," said Mr. 
Selfridge; “‘ they proved to be more 
and not less responsive to advertising 
than those of their contemporaries with 
whom I came in contact in the U.S.A. 
I can only speak of my own experience, 
of course, but I cannot suppose that the 
consumers who prove so quick to 
respond to our own advertising are any 
less ready in answering the appeals of 
other traders. Our own records show 
that since we opened in London we 
have consistently secured greater results 
from every unit of expenditure upon ad- 
vertising than I was ever able to obtain 
during а somewhat extensive experience 
on the other side of the Atlantic. 
Though I expected a satisfactory return 
from our advertising I certainly did not 
look for one relatively so remarkable. 


A RESPONSIVE FIELD. 


** [t seems to me that here is a fact, 
easily demonstrable at any time, that 
might furnish food for thought to those 
who are inclined to think that the 
British advertising field consists of а 
hard and ungrateful soil that can only 
with great difficulty be made to vield a 
reasonable harvest to the cultivator. 

“ On the contrary, it is shown to be 
quite exceptionally responsive to fair 
treatment, and, in addition, it possesses 
other advantages for the advertiser. In 
being so much more compact it is much 
more easily workable than the American 
field. In what other centre than 
London could a merchant keep in 
immediate touch with а twentv-million 
circle of potential customers and main- 
tam a useful if less intimate connection 
with as many more ? 

“ London and its direct dependencies 
in town and country is, Гат апа away, the 
greatest single trading constitueneyv in 


IF 


the world ; and there are half-a-dozen 
other compact and centrally dominated 
trading areas in Great Britain that offer 
opportunities only a little less exciting 
to the enterprising advertiser. 


A GREAT Кто Easity WORKED. 


** These densely populated and com- 
paratively small areas can be worked 
thoroughly from опе central point, 
which, by enormously simplifying organ- 
isation and facilitating control, enables 
a maximum result to be secured from 
the minimum of effort. 

** The advertiser from abroad coming 
for the first time into the British market 
would therefore find awaiting him 
unexpected opportunities for effective 
action, and difficulties with which he 
has been accustomed to contend are non- 
existent. i 

" If backed by a sound commodity 
he ought to stand a very good chance of 
establishing himself, provided he feels 
his way carefully and with due humility, 
never assuming that because a par- 
cular scheme of advertising. or a certain 
method of trading. has spelt success for 
him in the country from which he 
came it must of necessity do the same 
here. 

“The British public is not, for 
example. the American public—though 
the casual observer would undoubtedly 
be more struck by their resemblances 
to one another than the differences 
between them. If the distinctions that 
separate them are finely drawn they 
are real and they must be taken into 
account. 

“It is only by cultivating а svym- 
pathetically sensitive mind towards 
British peculiarities that the American 
advertiser can expect to apprehend these 
intangibilities in such a fashion as to 
avoid costly mistakes. It is easier to 
arouse antagonisms than to allay them. 
to create distrust than to dispel it. And 
ignorance is more often the cause of 
offence than anv sinister intention. 
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Commercial Links 


which bind the United States of America 
and the United Kingdóm of Great Britain 
and Ireland are, perhaps, the most im- 
portant factors in the world of commerce 
to-day. Between the two great English- 
speaking peoples a powerful community of 
interests has been developed to their mutual 
advantage. 


Day by day and year by year this bond 
between the great democracies has been 
strengthened by the exchange of ideas 
and merchandise. 


For the furtherance of this great alliance 


THE DAILY MAIL 


more than any other, has been the means 
chosen by the pioneers of American industry. 


CARMELITE — BÀ же LONDON. 
HOUSE. E.C. 
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“ Бог our own part we are always 
intent upon treating the consumers, 
whose goodwill forms the foundation 
of our business, with the greatest rc- 
spect, and are always cager to learn 
their wishes more precisely so as to 
mcet them with closer exactitude. 

“The trader who, for whatever reason, 
attempts to dictate to his customers is, 
in any case, doing a very dangerous 
thing: in thc British market he is indule- 
ing in a suicidal exercise of his vanity. 

“ Perhaps one 
can best indicate 
a few of the out- 
standing charac- 
teristics of British 
consumers as а 


Wis ee i, Rae ey! 
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“ Breaking into British 


goods they produce, however little the 
actual quality may reveal itself to any 
but the closest inspection; and that 
British merchants work with what 
sometimes looks like an unprofitable 
consisteney upon the old-fashioned 
theory that honesty is the best poliev. 

** There are, as we all know, exceptions 
to these rules, but they are recognised 
to be exceptions. 

* What the manufacturer and mer- 
chant are. that their customers have 
made them: and 
so we get. to start 
with. this small 
insight into. the 
minds of British 
consumers — that 


bodv Бу giving : : } 

you one or two of | business is something damental quality 
one's impressions lik ESTER, Я more than super- 
of British busi- ке reaking into ficial attractions, 
ness men: for all . and that thev are 
business men are Society. Instead of quickly — repelled 


consumers and 
most consumers 
are business men, 
are they not ? 


i e cam ee ty o enn ee z 


‘pull,’ however, you 


| must have patience ; 


bv even the 
smallest evidence 
of deception or 


( 
| 
| thev regard fun- 
\ 
| 
sharp practicc. 


“ Ву the way, in addition to nerve | "Te has ako 
‘men’ here, vou | | been observed 
will understand, you need a sense of that British 
is to be taken as | А manufacturers 


99 
| ds humour. 
including women. 


who. when they 
arc the executives 
of the houschold, 
аге perhaps the E 
most businesslike 

of the species. 

“ I may at once sav, to destroy any 
notion that I am merely a critic bent on 
fault-finding. that the most able Ameri- 
can business men have, as business men, 
a very high opinion of their British con- 
temporaries. You will hear more abuse 
of British business men and methods in 
this country in one day than you will 
hear during twelve months in the 
U.S.A. It is fully recognised that such 
an edifice as that of British trade must be 
built on a very solid base, and American 
manufacturers and merchants are quite 
astute enough to regard such a structure 
with respect and to study it with 
assiduitv. 

“ They note that British manufac- 
turers have a habit of maintaining a 
very high standard of quality in the 
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ISAAC F. MARCOSSON. 


werc— what they 
тау be after the 
shocks of маг 
only time can 
show—inclined to 
be over-conserva- 
tive, maintaining 
bad as well as good traditions and 
theories, and that they were slow to 
‘scrap’ out-of-date machinery and 
methods even when better were plainly 
available. 

“* Obviously, if these attitudes of mind 
survived aniong those who catered for 
them it was only by the cffective per- 
mission of consumers; and thus we 
have further hints that newcomers into 
the British advertising field. will do 
well to take to heart. Thev must not 
appear as iconoclasts or revolutionaries 
in the eves of a people essentially 
faithful to old beliefs, justified or 
unjustified, and indisposcd. to move 
even in most desirable directions other 
than deliberately and, so to say, in an 
accustomed formation. 
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HOW PALMOLIVE WAS PLACED ON 
s uiTHE BRITISH MARKET ium 


Аз told Бу the Manager of the B. J. Johnson Soap Company. 


THE MANNER in which Palmolive 
Soap came to be established on the 
British market is one worth studying 
by manufacturers who aspire to see 
their own special commodities in a 
similar position. 

The first step was taken in 1912, 
when Mr. Caleb Johnson, the president 
of the company, came to England to 
look round, and after close investi- 
gation decided there was a market for 
the soap. He appointed me English 
manager, and in February of the fol- 
lowing year we started 
operations. 

Ouradvertising began 
on a modest scale, but 
from the first we 
realised that it could 
onlv be handled cffec- А 
tively bv а British | 
agency of experience. 
To them we entrusted 
the campaign from the 
start. They prepared 
the copy and selected 
the media, and helped 
us to link together ad- 
vertising and distribu- 
tion, and we were fully 


Palm and O) 
th 
{о 


LI 
b 


satisfied with the re- 
sults. 
We began in the 


weeklies, and later we took full pages 
in the dailies as well. Naturally the 
newspaper advertising formed a fine 
backing for our travelling salesmen ; 
British retailers know that the week- 
lies go right into the home, while the 
dailies furnish ап enormous amount of 
powerful general publicity. We don't 
use the daily papers much in the 
States, but here the results from this 
source have been quite remarkably 
good. 

I can hardly say that our selling 
system is essentially American, though 
I am told that it is different from that 
of most manufacturers. 
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The B.J. JONNSON SOAP OO. 134. Holborn, London. O 


We introduced Palmolive to the big 
wholesale houses first, and afterwards 
appointed agents throughout the 
United Kingdom, as well as on the 
Continent. Our travellers canvass the 
retailers, but we don't supply the trade 
direct, and thus gain the goodwill of 
the big wholesale houses. It does not 
pay to antagonise. such powerful in- 
terests in order to secure a few minor 
advantages. "The advertising gives 
the retailers and the wholesalers, too, 
the assistanee they need to move the 
goods "; and we have 
an article sound enough 
to back up the first de- 
mand created Бу ad- 
vertising by repeat 
orders. 

I don't think we 
have used, or shall 
use, anv of the ad- 
vertisements here that 


2000 years’ record for we use in ** the 
D n m States," though our 
= advertising here has 

been so successful 


that it is highly pro- 
hable my people on 
the other side will 
make use of some of 
the copy prepared for 
us on this side. 

I may say we placed our adver- 
tising over here at the commencement 
in the hands of Mr. V. J. Reveley, 
managing director of Messrs. W. L. 
Erwood, Ltd., and he has handled it 
ever since to our very complete satis- 
faction.—[ADVT. | 


W.L.ERV/6OD,L* 
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INTERNATIONAL ADVERTISING AGENTS 


30,31 & 32 FLEET STREET 
LONDON, E.C.4 
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“ Closely allied to the foregoing 
observations is the assertion that 
British business men are lacking in 
imagination; that they are content 
with a solid present resting upon a 
substantial past without  bothering 
about a problematical future. 


THE WISDOM or RESTRAINT. 


“ This I conceive to be only partly 
true; but it is certainly the fact that 
the romantically adventurous business 
idealist who would find himself taken 
perfectly seriously in North America—as 
he ought to be, in view of what he has 
done for it—would most probably in 
Great Britain be described as ‘all sail 
and no ballast.’ That a cloud of sail may 
be urging along a perfectly ballasted 
hull is something that the British 
business man knows may be true, 
but which he always takes liberty to 
doubt until it can be proved beyond 
dispute. 

“ At all events, Americans urdcr- 
taking any kind of business over here 
would be likely to gain more support 
by concealing than by displaying the 
leaping imagination which so often 
furnishes their principal driving force. 
For them to be convicted of imagina- 
tion would too often carry with it 
their condemnation as unpractical— 
and for everything that is not * practi- 
cal, in their own acceptation of the 
term, British people have been found 
to possess an instinctive distrust. 

"Those Americans who propose to 
make some serious endeavour to estab- 
lish themselves in Great Britain will, 
no doubt, be glad to know that I have 
formed a strong opinion as to the com- 
parative absence of the competitive 
impulse in British commerce. Com- 
petition of a kind there is, of course, 
but the fierce intensity of competing 


forces which: makes industrial and com- 
mercial America one vast battleground 
of a remorseless and never-ceasing 
conflict between furiously antagonised 
individuals and interests is almost 
unknown here. 

* It should, then, be easy for one to 
gain an entrance, some will say ? Do 
not let them be so sure of that as to 
think that less than their full effort 
will suffice. 

** They must remember that the com- | 
petitive methods which would win them 
applause and support in America might 
well earn nothing but detestation and 
ostracism in Great Britain. The white- 
hot intensity with which they have 
been accustomed to pursue their busi- 
ness ends overseas must here be 
reduced to a genial glow. It is not 
that the British people object to a good 
fight—not at all—but they will not 
countenance it unless it is fought 
according to their own rules. And 
those rules apparently prohibit an 
excess of energy as indecent. 


Foop ron REFLECTION. 


* On the whole, Americans who read 
these observations may perceive that 
their entrance into the British market 
should give them plenty to think about. 

“ Although we may claim to have 
cultivated a portion of the British 
trading field to some effect, for by the 
time our business here is ten years old 
we shall be much surpriscd if we have 
not the largest retail annual output 
in the British Empire, I do not yet 
dare to pose as a fully-competent 
authority on the British market. 

* But I have been studying it for 
years, am learning more about it every 
day, and I propose to go on doing 
so. Perhaps in that lies the reason 
for such success as we hope to win." 


* For a week past I have been reading 


nothing but 


` A.W ^s. 


Up till the other 


day I hadwt read а copy of my favourite 
journal since September, so when the last 
Home mail brought seven back numbers I 


rejoiced and was 
Ковевт Нии, 


erceeding | glad."—Tnk 
ADVERTISING 


SERVICE, 


Christehurch. New Zealand. 
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A CONSTANTLY CHANGING 
mum CONSTITUENCY nm 


In collecting statistics relating to the 
British market care should be taken 
not to consult out-of-date authorities. 
Any facts and figures concerning the 
market as а whole or.any particular 
section of it dating from before the war 
are, of course, absolutelv valueless. 

The changes occasioned by the mobi- 
lisation of the whole of the nation's 
industrial resources for military purposes 
have effected а complete transformation 
of practically every central and local 
market in the country, and conse- 
quentlv campaigning plans based on 
any but the most recent of general and 
statistical information would be fore- 
doomed to failure. 

When peace at length arrives there 
will be further readjustments and 
resettlements of a comprehensive charac- 
ter, and it will be а long while before 


stable conditions once more prevail 
Consequently it will be vitally necessary 
for the American advertiser who trans- 
acts business here to have constant and 
continuous reports of the ever-changing 
conditions under which he will have to 
work; or, alternatively, to leave a 
perfectly free hand to a trusted agent 
or representative on the spot. 

Campaign plans for some years to 
come will have to be much more elastic 
than it was necessary to make them in 
the past, and will need to be carried 
out with а much closer attention to 
temporary expediences. 

This means that they will call for 
increased keenness and ability from the 
executives controlling them, and renders 
it doubly important that only adver- 
tising men of the most unquestionable 
qualifications should be put in charge. 


Advertising in the British Isles. 
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HULTONS, of LONDON and MANCHESTER, 
can claim a greater output of Newspapers than 
any other office in the British Isles. 


CIRCULATION 


E. HULTON & Co., Ltd., Withy Grove, 


September 1917 


issue 9 MILLIONS. 


ISSUE 

Newspapers are admittedly the most effective media 
for this country—it is small enough to be covered 

thoroughly by them. —————————— 
No advertising scheme for publicity in the British 
Isles is complete without some or all of the Hulton 
group, comprising, as it does, Daily and Weekly 
Picture Newspapers, and Morning, Evening, and 
Sunday Newspapers. The publishing centres are the 
richest and most densely populated in the Kingdom. 
Flat Rates throughout to stated circulations. 
Thereis something wrong with the bureau or agency that 
does not advocate the use of the Hulton Publications. 


46, Shoe Lane, E.C.4, London, England. 
Manchester. 


. Special Supplement The Advertising World 


Ф these three districts with any 
statistics or book of reference, and you 
will find indisputable evidence that they 
are the three busiest and fastest-growing 
areas in the British Isles. The population 
comprises every class, their earnings are 
large, they spend freely and they put their 
faith in their favourite newspaper. 


Obviously the campaign which does not include the 
Big Three cannot be complete or do full justice to 
your goods. 


To any British or American Manufacturer contem- 
plating an advertising campaign in the British Isles 
we Shall be pleased to send informative data relating 
to the buying capacity of these areas. 


THE BIG THREE comprises— 
The Sheffield Independent. 
The Birmingham Gazette. 
The Northern Echo. 
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Orortwich 
Warwick 


wétord-on Avot |'THE BIG THREE, 
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Berwick- on-Tweed 


Address your enquiry to-- 


Independent Offices, 
Sheffield. 
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OPPORTUNITIES NOW GOING ТО 
EUR. W ASTE waise 


By J. W. JENKINS 


A few observations on a class of commodities which 
need the aid of “live” advertising now to make good 
their foothold in Great Britain 


IN ONE of the munition districts the 
other day I stopped in front of a shop 
window full of tools such as are used by 
skilled workers in engineering and other 
trades. Nearly every part of every town 
in England that is not purely residential 
might be called а munition district now. 
I suppose that this window was dupli- 
cated in hundreds of other shops in 
other parts of Great Britain. It was 
filled with micrometer gauges, calipers, 
punch sets, scts of lathe tools, abrasive 
wheels and stones, planes, small electric 
tools and motors, soldering sets, ham- 
mers of various sizes and kinds; the 
wide range of different sorts of 
hammer, for instance, that would appeal 
to а skilled man who realised the 
importance and pleasure of having 
exactly the right size and shape and 
weight of hammer for the work he was 
doing. There were files, saws, clamps, 
tongs, shears, wrenches. | On at least 
two-thirds of the articles on which any 
mark of origin could be seen the mark 
was the name of a town in the United 
States. A few were from towns in 
Canada. The other one-third had bcen 
made in England. | 
OTHERWISE ENGAGED. 


Now the tool-makers of England can 
make very excellent tools, have made 
them before, and will make them again, 
but just at present most of them are not 
doing it. Great Britain has been using 
her tool-makers for other purposes and 
has been letting America supply a large 
part of the tools that her workers necd. 
In that window there were some tools 
which had a distinctly American look 
about them, possibly with pleasing and 
speed-getting features in them for which 
the English tool-makers had not thought 
there was a market here... About many 
of the tools—in fact throughout almost 
the whole display—there was the sugges- 
tion of what I suppose one would call 


XII 


" pleasure-in-usc," that somehow the 


American  tool-makers succeed in 
throwing around the tools they 
make. 


VERY SIGNIFICANT. 


It seemed to me that, from several 
different points of view, that display 
window was significant. First, the fact 
that the number of tool-users in Great 
Britain, skilled and partly skilled, is 
enormously increased ; and that a усгу 
large part of the general public now has 
the ability to use tools and to form 
opinions as to their merit. Second, the 
obvious appeal to the pleasure of using 
the exactly right tool for the work in 
hand; and the pride in using a tool that 
has an appearance, quality and con- 
venience which not only gives satisfac- 
tion to the worker himself but is. 
in а way, а sign of his standing and 
skill. . 

Third, these trade-marks, and the 
standards they represent, might Бе 
impressed on the minds of the tool-users 
so as to build up a lasting prestige 
which could ensure that these tools 
would still have a market here when the 
war is over, But nothing of the sort is 
being done. 

Tools of thc same patterns, made and 
tested by the same processes and 
standards, and therefore marked with 
the same trade-marks, could, after thc 
war, be made here for this markct just 
as advantageously as in the United 
States or Canada. It is safe to say that 
when Great Britain's industries аге 
released from war work nothing that 
can be made here to better advantage 
is likely to be imported. Under the 
conditions that will probably exist after 
the war, taking account of all the 
probable factors which will influence 
imports, it is quite likely that tools will 
be one of the lines that can be made 
here more advantageously than else- 
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PENNY 
SUNDAY 
PAPER 


Special Supplement 


F you ask your agent 
|. tell you the name 
of the best penny 
paper issued on Sun- 
day to reach the best 
people with money 
to spend his answer 
will be 


THE SUNDAY TIMES 


Its news service 1s 
second to none. 

Its leader writers are 
second to none. 

Its financial articles 
are acknowledged 
the best in British 
en 

t is read by men and 
women who think. 


ADVERTISE ON THE DAY IN WHICH 
PEOPLE HAVE TIME TO READ 


ADVERTISE IN- А Це 


ASK YOUR AGENT 9, 


ADDRESS US AT WINDSOR HOUSE, KINGSWAY, LONDON, W.C.2 
ЕЕ 
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where, for the British market and other 
markets which buv here. 

If the makers of those American and 
Canadian tools could develop a sufficient 
prestige for their trade-marks now, 
before the war ends, they would place 
themselves in a position to establish 
factories here as soon as circumstances 
permitted, importing only their designs, 
proeesses, standards, trade-marks and 
selling methods. Failing to place them- 
selves in that position thev may find 
that their war-time sales have been only 
temporary, and that the tools thev sent 
to this market might just as well have 
borne no trade-mark at all. It is an 
opportunity that is being neglected, and 
which will fade away with the end of 
the war: an opportunity to turn a 
temporary opening into a permanent 
market. I have no doubt that on the 
other side of the ocean, in the United 
States and Canada, there тау be 


British products at present enjoying 
the same kind of temporary war-time 
sale, which could be made permanent 
if the opportunity were seized now. 


For forty-five years and more " The Graphic” has occupied a front rank 
position among British illustrated newspapers appealing to people of 
social standing and financial ability. And it is stronger to-day than ever. 


All British advertisers of high-class commodities show 
their judgment of its value by appearing regularly 
It has been proved by them to be an 
essential element in a successful campaign. 
know it to be an established institution in the homes 
and resorts of those in “comfortable” circumstances. 


Is there not here a moral for your consideration ? 


SEND FOR FURTHER PARTICULARS TO 
GEORGEXSPARKES, Director of Advertising, TALLIS HOUSE, TALLIS STREET, 
LONDON, Е.С. 4 


in its pages. 
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Ох THE MARKET. 

The tools are already in this market. 
Through all the restrictions and other 
barriers—limited cargo space, import 
permits, distributors’ difficulties, and 
every other war-time obstacle—-they 
have arrived here. So that that 
important part of the work of introduc- 
tion has been done, probably with very 
little trouble on the part of the manu- 
facturer. 

The goods, with the trade-marks on 
them, are actually in the hands of 
users, and are being employed in work 
which should give every opportunity to 
prove their merit. So that that part of 
the work of introduction which ordi- 
narily would require months or years of 
planning and labour by the sales 
department and advertising depart- 
ment, has been done; probably bv the 
mere demands of the war situation. 


\Уовк TO BE DONE. 


But the work whieh would ensure 
continuance of these sales has not been 
done. The worker, and those in contact 


They 
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THE UNIQUE FEATURE OF 
ADVERTISING IN LONDON 
IS THE MOTOR-BUS 


ITS ROUTES COVER 
GREATER LONDON 
AND SERVE A FIFTH 
OF THE POPULATION 
OF THE COUNTRY 


IT HAS CARRIED 720 MILLIONS 
OF PASSENGERS IN THE YEAR 


IT IS THE FINEST PASSENGER SERVICE 
IT IS THE FINEST ADVERTISING SERVICE 


FOR RATES AND PARTICULARS 
APPLY TO THE ADVERTISEMENT MANAGER 

THE LONDON GENERAL OMNIBUS COMPANY LIMITED 

ELECTRIC RAILWAY HOUSE. BROADWAY, WESTMINSTER.sw. 
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with him, have not been told the merit 
of the tool. Of course in theory, an old 


and favourite theory, the merit of the : 


tool should *' speak for itself." Adver- 
tising its merit, its difference from other 
tools, all the facts that go to make up its 
prestige; advertising these to the man 
who has already purchased the article, 
and to those other prospective pur- 
-chasers who see him using it; should be 
entirely unnecessary. The favourite 
theory does not always work out in that 
` way. Articles that are left to speak for 
themselves (especially if there has been 
no information by advertising prior to 
the purchase) often fail to impress their 
merits on the buyer so deeply that he 
“talks them ир” to his friends who 
might also become buyers; and they 
often fail to make that deep impression 
of prestige which would enable them, 
later, to withstand competition. 

The busy worker may regard it 
perhaps as just a good hammer; he 
may never think to compare it with 
others; he may not have time to think 
out for himself all the details in which 
it might be superior to other hammers. 
He may and very likely does take its 
merit as a matter of course and may fail 
to realise the thought and care that 
have been put into its design and 
manufacture. He sees no reason for 
calling it to the attention of his mates. 


TELL THE USER. 


If they did notice it he has no interest- 
ing facts to tell them about it. His word- 
of-mouth advertising of the article, 
which might be of great value in plant- 
ing the seed of future sales and in 
strengthening trade-mark prestige, is 
being lost. 

Tools are but one example of a very 
large class of articles which now have 
similar opportunities, which if not 
seized upon and developed will fade 
away when the war is over. They are 


trade-marked articles or articles of 
special design, which during the war 
have been imported and are already in 
use by the armies or by the civilian 
population in Great Britain and on the 
Continent; articles of the sort which, 
after the war, can probably be made 
here for these markets, to greater 
advantage than in America or Canada ; 
if the manufacturer develops now a 
sufficient trade-mark prestige here to 
justify him in manufacturing here. 


Now Is THE TIME. 


There are many different articles 
bearing American and Canadian trade- 
marks in use by the men in the armies 
(who, later, will return to industry, 
business and private life), and in use by 
civilians. When these war sales began 
each American manufacturer of course 
hoped that “every sale would be a 
demonstration-sale," leading to further 
sales. That is the theory ; but little or 
nothing is being done to ensure that it 
works out. The information which is an 
essential part of the demonstration is 
absent. People who may later be 
prospective purchasers can now sce the 
article in use ; but neither they nor the 
men who are using it are given the facts 
which would make them realise all the 
merits of the article, or that those merits 
can only be found under that trade- 
mark. Any American manufacturer who 
saw in his home market that his product 
was being demonstrated without any of 
the demonstration-facts and arguments 
would say at once that the demonstra- 
tion was incomplete and ineffective. 
He would take immediate steps to 
remedy it. But because it is an export 
sale he imagines apparently that the 
mere use of the article, without any of 
the facts and arguments about it, will 
be sufficient to lead to further sales 
after the war, in the face of the stronger 
competition that will appear then, and 


The two main groups of American or Canadian articles which have possibilities of after-war 
trade in this country and in Europe (trade-marked articles or articles of special design) : 

1. Those which can be made to best advantage here after the war, many of which are now being 
imported from the U.S.A. or Canada, including tools, building materials and fittings, labour- 


saving devices, machines of various kinds. 


2. Those which even after the war can be made to best advantage in U.S.A. or Canada and which 


can be imported into this country and the Continent, such as food specialities, not too bulky, leather. etc. 
These include the numerous brands of tinned goods which are now getting into the market but which 
are being distributed in such away that any опе brand has little chance of building up a strong and 
lasting trade-mark esteem in'any one district or group of consumers. 
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RE you marketing your product abroad ? 


If not, is there any real reason why you 
should not ? 


British, Colonial and Foreign markets will be 
open after the war to goods of merit of every 
kind. But there will be a rush for first place 
in each particular field. Your product should 
be firmly established before your competitors. 
get busy. ` 


p ow» 
- 


we dA dede АА Tee А uL Wu Ne Ae 5 aeu 


Let our U.S.A. House (under the direction of 
Mr. J. Roland Kay) get in touch with you. Let 
them co-operate with you on the spot and prepare 
you now for these after-war opportunities so 
that you may be in a position to enter these 
profitable markets without unnecessary delay 
when the time arrives. 


This branch of our organisation, in common 


‘with the London Head Office, has for many 


years specialised in International Advertising, 
andacts for many U.S.A. Manufacturers who, 
under its direction, have made for their products 
a world-wide reputation. 


Consultation and Service, either in London or 
Chicago, are at your fullest disposal. 


JOHN HADDON & CO. 


Established in the City of London 1814 
SALISBURY SQUARE, LONDON, E.C.4 


CONWAY BUILDING, CHICAGO, U.S.A. 


And at CAPETOWN, SYDNEY, BUENOS AIRES 
ATH 
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in the face of any other difficultics of reached. by advertising in one publi- 
importingintothesemarkets. A mistake. cation or another. In other ways, too. 
it is possible to put into their. minds 
the facts and arguments relating to the 
Thougn the articles are already in machines, tools and other articles 
use the users cannot be relied ^ now actually “seen in use.” 
upon to give to other prospective pur- | 
chasers the necessary `* demonstration- 
facts and arguments " ; they haven't Any manufacturer who has made war 
them. If this information is not put sales of an article that bears his trade- 
into the minds of prospective pur- mark, and that he is proud of, would do 
chasers now, while they ean sce the — well to consider this and to act upon it, 
article in use. then nearly the whole of if he hopes to develop, before the war 
the opportunity is likely to be lost. ends, a sufficient prestige for his 
The only way to put it into their product to justify him in manufacturing 
minds, as it seems to me, is Бу adver- here—in case he finds. after the war, that 
tising. Civilians, soldiers in. training, he is facing the choice between manu- 
soldiers in rest camps, soldiers in the facturing here or losing all the ground 
trenches, soldiers in hospital. can all be he has gained during the war. 


ENLIGHTEN THE PEOPLE. 


> 


Ркоср or His TRADE Mark. 


"The writer has been a most ardent reader of Tne ADVERTISING WORLD since 
it first made its appearance, and considers it to be the most valuable encyclopedia of 
advertising that has yet come into his hands. Your editorials are masterly in con- 
struction ; your criticism of current. сору is fair and unbiassed, and reveals the 
touch of an expert; it would be difficult indeed to improve on the generat make-up. 
From an interest standpoint the writer never fails to read each number from cover 
to cover.’—Extract from letter by S. N. SKINNER, Assistant Advertising Manager 


to The Grain Growers’ Guide, Winnipeg, Canada. 


|. 7 KNOWLEDGE 
z >” 
| in Poster 
| Advertising 
| NOW the right design, the right printing cost, the right towns, 
| and the right stations. Then your Billposting will pay you 
| handsomely. 
| 
аге Ѕегуісе Billposting Contractors, ны NUMAE ISO EUREN 
doing for Poster Advertisers in any ' | А | 
part of the country what a Service а Mr. Cyril Sheldon's book 
Advertising Agent does for newspaper - “ BILLPOSTING" 
advertisers | Ill Free) | 
85:5 87 COOKRIDGE. ЭТ. ' is the only practical handbook. 
LEEDS. * It gives costs town by town. | 
' | 
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MM THE BRITISH ELECTRICAL iilii 


HE number of passengers carried annually 
by the Trams (street cars) and ‘Buses 
operated by this Company is more than 
four times greater than the total population 
of the United States of America. 


HESE vehicles operate in London and 
in the chief centres of population through- 
out England and Wales; the figures 


are based on actual ticket returns. 


OBVIOUSLY no British or American 


advertiser who wishes to reach most 
of the people all the time can afford 
to ignore this great circulation. 


WE shall be glad to send you full details of 

rates, circulations, etc., and to suggest 
schemes covering a given expenditure. You can 
write me in confidence and without obligation. 


эе 


]. РЕАСЕ, 


Advertisement Manager, 


* 
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Selling Costs in 
Great Britain and the U.S.A. 


In an extremely interesting article 
on ' Breaking into British Business,” 
which lately appeared in The Saturday 
Evening Post, Mr. Isaac F. Marcosson 
permitted himself to declare that “ІЁ 
costs the American 20 per cent. more 
to sell goods in England than in the 
United States." In an interview, re- 
corded on another page of this issuc, 
Mr. Н. Gordon Selfridge asserts that 
he has been, and is, able to sell goods 
at less cost in Great Britain than he 
was ever able to do in America. 

These two statements do not seem 
to agree : and our suggestion is that the 
difference between them may be ex- 
plained by the fact that many Ameri- 
cans trying to sell their goods here 
work on a wrong plan and so waste a 
considerable proportion of their cam- 
paigning expenditure. They are too 
apt to attempt to “break” into 
British business, to adopt Mr. Mar- 
cosson's term, and their violent entry 
is naturally resented. Less burglarious 
methods would pay them better. 

Mr. Selfridge has shown how an entry 
may be effected in a dignified and 
eautious manner; and if hc found a 
sufficiently friendly weleome awaiting 
him it was at least as much owing to 


N.B. 
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his manners and his methods. He did 
not attempt to ingratiate himself with 
possible customers by informing them 
at the outset that they were out-of-date 
anachronisms and incompetent to run 
their own businesses, 

His example, in view of what he has 
achieved, may repay some study. 


Encouraging. 


One conspicuous and general result 
of the war economy has been to 
diminish the proportion of the national 
income left in the hands of the well-to-do 
classes as net income, and to inercase 
the proportion received as income Бу 
the workers. Notwithstanding the high 
profits received by capitalists and 
emplovers in many trades, taxation has 
made considerable encroachments upon 
the general income of the wcll-to-do 
classes and has handed over to the 
Government a large part of their 
potential saving fund. The great 
demand for labour has also raised the 
aggregate of wages, so that the wagc- 
earning and spending classes are receiv- 
ing a larger proportion of the total 
income as compared with the non-wage- 
carning and saving classes. The move- 
ment has been in the direction of 
greater equality of net income.— 


A 


J. A. Hopson, in The English Review. 


UT a MEI y {еб ee ERE o mU oL Se X. 


E particularly direct the attention of our American readers to the service 
that can be rendered them by THE ADVERTISING WORLD Information Bureau. 


They may be assured that whatever advice or information it offers is given by an 
absolutely independent authority, and is not influenced by a regard for any interest 


other than that of the enquirer. 


Everything the advertiser requires to know about the British market and the most 
pra^tically useful methods of operating in it we are in a position to supply to responsible 


applicants. 
The A. W. Information Bureau, 
Sardinia House, Kingsway. W.C.2. 
———————',— E 
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1918 


S is usual with *PUNCH " each 

Ave about this time all adver- 

tising space available in the 
remaining issues for the year is sold. 


Advertisers of high-class goods and ser- 
vice are therefore invited and stron ly 
advised to see that their bookings for 
next year (1918) are arranged as soon as 
possible, in order that dates desirable 
to them may be secured in 1918. 


The Net Sale each week of “PUNCH” at 
ixpence per copy is One Hundred Thousand— 
always more, never less. 


ROY V. SOMERVILLE 
Advertisement Manager, “Punch” 


“Punch” Office 10 Bouverie Street 
Sept, 1415, 1917 London, Е.С.4 


The degree of confidence reposed 
in a newspaper by its readers has a 
direct bearing upon the value of 
the newspaper to the advertiser. 
When readers are conscious that 
all sections of the news are presented 
judiciously, swiftly, and with regard 
to fact rather than sensation, there 
is evolved in the mind a bias in- 
favour of the advertisers using that 
.newspaper. And this bias is de- 
veloped into definite appreciation - 
of the advertisers’ appeals when 


readers know that a strict censor- _ 


ship, eliminating the fraudulent and 
otherwise undesirable, is exercised 
over the advertising columns. 


By virtue of such characteristics 
does the ** Northern Daily Tele- 
graph " hold the reader's confidence. 


The northern half of Lancashire 
and West Yorkshire form the 
* Telegraph's" circulation field, 
North-East Lancashire being the 
central area, wherein the net sale 
exceeds the combined net sales of 
all other daily or weekly news- 
papers. And the territory holds 
thickly populated and prosperous 
communities, who, whilst displaying. 
the desire for good and reliable 
commodities of almost every de- 
scription, possess the necessary - 
means for its gratification. ES < 
“ Telegraph " publicity is efficient — . 
service. e 


$ 


Head Office. 
BLACKBURN 


London Office А 


85 FLEET STREET - 


Ее. у SESS 2 “Digitized » Gor 


<a ` re à "vol T 
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John Lee Mahin's 


latest contribution to the literature of 
advertising contains the accumulated 
experience of 20 years of successful 
work for National Advertisers. 


The New York GLOBE says of it: 
“John Lee Mahin knows as much about 
Advertising as any шап in America. Also 
what he knows is so, and he can tell it 
understaadingly." 


GEORGE FRENCH, author of many 
business books, says: 


“И gets down to real business of doing 
advertising, and gives facts and figures, 
formule and methods. 1 think it is the best 
book of its kind that ] have ever seen. 


The A.A. Clubs of the World 


expressed their opinion of it by publishing it. 


The ADVERTISING WORLD 


will send a copy to any advertiser in Britain 
or the Overseas Dominions, post free, 
for 10j- 


The Canadian 
Market for 
your Goods 


Here is а book which answers all the pre- 
liminary questions you would ask before 
placing your goods onthe Canadian market. 
A convenient, condensed compilation of 
facts and statistics relating to Canada, its 
people, its products, its markets, its 
advertising mediums—350 pages of data 
classified, tabulated and dered for easy 


reference. 


We know of no book published in the 
British Empire which serves its purpose 
so well as 


LYDIATT'S 


* What's What in Canadian 


. Advertising” 
Published at $2: ром Нее for 8/6 
from 
“The Advertising World” 


SARDINIA HOUSE, 
KINGSWAY, W.C.2. 
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GARRATT&ATK KINSON 
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In the above booklet we show the various screens 
used in the production of Half-Tone Blocks, with 
в on the best screen to use for the 
purpose for which the block is required. 
All users of Blocks should send 
for a copy of this interesting 
Booklet. It is FREE upon 
application 10 Head Office 


SKETCHES, PHOTOGRAPHS, HALF-TONE, 


ОО ОВО ААА КВА ИИ 


THN 


FOR ALL PURPOSES. 


12 WINE OFFICE COURT, 
E.C. 


ХОДООД 


LINE AND COLOUR BLOCKS PRODUCED = 


i FLEET ST., LONDON, Е 
Telephones: Telegrams: 
Holborn 2907-8. ” Collotype, London. "Е 
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The Clearing House for Advertising Men 


This Bureau will furnish employers (free of charge) with full particulars of the 
qualifications and experience of suitable men for any position they have vacant. 
Advertising men desiring appointments can have their applications filed on 
the Register for a fee of 10/6. This includes :— 


1. The retention of their qualifications on the Register until suited. 

2. The insertion of their advertisement under box number in the weekly list of 
situations vacant and, unless suited previously, the insertion of an inch 
advertisement of their qualifications on this page. 

3. The sending of copies of abstracts of their qualifications to employers having 
vacancies on their staffs. 


Address for Letters : 
The “ A.W.” Professional Bureau, Sardinia House, Kingsway, W.C. 2. Telephone: HOLBORN 2269 


These advertisements are inserted subject to the rules and regulations 
issued by the Director of National Service. 


SITUATIONS WANTED. : Pe t Time Copywriter. = к 
А | хрегїепсеа advertising man requires wor 
Advertisement Manager. (B 36) Capable of turning out good forceful copy at 


Experienced man over military age would | short notice. 
As Advertising Manager, or  (B.39 
| 


manager and office organiser of publication 
or advertising firm. Splendid references. | Manager of Mail Order House. 
£350 or close offer. Able prepare effective advertisements апа 
write forceful selling form-letters, besides 
giving the personal touch that tells—and 
sells—in individual correspondence. Experi- 
ence in subscription book-selling and аз 
journalist. Expert lecturer and writer on 
Salesmanship. Free at short notice. 


Advertisement Manager. ‘В. 42) 
Thoroughly competent, seeks position where 
there is scope for aggressive work. Practical 
knowledge of every detail of printing and 
convincing copy-writing. Good organiser and 
controller of stalf. Valuable connection among 
large advertisers. Aged 49. Twenty years’ 


Advertisement Manager. (В. 37) 
Ten years with a large London store; five 
years advertising expert with well-known 
agency. Over military age. £250-£300. Can 
commence new duties at once. 


Advertisement Canvasser. — (В. 38) 
Thoroughly experienced. Good connection, 
free now. Part salary апа commission on 
results. Over military age. 


(B. 35) 
Advertisement and Sales Manager 
Has had full control of large advertising | experience with largest daily newspapers in 
` appropriation over a period of nine vears. ' America and England. 
Greatly experienced in dealing with selling | — ————— — ——-— ———————— — 
staffs and outdoor representatives. Competent SITUATION VACANT 
organiser. Fully qualified to take control of | -————————— ——— —— — — 
entire office staff. Age 80. Married. £400. | A Large Agency 

, require the services of a competent artist and 


Advertising Manager (V.H. 46) | letter man. Address, “ Agenev Artist," c/o 
desires position in similar capacity. Age 32. | Тнк ADVERTISING WonLp, Sardinia House, 
Exempt military service. Expert in depart- | Kingsway. W.C.2 

mental store advertising. Thorough know- 

ledge printing, blocks, catalogue compiling and FOR SALE. 

Press advertisements. Forceful copywriter and 


capable of organising and controlling adver- | MULTIGRAPH MACHINE, PRINTER, MOTOR DRIVE 


tising or mail order campaigns. Fully pos- AND OUTFIT, ETC., FOR ‘ALE, 
sessed with energy, ideas and tact. Salary : : 
Sd е Ed" Very little used. Produces 5,000 letters in one 
about £250 per annum. Inquiries invited. hour. Saves printers’ bills. A multiple type- 
Copywriter (В. 34) | writer and rotary printing-press combined. 


Thoroughly experienced copy and layout | Particulars from— 
man is open to accept responsible position in | H. R. FOOTE, 2a, Hareweod Place, Hanover Square, 
Midlands, Birmingham preferred. | LONDON, W. 
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WEST AFRICA | ВАС H S 
MUST PATRONISE YOU J 
IF YOU PATRONISE 


The West African Advertising Agency | |SATIN FLAGS : SOUVENIRS 


Head Office: Freetown, Sierra Leone. Designs and Estimates submitted free for any kind of 
| пират Metal ог Enamelled Badges, Silver and Gold Medals, 
We accept contracts for posting Posters and iH Souvenirs, etc., eec. UININHIIMIIN ОЦИ 


Bills, distribution of Catalogues, Pamphlets, 
Circulars, etc.; insertion of ''Ads.'" compo- 
sition, Screen halftones (blocks), Matrices, 


U d El liches),  Linoty 

blocks, News interlineations etc, throught | THOMAS FATTORINI 
the Colonies in British West Africa, and also " _ 

in the Liberian Republic. Badge Manufacturer, BOLTON 
RATE CARD POST FREE ON APPLICATION. | 


OUR DESIGNS & Jl'ALUE ALWAYS THE BEST 


ALsO AT BIRMINGHAM, LONDON AND SKIPTON 


Expert Advice 


аап ¢ 
тат ЗЛ ссе 


ZN knowledges of Markets and 68 years’ experience. 


WRITE FOR PARTICULARS. 

D. J. KEYMER & CO. 
8 WHITEFRIARS STREET, LONDOM, 
Telephone No.: 5310 Holborn. 


ADVERTISING 
COUNSEL 


e 
UP.TO-DATE OFFICES | эре 1] € 
have scrapped the old-fashioned copy- e 1 hal О 1 ] к Q 
books and now keep carbon copies of 
their letters. 


UP-TO-DATE OFFICES pu f 
buy their: carbos. papers ‘direct. from | your advertising display 


MAKERS ARE THE cases, perpetual calendars. 


READ MANUFACTURING Send us specimens of 
COMPANY (LONDON), Ltd. | vour advertising display 


Ma Carbon Р T iter Rib- 1 
Маке ој Stencils, Duplicating Inks, és elc. matter — we will gladly 


The "ReMaCo" Duplicator is the show how Permonising 


best flat-bed Duplicator on the market. К 
The "HOLDER" Offce Stamp will make them look better 


Book b d 

ree ade e e c oes and cut your costs. 

Sampi in order, and. сонша only 1/3. Address your letter to Stanley V. Machin 
Write for our Booklet and Bempies of Corbons FREE THE PERMO COMPANY 
The Read Mfg. Co (Londen), ! td., 17-19, Finsbury | ў ЧӘЙ 

T Se, Landon, EC А London Road, Beddington 
Corner, Mitcham, Surrey 
Telephone . -  . Mitcham 832 

Monthly THE Monthly 


G LONDON TIME-TABLE 6* 


Mi ata AND RED RAIL GUIDE (ABC) Ul whee 
FITS THE POCKET IN SIZE AND PRICE 


The cheapest, best and handiest Railway Guide ever Special Features Steamship Guide. Buyers'’Guide, 
published. The best advertisement mediuin of its ‘Bus and Tram Services, Entertainment Guide, Lon- 
kind extant.. Send for copy. don Stores, Hotels, Golf Clubs, Racing Fixtures, etc. 


i General Offices: Hampden House, 3 Kingsway, London, W.C., 
KT odia: a T 
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This department of The Advertising World exists 
for the sole purpose of assisting subscribers, by 
giving them detailed and reliable information upon 
any subject connected with advertising. It is also 
able to advise in the marketing of goods at home 
or abroad, even to the extent of giving you the 
name of the agent most suitable for your purpose. 
All this service is quite disinterested and FREE. 


ЖШШЕ 800 ҮШ ШАЛ EO: НОА АЕ A 
Note These Two Simple Rules. 


(1) Enquiries must be made on business letter headings (we do not under- 
take to answer enquiries relating to subjects other than advertising). 


(2) Information upon the status of advertising agencies, supply houses, ete., 
is only supplied in confidence to actual advertisers. 
SOME OF THE ENQUIRIES ANSWERED THIS MONTH. 

FROM A SOUTH AFRICAN CIVIC ASSOCIATION. 
We are wishful to supply in the reading and writing room of our Visitors’ Enquiry Bureau 
here illustrated literature relating to the resorts in the Home Land, and I shall be pleased 
if you can put me in touch with the means of getting this. 

FROM AN IRISH ADVERTISING FIRM. 
I shall be thankful if you can give me some addresses where I can obtain good advertise - 
ment drawings at a reasonable cost. 

FROM A CALCUTTA FIRM. 
Will you let us have the names and addresses of some agencies in England specialising in 
patent medicine advertising. 

FROM A PROVINCIAL ADVERTISER. 
Will you oblige me with the address of a few firms who vou know stock instruction labels 
for gumming on packages sent by post. 

FROM А MIDLAND SUBSCRIBER. 
I have а new idea for advertisers in thc way of cigarette advertising, and should like 
your confidential report as to its value, and if the idea or anything like it has been used 
before in this connection. 

FROM THE PUBLICITY MANAGER OF A GOVERNMENT DEPARTMENT. 
Will you be good enough to give me all the names and addresses of firms who would be 
able to make a large quantity of badges for a scheme which our department is now 
developing. 


Lam B. YP ‚ en. "e | VES Waly `Т |» 
4 
EI “sob IE WP i Е А O Jb Б ЧО) д, 


(Manchester) 
is First in News—First in Interest—First in Circulation. 


Therefore it is First in Value as an Advertising Medium. 
46 Shoe Lane, E.C.4. 
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Some of the Enquiries answered this Month—continued. 


FROM А FRENCH SUBSCRIBER. 


Can you give me the names and addresses of the publishers of the following advertising 
books. ..? Ithink it would be well if the publishers put in their addresses and not only 


their names in the advertisements. 


FROM A WELL-KNOWN CIGARETTE FIRM. 


Please give us the names of contractors for advertising on the 


omnibuses. Also 


the names and addresses of any firms who specialise in printing on silk. 
FROM AN AMERICAN FIRM OF MANUFACTURERS. 

We notice that your Information Bureau is in a position to meet the desires of concerns 
in America, and we should like to hear from you regarding the best fields and most respon- 
sible concerns in England which can now, and will, use our artificial leather in the manu- 
facture of trunks, suit cases, toilet and stationery sets, etc., coats for aviators, motor- 
cyclists and automobilists. We have practically closed contract with our United States 
Government to supply our forees now going to France with jerkins and leggings of our 
artificial leather in khaki colour and in black. 


FROM A COLONIAL ADVERTISING MAN. 


My sister in England is anxious to follow my example and enter the advertising business. 
Are there any schools you could recommend to give her a preliminary training in the 


business ? 


FROM AN ENGLISH ADVERTISING MAN IN THE TRENCHES. 
I am most anxious to gather a library of advertising books by English advertising men ; 
I have a good American library. Will you kindly send me a list of the most desirable 


books ? О, 
FROM AN INTERNATIONAL ADVERTISER. 


Can you advise us of the names and addresses of firms which could supply watch cases ? 


FROM A WELL-KNOWN ADVERTISING ASSOCIATION. 


Can you give us the name and address of a manufacturer of a folding machine for letters 


and circulars ? 


FROM A PROVINCIAL HOUSE. 


We are finding the pinch in the shortage of strawboards and packing materia]. Have 
you heard of any substitutes being placed on the market ? 
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FRIDAYS ( Established 1887) 1d. 


IRCULATES in one of the best 
industrial areas of the West 
Riding of Yorkshire, and is the only 
local newspaper for the Brighouse, 
Elland, and Hipperholme districts. 


The ECHO is the paper to which 
the public look for reliable and the 
most complete reports of:local events. 


The ECHO is the paper on which 
advertisers rely to give the utmost 
publicity to their announcements. 


The ECHO is a safe medium for 
reaching the purchasers in districts 
where the number and variety of 
trades ensure $004 and constant 
employment. 
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THAT BRINGS RESULTS 
ДШШЩ ШШЩЩ ИЩ ШШЩЩ ШЇ 


For 
MOTOR TRACTORS 


Dairy, Milling and all 
Agricultural Machinery 
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(Founded by Sir Horace Plunkett) 


Will put you in touoh with 
tho 


UNLIMITED BUYING POWER 


now possessod by 
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Specimen and rates from— 


18 SOUTH FREDERICK STREET, DUBLIN 
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AS SOLE AGENT 


for the posters on the 
vans and motors of 


CARTER PATERSON & CO., LTD. 
PICKFORDS (London and Suburban) 

LONDON PARCELS DELIVERY CO., Ltd. 
BEANS EXPRESS, LTD. 


(London and Suburban Service) 


I can offer the best spaces available for 
the moving poster advertiser. Ї can 
supply and post large posters on some 
of these other well-known vehicles. 


Write for particulars of spaces vacant : 


J. WEINER, 
32 SHAFTESBURY AVENUE, LONDON,W.1. 


Telephone : 1128 Gerrard. Telegrams : “ Lithoprint, Piccy, London." 
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A LIHOUGH this Agency 


—A is not a member of any 
Organisation of Agents it 
does not compete for business 


during the period of the War or 


at any other time. | undertakes 


to serve Advertisers at their 
request. | does not canvass for 
accounts that belong to its com- 
petitors and never underquotes by 
cutting commissions or otherwise. 
It renders a superior service 
and charges a fair price for it. 
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Supplement to THE ADVERTISING WORLD, October, 1917. 


лә 7, . 


ow «му wy ^ dum o 


Ui oni ri D 
ee ee Wt rs Erden 


сб; Се = PEON. а антен 


^ > 
E L^ vxo : rr - 
е; m 


MR. WILFRID HILL. 


— 


VOL. XXXIIL NO. d. s sos uv» OCTOBER, 1917 


EDITED BY SIDNEY ALLNUIT 


Ш PRINCIPAL CONTENTS ! | 
| appealing to Mother | AL 
Pride—Co-operative In- [Mp Wim 
surance — Advertising— VUE 
Newspaper Advertise- Ael. 
ment Make-up— Current 7,19 | 

Advertising— Club and f 


V 
Law Reports 


THE ONLY INDEPENDENT ADVERTISING TRADE PAPER PUBLISHED IN GREAT BRITAIN 


NO PRINTER, ADVERTISING AGENT, NEWSPAPER OR ENGRAVER HAS THE 
SMALLEST INTEREST IN ITS PROPRIETARY OR ANY VOICE IN ITS CONTROL 


A TEUTONIC BOGEY 


HERE .is happily every evidence that this 
country will not be caught as unprepared for 
peace as it was for war. А vast amount of pre- 
paratory work, official and unofficial, is now in 
hand, though there is still plenty to be done 
before we shall be able to enter upon the activi- 
ties of the peace-time that may come upon us at 
any moment in full command of the whole of 
our immense resources. 


A certain number of timorous and procrastinating manufacturers 
and traders are holding up preparations that are vital to their future 
well-being owing to a fear of what Germany and Austria-Hungary 
may do commercially after military operations are concluded. They 
want to “ wait and see " the hand of possible enemy competitors 
before in any way committing themselves. 


By so doing they are playing the enemy's game, and are allowing 
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themselves to be frightened by a bogey produced for their especial 
benefit. 


This bogey is the idea that Germany and her chief accomplice 
have been accumulating enormous stocks of goods with which, imme- 
diately after some peace by compromise is concluded, they will be in 
a position to flood the markets of the world, to undersell all com- 
petitors, and to regain at one bound, if not to enlarge, their old 
position in international commerce. | 


The idea is absurd ; but that does not prevent it being widely 
prevalent and capable of do:ng a good deal of mischief. 


It is absurd in the first place because the “© peace by compromise ” 
that alone would give the Central Powers full liberty to behave as 
characteristically in the commercial field as they have in the field of 
war is a dream—a German dream—that will not materialise. Even 
before the entry of the U.S.A. into the conflict it had taken on the 
hues of dissolution, and now it is no more than the fading memory of 
a desperate hope. 


If anything is clear it is that the opponents of Central European 
barbarism mean to fight the evil thing to a finish, and that they have 
the power as well as the will to carry out their intention. 


For many years after the war such external trade as is done by 
our present enemies will be done “ by kind permission " of the Powers 
they have arrayed against them. and will have to be conducted in a 
straightforward and decent manner. 


Even if this were not so we need not labour under the slightest 
apprehension of aggressive commercial activity on the part of our 
enemies when peace is declared. 


For the fact is that the machinery of German and Austro-Hun- 
garian industry and trade is utterly ruined, and that nothing short of 
vast annexations and huge indemnities would provide the Central 
Powers with the ability to recover for many decades even a consider- 
able portion of the overseas commerce they have lost. 


The only peace terms that are in view for them will leave them 
with shattered institutions, demoralised organisations, detcriorated 
plant and devitalised workers. Involved in political, financial and 
industria! chaos they will hardly be in a position to hold their home 
market should outsiders seek to invade it. 


So far from there being any fear of intensified German competi- 
tion for world trade after the war, the portion of world trade that 
was Germany's is now open to competition between, mainly, Great 
Britain, the U.S.A. and Japan. Despite the generally detrimental 
effect of the war upon trade, it still represents more than sufficient to 
inspire the most strenuous endeavours to secure a large slice of it. 
The fight will be friendly this time, but it will be fierce, and if our 
own manufacturers and merchants are to obtain such a share as they 
would consider themselves entitled to they will have to put them- 
selves into the best possible trim without delay. 


Rumours circulated for the specific purpose of making them 
defer their preparations—a despairing effort of German bluff—they 
should treat as they deserve—with contempt. 
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A DANGEROUS COMBINATION 


HERE seems to be every probability that before 
РУД very long the relations between organised labour 
and the co-operative movement will become of 
the closest ; that, in fact, the funds of the labour 
unions will, in effect, form a new financial 
backing for commercia! co-operation as it now 
exists. 


This will greatly increase the power of а 
group of trading interests that has always been 
inimical to advertisers, and renders it still more urgently necessary 
that the co-operative societies, wholesale and retail, should not 
be allowed unfair advantages as against private traders. 


Such advantages they now possess, both under the law and by 
the nature of an organisation that invites the exercise of much oblique 
influence upon those whom it is desired to secure as members. We 
have no quarrel with co-operative trading as such—quite the contrary 
—but as it is at present most generally conducted we consider it 
socially unhealthy. 


Should it identify itself with trade unions, which are every day 
becoming less representative of the whole body of workers, we shall 
not be any the less suspicious of it as a self-interested and sectional 
organisation which has not the smallest claim to any special favour 
from the State. 


If it retains its privileges or obtains further favours it will only 
be because politicians are often more careful of votes than of principles. 


CAVEAT EMPTOR 


Ц 


nc НЕ, tendency of advertising, as it is practised 
t to-day, is clearly displayed by its effect upon 
T the cynical old axiom that used to be considered 
^M UH МАЯ basic in connection with every kind of com- 
mercial transaction. 


Without going so far as to say that “ Let 
the buyer beware " is à phrase that has alto- 
gether lost pungency and point, we may claim 
that modern advertising is making “ Let the 
seller beware ” of ever-increasing relative importance in the domain 
of trade. 


The advertiser, in the amount and nature of the advertising 
that alone can make his husiness successful, is bound to offer securities 
and give hostages for his good behaviour. However much he might 
like to be able to do so he dare not hoist the black flag and indulge a 
taste for piracy on the high seas of commerce. 


Scientific advertising is very surely destroying the ancient and 
romantic profession of the commercial buccaneer. It is proving 
conclusively that in its own field knavery is more foolish than folly. 


The sudden raid, the hasty gathering of loot and the quick get- 
away no longer offer the predatory trader prizes of any value. It 
does not pay the advertiser, in the circumstances that govern him 
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to-day, to “ touch and гип”; he must stay if he desires to collect 
reasonable profit. Therefore he must make himself acceptable to 
the community ; and therefore he must be honest. 


Few of us are without a sneaking fondness for the dashing rogue, 
even though we may sometimes suffer from his depredations ; but, 
none the less, we may be grateful to the agencies by which his old- 
time freedom of action has been circumscribed. 


In commerce, as we have said, the most powerful agency т 
putting the rogue out of business has been advertising. Those who 
so loudly rail at advertising because it has not yet attained a 
millennial perfection in motive and method would do well to 
remember this. 


In doing something to erase “ caveat emptor " from its pride of 
place among commercial maxims, advertising is doing a service to 
society that more than atones for its still existing errors and short- 
comings. 


USEFUL RECRUITS 


N an interesting leading article Country Life 
АЧ lately discussed the problem that will presently 
| be presented by the establishment of young 
УДА officers returned from the war in suitable civil 
occupations. 


Many of these, as it justly points out, were 
| more or less advanced students of one or other 
of the learned professions before they took up 
arms; but even if they have not had all they 
had learnt driven out of their heads, as is most probable, they will 
have lost so much valuable time while “ on service " as to be unable 


again to take up their interrupted careers with any great prospect of 


SUCCESS. 


With this in mind Country Life has a very useful suggestion to 
offer. 


" We may reckon with certainty,” it says, “ that the men will be 
strong and full of energy. In other ways the war will have improved 
them. They have been taught self-control, promptitude of decision, 
readiness to undertake responsibility, and the other qualities that 
make up leadership. In other words, they will be ideal leaders in the 
great commercial rally for which we are all preparing. For these 
abundant room may be found in the highly organised commerce 
which will have to be brought into existence in furtherance of the 
policy of increased productivity to which we are all now devoted. 
The way to hold our own against the Germans or any others is less by 
what has been called economic warfare than by bringing our manu- 
factures and our system of distribution to the highest possible point 
of perfection. It may be necessary to protect infant industries, and 
the country will not shrink from doing that ; but that is not making 
war against an outside enemy, but acting in self-defence. On such 
lines as these it seems possible to provide a wide future for those 
splendid youths who have laid aside all in order to give their services 
to the defence of the country. 
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* Тһеу will succeed all the better in life for the striking experience 
which they have had to go through at the outset. We believe that 
the great majority will conclude that they have had more than their 
share of adventure, and will be only too glad to settle down to a 
peaceful occupation in which prizes go to the industrious as well as 
to the brilliant." 


This idea 15 one that our manufacturers and merchants will do 
well to note, and we are glad to be able to give it additional publicity. 


We may add that the machinery for distributing British goods 
will stand in even greater need of being keyed up to a higher pitch 
of efficiency than the machinery for producing them, and there 
will be room for all the ability and energy that is likely to be forth- 
coming in the advertising and selling of British commodities in the 
markets open to them after the war. 


No business is more varied and interesting than that of adver- 
tising, for it touches all sorts and conditions of people at every con- 
ceivable angle. No business offers more play to the full battery of 
aptitudes possessed by а many-sided man or can give him а daily 
task that takes on so many of the aspects of adventure, and in no 
business will there be greater opportunity for а worker of brains and 
energy to perform vitally important national service. 


It is not a business which presents any openings for laziness or 
incompetence, but it has always а welcome for the right kind of 
recruit and the prospects it places before him are excellent. 


A REGRETTABLE INCIDENT 


PROPOSAL to allocate a relatively small amount 
]| of money to advertise the new issue of U.S.A. 
Liberty Loan bonds has been rejected by the 
House of Representatives. As much more than 
merely friendly observers we may be allowed 
to say that we were not only sorry to see this 
rejected but still more to note the general tone 
of the debate which preceded its rejection. 


Only one or two of the speakers seemed to 
have the glimmering of an idea that any elementary principle of 
justice, of national efficiency, or even of business expediency was 
involved in the proposition under discussion. 


Most of them appeared to be perfectly willing still further to 
exploit the patriotism of the advertisers, agents and newspaper 
publishers who at their own cost provided the major portion of the 
publicity which successfully floated the first Liberty Loan issue. 
Many of them could not refrain from abuse of the interests and 
organisations upon the generosity of which they proposed to rely. 


** So far as newspapers and magazines are concerned," said one 
speaker, “ they are at present, under the existing postal laws, enjoying 
a subsidy of about $90,000,000 а year. . . . That particular ' graft ’ 
has cost the people of the United States $1,200,000,000 in the last 
32 years." 


Whether this be truc or untrue, it is entirely beside the point. 
The Government allows the subsidy and with its supporters is 
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responsible for so doing. If the subsidy is indefensible the Government 
is to blame and not those who profit by it. In any case it cannot with 


` dignity and justice attempt to even an injustice by picking the 


pockets of those whom it has unfairly benefited. 


The sole question at issue is whether the Government should 
pay a fair price for the services it requires from private individuals 
and corporations, thus distributing the national burden among the 
whole body politie, or whether it should make exceptional deniands 
upon a section of its citizens simply because they are exceptionally 
willing to respond to them. 


Our contention is that to impose а tax upon the patriotism of 
the willing in order to relieve “ slackers "—-for that 15 what a call 
for unremunerated private assistance amounts tc—is a vicious policy 
for any public authority to adopt. 


The one other feature of the debate in the House of Repre- 
sentatives upon which we cannot refrain from commenting, 
was the attack made upon the advertising clubs and agencies of 


the U.S.A. 


A “gentleman from Illinois" was particularly violent in his 
animosity against the agents. “ These advertising agents," he 
declared, “are not here at the request of the patriotic newspapers 
of this land and their owners. They are here because they expect 
themselves to pull down commissions out of this transaction. That 
is the reason they are here. They have simply joined the vultures 
that hover оусг the Capitol. . . . You are insulting the publishers 
of the country when vou propose to dole out to them through cut- 
throat advertising agencies such part. of $2,500,000 as these agencies 
may be willing to divide with them." 

This, be it observed, of the organisations which without рау- 
ment gave of their best in order to provide the advertising that 
admittedly made the success of the first Liberty Loan bond flotation. 
Mr. Robert W. Woolley, of the Treasury Department. declared 
without reservation that *'* without the aid of the advertising man 
we would never have pulled out.” 


? 


Only a very complete ignorance of the functions of the modern 
advertising agent can explain such utterances as those of the 
“gentleman from Illinois '" and his supporters. 


The work of an up-to-date agency service in planning a cam- 
paign, in preparing ** lay-outs ” and copy, in securing illustrations. in 
designing typographical display, in issuing copy to media, in checking 
its insertion, cte., ete., is usually not in the least over-remuncrated 
by the 10 pcr cent. commission that is, very often only nominally, 
allowed for it. 


Even so, the American agencies, acting through the associated 
advertising clubs, did not propose to claim their customary com- 
mission should it be considered excessive. They were perfectly 
willing to accept any rate fixed by an advertiser, or advertisers, of 
admitted status and knowledge. 


Ы 


Never, in fact, were “vultures” less rapacious апа тоге 


reasonable. 
The matter, we hope, will not be left as it is. The effect of the 
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debate in the House of Representatives was to cast a most un- 
deserved slur upon the American advertising business and all those 
engaged in it. 


In addition, it docs something towards the fixing of a national 


policy that at all times is inequitablc, and in existing circumstances is, 


as we think, positively dangerous. 


COMPETENT DIRECTORS WANTED 


N the course of an address delivered the other 
day to the Society of Motor Advertising Mana- 
gers Mr. Wilfrid Hill referred to a reformation in 
the constitution of boards of directors as one of 
the necessities of commercial reconstruction. 

He pointed out that a large number of the 
directors of great commercial enterprises were 
men absolutely devoid of business experience 
or knowledge, and contended that to directorial 
incompetence some of the most glaring shortcomings of British com- 
mercial practice might be traced. 

That his contention is true will hardly be denied. Directors who 
have any intimate knowledge of the product, or the methods of pro- 
duction, with which by virtue of their office they are concerned are 
comparatively few; those with a practical understanding of the 
distribution and selling of that product are rare birds indeed. 

The result is that the exccutive officers on whom the actual 
responsibility for the success, or failure, of a business is thrown are 
often hampered and constantly irritated by the shecr ignorance of 
the final board of control. 

It frequently happens that the gencral manager of a business, or 
the departmental managers who have direct communication with 
* the Board," find that a good half of their energy and ingenuity 
must be employed in managing the directors instead of in managing 
the business. 

If a directorial board consists of dummies and merely exists, apart 
from ornamental purposes, to ratifv the decisions of a business 
management little harm sometimes results, though the arrangement 
is far from being ideal; but it is generally found that the more 
ignorant individuals in authority may be the more interfering 
and self-opinionated they become, with results that may well be 
disastrous. 

It is perhaps natural that the most conspicuous exhibitions of 
directorial ignorance are usually given in relation to salesmanship 
and advertising. There has been during the past ten or twenty 
years what amounts to a revolution in salesmanship; and a know- 
ledge of the most modern and effective mcthods of appealing to the 
consumer is practically confined to those who have been in daily 
contact with the problems which thev are designed to solve. 

It is really quite time that something more should be demanded 
of a candidate for a business directorship than a теге,“ share 
qualification." 
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WILFRID HILL 
ESL 


А Character Study. 
"I DETERMINED that business 
should not bind me in fetters; rather 
that it should give me wings." 

There speaks the character of the 
man. In that epigrammatic sentence, 
spoken by Mr. Wilfrid Hill at the 
dinner given to him by the Socicty of 
Motor Advertising Managers, he ex- 
pressed the propelling power which has 
enabled him to attain his present 
position in the commercial life of this 
country. Consciously or unconsciously, 
in those few words he opened for a 
moment the very windows of his soul 
to the onlookers ; for he is one of those 
men of indomitable will who would not 
allow a habit to become his master. 
So he would not permit even business 
—keen business man though he be—to 
assert too strong a dominion over him, 
lest perchance the habit of business 
absorbed him to the exclusion of things 
that mattered more. 

It is impossible here to do anything 
like justice to the many-sidedness of 
Wilfrid Hill. Business man, politician, 
sportsman, poet, municipal enthusiast, 
economist, lecturer, he presents a 
diversity of themes. 

In appcarance he is as unlike the 
generally preconceived notion of the 
self-made man as can well be imagined. 
No portentous frown, no studied pre- 
occupation of mind, are manifest in 
him. Although near his jubilee year 
he Jooks still a young man in the prime 
of hcalth, nor does he affect any dress 
to mark him from his fellow теп. A 
well cut and well fitting serge or tweed 
lounge suit and bowler hat are his 
wont. They arc comfortable, and that 
is good enough for him. The man who 
had cnfranchised himsclf from the 
tyrannv of business would not permit 
himself to become subject to the 
tyrannv of dress. 

The lesson, * Man, know thyself.” 
Wilfrid Hill learned long ago. Не 
has a strength and force of character 
amazing at first sight in one so kindly 
and tranquil in appearance. He knew 
that the first step to character was to 
know himself; to know his best points, 
and to strengthen them; to know his 


By EDWIN CHARLES 


weak points, and to scrap them. He 
does not permit that worst of all 
deceptions, self-deception. Instead he 
has practised self-knowledge of an 
introspective and analytical kind ; and 
the result is that his friends know the 
best of him (which is much) and the 
worst of him (which is but small) and 
love him for both. 

If one only knew the detailed 
organisations that he controls, the 
myriad working details that he has at 
his finger ends, the éase with which 
he deals with the most complicated 
situation, one would murmur with 
Goldsmith :— 

“ And still they gazed and still the 

wonder grew 
That one small head could carry all 
he knew,” 
and then further wonder how he 
manages to preserve а serenity of 
demeanour that nothing seems to ruffle, 
an equable imperturbability that no- 
thing disturbs. Апа the great secret 
(after scientific deputisation and delega- 
tion)—is never be flurried or crowded. 
Do each thing as it comes and never 
leave it till it is done—and well done. 

He is & man of sunny disposition 
and of an engaging frankness of 
demeanour. But be not deceived. He 
will see you—he likes seeing people. 
He will talk with you—he likes talking 
to people. And he will listen; for he 
15 а patient—an eager—listener, al- 
ways ready, anxious, to add to his 
sum of knowledge. But behind that 
winning smile there is the kecnest 
intelligence. In business he is not out 
for giving away. Не pays—readily 
and promptly—twenty shillings in the 
pound, and he expects twenty shillings 
in the pound for what he buys, whether 
it be goods or advertising space. 

He has made business give him 
wings of freedom. Не has subdued 
business to his needs and made it his 
willing servant. That is Wilfrid Hill, 
founder and principal of the County 
Chemical Со., Ltd., Birmingham, and 
chairman of the Calthorpe Motor Co., 
Birmingham, and many subsidiary 
companies. Es 
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MOTHER-PRIDE 


Wen Ке 


The well-directed campaign that is advertising “ Dainty 
Dot” children's clothing 


IT IS in à way easy to advertise any 
Article that has а direct connection 
with the mother's care for, or pride in, 
her children. The advertiser is able 
to appeal to, perhaps, the very strongest 
of all human emotions, and can count 
with certainty upon a ready response 
to any proposition that is tolerably 
well presented. 

Perhaps the chief reason why а 
considerable amount of advertising 
directed to mothers as mothers is so 
much less effective than it might be 
made is the advertiser's conviction 
that his task is so easy that there is no 
need to take any 
great pains in its 
performance. 

This is ап expen- 
sive idea to hold, 
for in this class of 
' advertising, as in all 
others, what is only 
just good enough 
to pass is decidedly 
not good enough to 
secure the best re- 
sults; and the ad- 
vertiser who is con- 
tent with less than a 
maximum return 
from his expenditure 
15, in effect, throw- 
ing а portion of it 
into the gutter. 


Moreover, if his 
proposition is an 
easy one, the com- 


petition to be met, 
in quantity and 
quality alike, should 
show the advertiser 
the wisdom of “ ex- 
tending " himself to 
his fullest capacity. 
The campaign 
which has induced us 
to offer these pre- 
liminary observations 
25 that launched in thc 


DAINTY NA 
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interests of ** Dainty Dot” children's 
clothing. It seems to have been 
particularly well conceived and carried 
out. In any case, whatever may be 
thought of their achievement, the 
advertisers have this much to their 
credit—they started out with a definite 
conception of what they wanted to do, 
and a detailed scheme on which to base 
their operations. This is the first 
element in the success which, if material 
evidences are to be accepted, they un- 
doubtedly have scored. 

That in details the advertising matter 
issued is open to improvement may be 
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admitted without any discounting of 
its general soundness both in idea and 
treatment. 

** The proposal to run the campaign 
which has materialised in our ‘ Dainty 
Dot’ advertising first came under con- 
sideration in May," Mr. H. Greaves, 
advertising manager to Messrs. 4. & М. 
Philips & Co., Ltd., explained to THE 
ADVERTISING WonLDp. “After dis- 
cussing the proposition from every 
point of view attainable we arrived at 
some perfectly clear conclusions as to 
the lines on which we ought to proceed, 
and so could set to work with con- 
fidence and celerity. 

* We decided that we might safely 
base an appeal to the ultimate pur- 
chaser, the mother, on the assumption 
that the buying of children’s clothing 
is liable to be directed as much by 
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Campaign 
to bring business. 


In order to more fully make known, to the 
public, the advantage of buying " Dainty Dot. 
the economical brand of children's wear. we are 
Advertising ш all the prin- 
cipal Mothers’ Papers 
Every day we are phed with 
requests for name of nearest 
Draper stocking this brand. 
For your window 
display, we are offering this life- 
like model of the “Dainty Dot 
trade mark in unbreakable papier 
mache 36” high with real hair, 
movable arm, S eddy Bear, and 
supplied with a Dainty Frock. 
Complete for 8©/=. 
Take advantage of our 
big Advertising Campaign 
and let the public know that you 
stock " Dainty Dot," by keeping 
these goods well to the front in 


your windows. 


Philips & [4 


AN ATTRACTIVE WINDOW 
: DISPLAY PROPOSITION : 


sentiment as by mere utilitarianism. 
The mother of to-day will have her 
children hygienically and comfortably 
clothed, it is true, but she is not the less 
intent upon the daintiness and charm 
of the tiny garments she selects for 
them. 

" Some advertisers treat the buying 
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publicas animpersonalabstraction. To 
my way of thinking this is a grand mis- 
take. The public is madeup ofa collection 
of individual human beings who are 
much more accessible to an appeal 
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POINTED AND TOPICAL 


directed to common human instincts 
and emotions than to any aimed at a 
cold rationality which the majority of 
them do not possess. | 

“This is not to say that the 
generality of folk are devoid of com- 
mon sense, but only that in the intimate 
affairs of family life their hearts have 
at least as much to say as their heads. 

“ With all this in my mind I made it 
my business to study thc little ways of 
children at every opportunity—at 
home, during my holidays, in trains, 
trams and ‘buses, in fact every where— 
and as a result obtained a great number 
of useful hints for our advertising ; 
and what was perhaps more important, 
immersed myself in the atmosphere 
that belonged to the work before me. 

“ The principal object of the general 
Press advertising was to interest mothers 
sufficiently to make them write for our 
booklet. The Press announcement was 
the introduction, the booklct was the 
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real salesman. In a booklet the whole 
proposition can be explained and its 
possibilities exploited to the full; also 
one can illustrate the actual articles to 
be sold and give an ample list of prices. 

“ Apparently our Press advertising 
was designed on the right lines, for it 
has produced a most gratifying crop of 
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public can purchase this 

brand of Children s clothing 


lf you do not stock '' Dainty 
Dot ^ jou are missing 
business. 

Send for samples, and par- 
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allg Mat! We supply Drapers with 
free Advertising matter — 
Window Bills, Cut-Outs 
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was decided to have one insertion in 
one paper on a fixed day each week. 
Thus we should have a seven-inch 
single column in The Daily Mail on a 
Monday, two-inch single column in 
The Daily Dispatch on a Tuesday, 
seven-inch single column in The Daily 
Mirror on a Wednesday, two-inch single 
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applications for the booklet. These 
have come from every imaginablc 
section of the population ; and, I may 
mention, not by any means from 
women alone. 

“ We have received quite a number 
of requests to send the booklet to their 
home addresses from officers and men 
in training at home, in hospitals and 
convalescent homes, and even from 
those on the fighting front. Husbands 
of mothers, as well as mothers, have 
plainly to be taken into account. 

" Qur general Press advertising 
scheme involved the use of seven-inch 
and two-inch single column spaces in 
The Daily Mail, The Daily News, The 
Daily Dispatch, The Daily Mirror, The 
Daily Sketch, The Sunday Pictorial, 
and The Sunday Herald. 

`` To get a steady pull all round it 


column in The Daily News on a Thurs- 
day, seven-inch single column in The 
Daily Sketch on a Friday, and two-inch 
single column in The Sunday Herald 
on a Sunday, The Sunday Pictorial 
taking the place of the last-named the 
next week. In the following cycle the 
papers which had had seven inches 
would have two inches, and vice versa. 
This was a good solid schemc, bringing 
in a steady batch of replies daily, but 
owing to the inability of some of thc 
papers to guarantee insertions on one 
specified day it was not always possible 
to keep strictly to the rotation. 

“The spaces in the weekly and 
monthly magazines were half, quarter, 
and eighth pages, and we went in the 
monthlies every month and in the 
weeklies every fortnight. 

“ The magazines and fashion papers 
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that we used were Home Notes, 
Woman's Life, Mother & Home, 
Mother’s Magazine, Coming Fashions, 
Everywoman’s Weekly, Woman’s Own 
(publication now suspended), The 
Sunday at Home and Woman at 
Home. 

* We have been very fortunate in 
getting next-matter and other special 
positions in most of the papers, not- 
withstanding the present restrictions. 
Considcring the small spaces taken the 
results have been wonderful. Bigger 
spaces could have been taken and 
fewer papers used, but for our 
purposes I think this would not 
have been quite as successful, and, 
after all, it is not space, but what you 
put into it that sells merchandise." 

Mr. Greaves illustrated his remarks 
by showing us а complete set of the 
Press advertisements and other adver- 
tising material used in the campaign, 
from which we made a selection for 
reproduction in these pages. 

The first of these shows the “ Dainty 
Dot" trade-mark as it is used on an 
excellently printed showcard in colours 
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for shop-window and counter display. 
For more distinctive window display a 
36-inch high model of the same figure, 
in the round, with real hair, dressed in a 
dainty frock and carrying a “ really and 
truly" Teddy bear, is offered to 
retailers at a nominal price. 

In appealing to the trade the adver- 
tisers very wiscly devoted themselves 
mainly to advertising their advertising. 
Many manufacturers and wholesalers 
make the mistake of addressing “ the 
trade" precisely as they address the 
consumer. The retailer is interested in 
the quality of the goods only in so far as 
it will give satisfaction to his customers 
and thus maintain and strengthen the 

goodwill of his business. Assuming that 
thes quality is sound, what he wants to 
know is whether any line introduced to 
his notice will show a fair profit —which 
will mainly depend upon the rapidity 
with which he can turn over his stock 
of it. Therefore, he is particularly keen 
on knowing what is being done to create 
a brisk demand for the goods in ques- 
tion; and it will pay the manufacturer 
to impress upon the trade with all 
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THEEE PAGES FROM THE BOOKLET 


possible emphasis what he is doing in 
this direction. 

The general Press announcements of 
“Dainty Dot" underwear are good- 
looking enough to give at once a favour- 
able impression of the goods, though we 
think they might be made both more 
dainty and more distinctive with advan- 
tage. It is very much to their credit 
that they not only looked well *' in the 
proof " but showed to equal advantage 
in the Press; which does not always 
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Booklet—free 


talling al about * DAINTY 
рот," the economical brand of 
Children’s Clothing. 

Made from the finest longcioth, it 
appeals to mothers because of its 
durability, its dainty embroidery. 
and reasonableness tn price. 
Write for Free Booklet to the 
Sole Proprietors: 
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. durability, its dainty embroidery, 


happen, as many advertisers have had 
good reason to discover. The booklet- 
catalogue is designed and put together 
with skill and taste, and the illustrations 
possess a touch of genuine childlikeness 
that very happily removes them from 
the common variety of children’s. 
fashions. 

The “ Dainty Dot" campaign has, 
altogether, begun remarkably well and 
we shall follow its developments with 
particular interest. 


n^ x 
DAINTY“ DOT: 
Children’s 


Booklet—free 


telling you all about * DAINTY 
DoT,” the economical brand of 
Children's.Clothing. 

Made from the finest longcloth, it 
appeals to mothers because of its 


and reasonableness in price. 
Write for Free Booklet to the 
Sole Propnetors : 


re Ff, 
g&N Philips @ @ is | 


. .DVERT DEPT (È 


SMALL SPACE DISPLAYS 


222 


THE ADVERTISING WORLD 


Cctober, 1917 


VARIOUS AND SUNDRY 
ИИА ААА ААА ИАА 


*'The world is so full of a number of things."—Robert Louis Stevenson. 


More Censorship. 

It is proposed, I observe, that cinema 
posters should be subjected to official 
censorship. Now, that cinema posters 
are very much open to improvement I 
am willing to admit; but I doubt 
whether “ official? control would do 
much towards their betterment. Besides, 
we surely are just now having about as 
much official censorship as is good for us. 
It would be much better if those inter- 
ested in the cinema business would 
seriously set about censoring their own 
posters, and so remove any excuse for 
the threatened interference with their 
activities. They have bcen very slow 
to take cognisance of the widespread 
disapproval that some of their public 


pictorial exhibitions have aroused, and , 


should they do nothing to mend matters 
must not complain if the task is trans- 
ferred to other hands. 
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Elegant Copy-writing. 

Reading “ Bell’s Monthly Compen- 
dium of Advertisements for April, 1809,” 
I was much interested in an announce- 
ment issued bv Messrs. Gould and Co. 
to advertise their “ elegant portable 
family mangle.” After expressing 
* their gratitude to the public and their 
numcrous friends for the favours con- 
ferred upon them " in the most genteel 
terms, the advertisers embark upon a 
description of their speciality. "These 
mangles, it appears, “ are so portable 
as to be taken with ease up or down 
stairs to any part of the house, and so 
compact and elegant in their construc- 
tion as to be often taken for a piece of 
music ; it occupies less room and serves 
for a sideboard if necessary." 

What a pity that Gould's mangles are 
not still for sale to furnish inspiration to 
one of our more elegant copy-writers ! 
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А “Top-Hole” 
Design. 

From The Direct Hit, the ad- 
mirable “house organ " of the 
London: Regiment, I reproduce 
an excellent poster recently is- 
sued to advertise an entertain- 
ment given just behind the 
fighting lines. Our “ contemp- 
tibles" are, as may be seen, 
quite capable of producing their 
own posters as well as providing 
suitable entertainment both for 
themselves and the enemy. In 
the instance under notice they 
have turned out a poster of 
front-rank quality. I should be 
very happy to see а few more 
designs worthy to rank with it 
on our hoardings at homc. 


Ж 
Rather Tall ! 


An illustration of “one of 
those things we could wish to 
have expressed differently "" was 
afforded lately in an advertise- 
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ment in a London daily paper. It 
was of a house to let, and began as 
follows: *'Caterham. — A charming 
house, 650 feet high, well furnished." 
Then followed a description of the afore- 
said charms, among which I am not 
surprised to find was “ glorious view." 
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demand has been created. They will 
do nothing to help the sale of “ dead ”’ 
goods ; for such bring them notrade. It 
is for the advertiser to see that his goods 
are so widely known that it pays the 
retailer to use them as a lure for cus- 
tomers. 


“STEP INSIDE! 
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CANTEEN ADVERTISING AT THE FRONT 


But what did surprise me was the 
absence of any mention of a lift! I 
must say, too, that a rent of only 
24 guineas а week furnished for a house 
650 feet high is distinctly cheap. 


м 


Unpurchasable 
Publicity. 

The kind of publicity that is repre- 
sented by the announcements shown in 
the accompanying illustration of a can- 
teen at the front is as valuable as it is, 
directly, unpurchasable. It is the sort 
of bonus that the really astute and 
energetic advertiser is always getting 
over and above the advertising for 
which he actually pays. Retailers and 
distributing agents are always ready on 
their own account to advertise com- 
modities for which a general and brisk 
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Comfort for 
Brain Workers. | 

In THE ADVERTISING WoRLD atten- 
tion has been called more than once 
to the wisdom of giving brain workers 
pleasant surroundings in which to 
carry on their avocations. I am glad 
to see a writer, “Е. E. M.", directing 
attention to the same subject in the 
current issue of Higham's Magazine. 
From this article, entitled ** The Value 
of Colour, I make the following 
extract : | 

“ How can you expect a man to 
write ‘live’ copy, or to paint pictures 
of living colour, if yóu shut him up in 
а dull, dreary room to do it? It can- 
not be done; you will never get good 
results that way. How can you expect 
your employés to be bright and alert 
if you crowd them up in uninteresting 
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offices where the very atmosphere kills 
the keen young life in them? Again, 
you cannot do it. Ап office is a place 
where serious work has to be carried 
out by responsible pcople; there is no 
room for superfluous ornamentation, 
but it should be light and pleasant. 
The business of the firm will not go to 
ruin because the manager has carpet 
on the floor of his office or because the 
counting house keep a bowl of roses on 
the safe.” 
This is well said. 
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Advertising in 
War Time. 


Mr. L. R. Bradley, keeper of Publicity 
Records to the National War Museum, 
is vigorously prosecuting his campaign 
to secure а complete set of all adver- 
tising matter relating to the war in 
order that it may be preserved in the 
War Museum. Such matter constitutes 
a unique record of one phase of our 
national history since August, 1914, 
and this aspect of it has been happily 
expressed by Mr. Bradley, who in the 
course of a letter to this paper, says :— 
** Probably in no other way is it possible 
to record for future generations how 
very intimately the war affected every 
man, woman and child who lived at 
this period. The change in quality 
and quantity of the food we eat, and 
the clothes we wear, the many economies 
we are urged to effect, the endless short- 
ages to which we have to submit, the 
vastly increased cost of living, the 
effect of air-raids on theatres, tubes 
and the hour of leaving business—all 
these things can be vividly realised in 
the advertising of the period. To 
historians this collection will be an 
invaluable record of the correct colour- 
ing and atmosphere of the period. 
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The Importance of 
Little Things. 


It is just because these advertise- 
ments deal with the comparatively 
smaller things that they will be so valu- 
able in enabling future generations to 
appreciate the life of the people during 
the great war. State papers recording 


our negotiations with the enemy, in the 
hope of maintaining peace, and our 
correspondence with our Allies are 
invaluable in their own sphere, but 
the announcements to which Mr. Brad- 
ley refers throw essential sidelights on 
the way in which we “ carried оп’ during. 
this momentous time. Моша the 
diary of Mr. Pepys be half as fascinating 
and instructive as it is if he had only 
recorded great State events? Do we 
not love it because it tells of the little 
doings day by day which enable us 
the better to see with mental vision 
the times in which he Буса ? >к, | 

So for this reason and for the credit 
of advertising, that the great part it 
has played may be properly chronicled, 
I hope all advertising men, poster 
printers and the like will assist Mr. 
Bradlev to make the collection as 
complete as possible. It will show 
future generations, too, the help adver- 
tising afforded in the raising of the 
needful men, money, munitions and 
ships. 

AX 


Wise Words. 


I commend to the notice of my 
readers & remark made by Mr. Arnold 
Rowntree, M.P., at the opening of the 
enlargement of The Northern Echo 
offices a little while ago. He said: 
“It is absolutely essential if the 
democracy of this country are going to 
take an intelligent interest in foreign 
affairs that they should be able to know 
the facts with regard to foreign affairs. 
It is all right for us to say that it is 
necessary to have a larger democratic 
control with regard to foreign affairs, 
but that democratic control will be of 
no importance unless it is informed 
and educated. And that it seems to me 
can only be done by the influence of the 
Press." 

These are wise words. If the demo- 
cracy of this country want to play an 
even bigger part in the control of the 


Empire the people must realise their 


responsibility and study the questions 
concerning which they desire to use 
their influence. Also the Government 
must give the people all possible in- 
formation that they may form a right 
judgment. 
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MAKES SMILES GROW! 


LL who have anythıng to 
| dowith THE PASSING 
SHOW keep smiling. 
Frankness, cleanliness and 
* guaranteed" advertising leave 
no cause for frowns. 


Philip Emanuel, Advertisement Manager. 
ODHAMS LIMITED, 85-34 LONG ACRE, LONDON, W.C.z. 
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A. Kindly 
Tribute. 

Associated Advertising, the monthly 
organ of the Associated Advertising 
Clubs of the World, pays THE ADVER- 
TISING WonLD the compliment of re- 
producing in full, with acknowledgment, 
the article which we lately printed on 
the subject of the Liberty Loan adver- 
tising in the States. The purport of 
the article was to protest against the 
fact that the Government of the 
United States did not pay for the space 
it used. In some introductory re- 
marks our contemporary made very 
kind reference to this paper, observing 
that it reprinted the article “ because 
Tue ADVERTISING WoRLD has a per- 
spective which is hard for those on this 
side of the Atlantic to attain, and more 
especially because it speaks after 
England has been three years at war; 
some comments recently upon the cam- 
paign are especially illuminating.” 


M 
French Paper 
Shortage. 

In obedience to an official decree 
practically all those Paris daily papers 
which were published at a halfpenny 
have lately raised their prices to one 
penny, the reason given being the 
shortage of paper. At the same time 
the halfpenny papers now appear at 
an increased price five times a week, 
and then with larger issues. The 
order has, however given rise to a good 
deal of dissatisfaction, and several of 
the provincial dailies have refused to 
obey the decree, which had also re- 
quired them to reduce their size. The 
leading Amiens journal, Le Progrés, one 
of those which refused to obey, states 
frankly that the order which com- 
pelled the dailies to reduce their size 
on certain days made it impossible for 
them to carry out their advertising 
contracts, which were such that they 
needed to appear with four pages a day 
at least. 

The real inwardness of the whole 
business is a little hard to follow on 
this side of the Channel, as there 
appear to be wheels within wheels, but 
it is said the actual effect of the decree 
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will be to inerease, and not decrease, thc 
consumption of paper by the big 
dailies, and thus enable them to carry 
out their substantial contracts with 
advertisers. 


M 


Your Money or 
Your Life? 


I warmly sympathise with those who 
were subjected to the pictorial bludgeon- 


A PEREMPTORY DEMAND 


ing of the Liberty Loan poster herewith 
illustrated. It is difficult to understand 
why Miss, or Madame, Liberty is por- 
trayed as in such a tearing rage. Surely 
she has no cause to be disappointed with 
the treatment she is receiving in the 
U.S.A. ; if she is, she must bea singularly 
ungrateful jade. Seriously, this is а 
design in which force has been translated 
into violence to the utter destruction of 
its appeal. People object to be bullied. 
especially when they are conscious of 
having behaved themselves in an exem- 
plary manner. No doubt, this poster is 
merely the result of an excess of zeal, 
but it is the sort of result that calls for 
the prompt and complete suppression it 
will probably receive. 
Тнотн. 
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WHO AM I? 


1 am more powerful than all the armies of the world, 
I have destroyed more than all the wars of the world, 
I steal more from industry than all other criminals 
com 
1 have wrecked more homes than the mightiest 
siege guns. 
I massacre each day on land and sea, young and old. 
strong and w 
I am cruel as а Hun. 1 spare no one. My victims 
I find among rich and poor 
I am the crushing burden that breaks enterprise, that 
discounts success, that ruins business. 
I lurk silently in unseen places, and cast my blighting 
ктем over every human effort. 
I bring sorrow and sickness, degradation and death, 
yet fools blame me not. 
I destroy, crush and maim. Do not look to me for 
mercy ! 


I am four worst enemy. I fear only Caution and 
Pruden 


I am CARELESSNESS ! 


CARELESSNESS 


IS ANOTHER WORD FOR INEFFICIENCY 


N the opinion of the important British Press, and of British 

Manufacturers, the best book dealing with inefficiency їп 
Selling—the book that has already gone into its second British 
edition and has just been republished in America—the book that 
every manufacturer should read is 


"HOW TO REDUCE 
SELLING COSTS" 


By PAUL E. DERRICK. 
NEW EDITION JusT PUBLISHED. 
262 Pages, Cloth, 6/- Nett, 6/6 Postpaid 
From Geo. Newnes, Ltd., Publishers, 


London, or any Bookseller. 


PERSONAL SERVICE  !£ you are interested will you write “* Personal " 


to Mr. Derrick for a preliminary interview. 


Mr. JDerricks experienced 
Ni dare PAU RR | : 
personal co-operation in shaping 
future up-to-date selling policy 
and plans can be retained, 


or the complete Advertising КК NG ICT ПР 


Service Organisation of which Le ld nn LL c adr a 


he is the head may be utilised. 34 Norfolk Street, Strand, London, W.C.2 
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CO-OPERATIVE PUBLICITY FOR 


mm INSURANCE 


COMPANIES ie 


А Demand for Persistent Effort at Reform. 
By MANSON GIBSON 


THAT WAS a timely article on this 
subject in last month's issue. Ц hit 
home, and it hit hard ; though barely 
hard enough to make a deep or an 
indelible impression. No one blow 
could. By all means, now that the iron 
is on the anvil, let stroke follow strokc 
swiftly, persistently. Let the publicists 
who count take up the hammer in their 
turn, and let us nct desist until the task 
is done. Hitherto, it seems to me, our 
publicists have too soon wearied of 
well-doing. Their efforts on behalf of 
their own profession have been spas- 
modic and perfunctory. They have 
never carried through in their joint 
professional intcrest a complete cam- 
paign. They serve others ; themselves 
they cannot serve. 


А Јов WortH DoInc. 


Well, now, here is a job worth doing 
—not just a job worth doing because it 
should ultimately profit the publicity 
profession, but conspicuously worth 
doing because its achievement would 
affect the general attitude in this 
country towards the value of publicity 
as an educational force (a consumma- 
tion devoutly to be wished!), and 
because it would render a real service 
to insurance companies, collectively 
and individually. I trust the task will 
be undertaken, and that every leader of 
publicity, every publicitor (perhaps 
that’s a better word than publicist) who 
entertains high ideals of his calling, will 
lend his aid. Without wishing to make 
invidious distinctions, I should like to 
see participation in this campaign by 
such men as Mr. C. F. Higham, of whose 
acquaintance I have not the pleasure, 
but whose recent book marks him as a 
practical idealist after mine own heart. 

Meanwhile, what is the case for co- 
operative insurance publicity ? Surely 
it is the case for every cause that is 
worth promoting. 

Very likely there are few insurance 


magnates unwilling to agree that or- 
ganised, competent, vivid, inspiring 
publicity on behalf of the idea of 
insurancc,is a very fine and large con- 
ception. Talk (as I have done) to such 
people about the inevitable result of 


emploving high artistic and literary 


talent (under expert guidancc) to arrest 
attention and to makc insurance a 
matter of intense personal interest to 
the man in the street, and the response 
will be “І believe you, my boy.” or 
words to that effect. The trouble is 
that they will not act upon the belief, 
and thcir concurrence * cuts no ice." 
Personally I have not found that 
dignity has much to do with thcir 
disinclination to be up and doing. 
Rather is it thc raritv of the pioneer 
spirit—that fear of being original which 
is naturally one of the most conspicuous 
characteristics of а conventional com- 
munity. It is not false pride that 
is the defect in these people; it's 
funk. 


_A CASTLE IN SPAIN. 


Not so very long ago, indeed, it was 
my privilege to discuss this very subject 
with a man of mark in the insurance 
world. We talked of frequent spaces 
in the daily and weekly press throughout 
the country—spaces big enough for good 
drawings by good artists and for a 
printed message so skilfully and so 
humanly expressed that folks would 
turn to it in preference even to the stop- 
press news. We concocted schemes for 
the daily delight and astonishment of 
the public. There was to be no cheap 
stuff, no hack-writing, no ‘ gush "— 
none of the kind of journalism that 
newspaper-men call “пре.” We— 
for my insurance friend was by now as 
fired with enthusiasm ‘as I—had the 
great British public agog for the latest 
about insurance, living every day in a 
state of tip-toe expectation, for all the 
world like the Parisians in the heyday 
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The wide influence and great prestige gained, 
especially during the last 12 months, by the 


Ane |1) (Ex $1] 056, 


are reflected in the —— of the ie Sale of this 
paper. 


The circulation of the DAILY EXPRESS now 
exceeds 600,000 copies а day, and our books! are 
open to the inspection of any Advertiser or-Adver- 

 tising Agent. 


The Value of the 


Daily Express 


аз an Advertising Medium has increased in 
proportion to its Sale, and the position it has 
achieved in the front rank of Daily Newspapers. 


On October 15th the Scale of Charges for adver- 


tisements was increased to:— 


ШШШ 


Ordinary Position, 30/- рег s/col. inch. 
On Pages 2 and 3, 36/6 per s/col. inch. 


The space allotted to Advertising in the 
“ Daily Express” is strictly limited, and Advertisers 
should book their requirements early to avoid 
disappointment. | 


Эр Express 


GEORGE WETTON, St. Bride Street, 
Advertisement Manager. London, Е..С.4. 
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of the feuilleton. And, mind you, these 
were no castles in the air we built; it 
was а dream, but it was a realisable 
dream. It could be realised to-morrow ; 
one day, not very distant, it shall be 
realised. But, when at long last, I said 
*" Go to it, my friend ; and get it done," 
enthusiasm went out of the insurance 
magnate like the gas from a burst 
balloon. He said the times were not 
ripe for that sort of thing ; he thought 
(I am sure he will pardon this revelation 
of telepathic activity) he'd rather wait 
to sec some other fellows take the first 
step. 

It is helpful, perhaps, to point to the 
success which has been achieved by 
publicity on behalf of the British Com- 
mercial Gas Association. There, at any 
rate, you have а cognate instance of 
advertising employed simply to promote 
an idea. The utility of gas for power 
purposes, for lighting, for heating, for 
cooking is a good talkable theme, 
though one can make but a poor case 
for it as compared with insurance. As 
the writer of last month's article 
pointed out, insurance touches the 
individual at many points. There is 
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hardly an aspect of civilised life which 
it cannot be made to colour. There is 
hardly a human emotion it cannot be 
made to stir. 

Just because this question of insur- 
ance is so big, so human, so elemental, 
it is of the utmost importance that it 
should not be mishandled. Mediocre 
talent would mishandle it. No one 
person, indeed, however wonderfully 
endowed, could tackle it efficiently. 
There is work for a crowd of geniuses— 
for men big of heart, quick of head, and 
gifted with a pen potent to stir the 
imagination and the conscience of all 
classes. 

Come as cold to this question as you 
will, be as practical as you please: 
co-operative publicity on behalf of 
insurance has more magnificent possi- 
bilities than any similar proposition 
that has been mooted in my remem- 
brance. Habit alonc is the hindrance 
to its adoption. Insurance companies 
are rutted, bogged, in conventionalitv. 
Out of that they can—and, I verily 
believe, they must—be stirred. Is THE 
ADVERTISING WORLD (in “ lower сазе”? 
as well as small caps.) equal to the task ? 


OVERSEAS ADVERTISING 


New Zealand. 


H.M. Trade Commissioner, in his recent 
report, emphasises the need for advertising 
British goods in the New Zealand press. He 
says that of this advertising there is now a 
serious lack, although better results would 
probably be attained in this direction in 
proportion to the population than in the 
United Kingdom. In practically every hard- 
ware store in New Zealand, he explains, the 
window displays consist almost always of 
American goods, and he is convinced that there 
is a material limitation of sales of British goods 
in the country as a result of the lack of know- 
ledge of their existence. That defect should be 
remedied by agency work, by catalogues and 
by advertising. He recommends, too, the 
organisation, as soon as possible after the war, 
of comprehensive exhibitions of British goods 
in New Zealand. 


Japan. 

The comparatively recent marked improve- 
ment in the financial position of Japan as 
reflected, among other ways, in the quotations 
for her Government loans has attracted a 
good deal of attention. While every other 
of the belligerent nations has been borrowing 
money Бу the hundred million Japan has 
actually been paying off considerable, instal- 


ments of her national debt, this happy state 
of things being largely due to the fact that 
the country has been supplying goods to 
the Allied Powers which they could not make 
for themselves while their energies were 
absorbed in the war. Also Japan has been 
able to sell her produce to the neutral states 
which formerly were supplied by the Allies 
or by Germany. 

The figures published a few days ago bv 
the Financial Bureau furnish useful evidence 
of this significant expansion in the foreign 
trade of our Far Eastern Ally. The returns 
are for the six months ended in June last, 
and they show that the imports amounted 
to £44,794,000 as compared with £38.044,000 
for the corresponding period of last vear, 
being an increase of £6,750,000. Exports 
were of the value of £70,850,000 against 
£46,956,000, or an increase of £23.894,000, 
giving а trade balance in favour of Japan of 
fully £26,050,000, against £8,912,000. 

These statistics clearly prove the prosperity 
of the country, and therefore our manu- 
facturers who can now, or after the war, 
export their wares should find in Japan a 
great market for their goods if they suit 
the tastes of the people. One must not, 
however, overlook the fact that our Ally is 
developing capacity for herself making those 
things of which she has need. 
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HE Peace Conference may —or may not—curb the trading activities of your 
German competitors, but there still remain a host of wide-awake British 
and Allied competitors. The efficient advertiser will consider the selling 
value of an announcement in the Buyer's Guide Section of the MARCONI 
INTERNATIONAL CODE. This Code is now in the Press. It is a unique 
instrument for facilitating overseas business—something as new to-day as the 
telephone, typewriter, or wireless telegraphy once were. 


THE MARCONI INTERNATIONAL CODE 


GIVES MEANINGS IN THE NINE CHIEF LANGUAGES OF THE WORLD. IT FACILITATES 
AND CHEAPENS OVERSEAS TELEGRAPHY. ITS CIPHERS ARE THE ELOQUENT WORDS 
OF A NEW UNIVERSAL LANGUAGE — А LANGUAGE YOU DON'T REQUIRE TO LEARN. 


Nearly every exporter, importer, and large consumer in the World will possess 
and use this Code. By using this wonderful medium, and with one outlay only, 
you will have fired a **great gun’’ that will continue to be a live advertisement 
for years and years. Only one $ood introduction will more than repay the cost 
of any space you may book. Complete and post the Coupon below. 


C T 
MARCONI 


Б y — 
P xf a» ue 
Р 2 5, М эма 


POST THIS COUPON 


If you have no Advertising Agent, post this Coupon to 


THE MARCONI INTERNATIONAL CODE CO., 


TO Н 5 
335 Ha HHT HIA Marconi House, Limite, 
YOUR ADVERTISING AGENT. NU ШШ ; STRAND, LONDON, W C. 2. 
"mHEBBERESUSEESSUBEUU BSESEBBERRERSSENSSNE NW УД 
To My » e! ate : 
ADVERTISING | ib -— 3 
AGENT, BB Earr PAS 


ef The Marconi. International Code Co, Lid. | 
Marconi House. Strand, London, W.C. 2. 


| INTERNATIONAL 
CODE 


| 


ТТЕ, | 


Please send те the Free Booklet and Linguistic Map 
of the World, and advise me regarding the advertising 
value to my business of the Buyer's Guide of the Marcon 


ENGLISH International ENGLISH 
ITALIAN x т Code CERMAN 
PORTEGUE Name. .. DUTCH 
Busine 
A.W, Address. — 


Issue a Permanent Advertisement to the Buyers of the World. 
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NEWSPAPER ADVERTISEMENT 
te E I ТМ АК E-U P ne 
By MR. J. L. FRAZIER 


The following article, which deals with à matter of much 
interest to many of our readers, we have taken the liberty 
of "lifting" from The Inland Printer, Chicago, U.S.A. 


THE PROPER makc-up of the inside 
pages of a newspaper—which, morc 
properly speaking, perhaps, means the 
best possible placement of. the adver- 
tisements thereon—is a matter of 
considerable importance to most pub- 
lishers and make-up men. The pyramid 
is undoubtedly the best—-in fact, it is 
the only systematic make-up of inside 
newspaper pages. For obvious reasons, 
it has gained the approval of the best 
newspapers of the land, whether in the 
metropolitan daily or the country 
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ATTENTION 


weekly field, and it is the purpose of 
this article to explain some of its advan- 
tages as well as to describe and illustrate 
the style. 

The pyramid make-up gets its name 
from the fact that, in following it, the 
advertisements on every page аге 
grouped in the lower right-hand corner. 
and, working from the bottom up. the 
form of a pyramid is obtained. Strictly 
carried out, the largest advertisement 
is placed in that extreme corner and 
the smaller ones placed on the left 
side and above in proportion 
to size. The general form 
may be obtained without 
placing the largest advertisc- 
ment. in the extreme corner, 
but a page is not so plcasing 
when small advertisements 
are covered with larger dis- 
plays.. 

For the sake of appear- 
ance, and to givc the adver- 
tisers whatever advantages 
do not conflict with the 
paper's style and the rights 
of readers, it is desirable to 
have the first column of 
reading-matter run to the 
bottom of the page. This 
is not always possible, of 
course, for the dominating 
advertisement is often the 
full width of the page. 

The advantages of the 
pyramid are apparent when 
one considers and compares 
the illustrations shown here- 
with (Figs. 1 and 2. By 
grouping the advertisements 
in the lower right-hand 
corner in pyramid form, as 
in Fig. 2, the reading-matter 
is massed in the upper left- 
hand corner. This makes 
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To-day, the effective fullilment of National 
requirements demands the Manufacturer's 
continued concentration, yet the future—the 
post-war period—holds so much in store 
that it would be simply folly to postpone 
our preparation. 


In that preparation Publicity will play a most 
important part and it is there that we can 
help you. 


That our assistance is appreciated is proved 
by the extensive calls upon our service. 


These emanate from all quarters of the 
Kingdom, and in order to give closer atten- 
tion to Ireland and Scotland, we have opened 
an Irish Office at 19 King’s Court, Welling- 
ton Place, Belfast, where Mr. Robert Aitken 
will be in charge, 


Write him to help you. 


Other enquiries to— 


SIVITER SMITH SERVICE 
(V. Siviter Smith & Co.) 
Siviter House, Birmingham 


London ~——— 10 Lincoln's Inn Fields, W.C.2 
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the news most convenient for the reader, 
as, in turning from page to page, his 
eyes naturallv fall at the upper left- 
hand corner first, where reading logically 
begins. In contrast, consider Fig. 1, 
where the advertisements are scattered 
without order over the page, with a view, 
apparently, to giving every advertiser 
a preferred position. The result is 
the reading-matter is cut up into small 


C. w. POMRENING 
— — > 


—-- 


where the advertisement is wholly 
surrounded by reading-matter; full 
position, which means that there must 
be reading-matter on two sides, either 
following and alongside or preceding 
and alongside; or for positions along- 
side reading-matter. The publisher 
should charge a sufficiently increased 
rate for these preferred positions to 
discourage the practice of having to 
give them, and to protect the 
appearance of the paper, on 
which so much depends. 
Whenever the publisher 
surrenders his pages to the 
whims and unreasonable 
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FIGURE 2 
groups, or parts, making it difficult 
for the reader to follow the stories. 


Such make-up irritates the readers and 
is bound to make the paper more or 
less unpopular with them. 

Objections have been raised to the 
pyramid make-up by some unfortu- 
nately short-sighted publishers who per- 
mit advertisers to exercise undue 
influence over them and who fear, по 
doubt, the loss of their business. They 
arc influenced to grant the demands of 
advertisers for an “ island ” position, 
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demands of advertisers һе is 
cheapening his paper before 
their eyes. The subscribers 
are the life-blood of any 
newspaper, and if a pub- 
lisher makes his paper as 
interesting in appearance as 
it is in fact, if it is. and 
places the news before his 
readers in the most con- 
venient and readable form, 
he is bound to make it 
popular with them. That 
means the subscription list 
wil grow, and the adver- 
tisements therein will bring 
proportionately greater re- 
sults—if the results are not 
altogether out of proportion. 
Advertisers will then һе 
quick to take advantage of 
the opportunities offered 
through the columns of the 
paper, and will be glad to 
submit to the dictates of the 
publisher's style of make-up. 

There's another reason 
why the pyramid make-up 
of advertisements 15 best, and it 
concerns the advertiser's own advan- 
tage. It is concerned with a condi- 
tion of mind, a psychological fact, 
which, while not recognised bv all 
printers and advertisers, exerts its in- 
fluence just the same. None will 
argue that subscribers take a news- 
paper for the advertisements appearing 
therein; some few may, but thev are 
the exceptions. Newspapers are read 
because men and women want to keep 
informed on events in their community, 
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( )FFICIAL War Reports 
are the same whether read 
in one newspaper or another. But 
when it comes to graphic illus: 
trations, descriptive articles and 
explanatory diagrams, the better 
class public turns instinctively to 
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WHICH HAS NO RIVALS 
AMONG WAR PAPERS 


[15 new price, /d., is indicative 
of the spending power of its 
readers. They have the money 
if you have the right kind of 
article to offer them. 


Advertisers should write for further | 
information and rates to the 
Manager (Advertisement Depart: 
ment), 6 Great New Street, Е.С. 
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the country and the world. In going 
through the paper, therefore, they 


naturally read the news first, and if an 
advertisement is placed in the upper 
left-hand corner or in ** island ” position 
amidst thc news they will pass it by, 
even if they are not irritated or pro- 
voked by its intrusion. Having read 
all the news on а given page, however, 
they are in а good frame of mind to 
take up the advertisements before turn- 
ing to the next page, and will read them 
with greater interest and comprehension 
than if those advertisements had stood 
in the way of what they most desired. 
Some others have raised the objection 
that thc advertiser who buys large 
space is not being given propcer con- 
sideration when his advertisement is 
surrounded by smaller displavs. "These 
objectors either do not know the 


difference between a displeasing and 
a pleasing page or do not care—which 
is worse, because more nearly hopeless. 
Furthermore, the larger advertisements 
have greater prominence, both because 
of their larger size and the proportion- 
ately larger type in which they are set. 
By following the strict pyramid make- 
up the page is made more pleasing, 
and the advertiscr having the larger 
space has the greater prominence 
whether he thinks so or not. 

Another point worthy of consideration 
in this connection is that when a page 
is made up without order, as in Fig. 1. 
the appearance of less reading-matter 
than the page really contains is given. 
By following the pyramid form, as 
illustrated in Fig. 2, the full benefit 
of the amount of reading-matter is 
given through massing it in one group. 


CORRESPONDENCE 


Cinema Posters 


[Оп seeing an announcement. that 
Mr. John Hassall was engaged upon 
"something new" in the wav of 
cinema posters we asked him for in- 
formation, and publish his reply 
herewith. Mr. Hassall will tackle the 
cinema poster problem con amore, for he 
has before expressed his strong con- 
vietion--in which we are at one with 
him—that the average cinema hoarding 
repels more than it attracts. and that, 
since the better class of people will not 
go to a theatre lavishly decorated 
with the usual pictorial atrocities, local 
and provincial shows often cater only 
for a low class of patron, to the serious 
damage of thc film industry as a 
whole in publie estimation. — Ep. 
“А. \. | 


88, Kensington Park Road. W. 

October 10th, 1917. 

Editor, Тик ADVERTISING WORLD. 
SiR,—In reference to the idea. of 
trying to make some alteration in thc 
extraordinarily crude poster designs 
for film attractions, I have been 
asked by the management of thc Idcal 
Company to help them in their crusade 
against the everlasting red, blue and 
ycllow designs which for so long have 


sufliced for film advertisements. I 
fancy the naval and military authori- 
tics adopted the idea of camouflage or 
the art of concealing important units 
by the juxtaposition of primary 
colourings from noting the cffcet of 
cinema hoardings. Thirty years ago 
the theatrical world of advertising used 
to favour the modern cinema style of 
design. The circuses to a great extent 
still do so. Not because they know no 
better, but because the printers can 
let them have old-fashioned stock at 
an casy figure. 

The big mercantile concerns have 
long ago avoided camouflage on the 
hoardings. Theatrical managers nowa- 
days won’t use it, so we want to break 
into something simpler. It can't be 
done all at onee. Let us try and 
cure the disease rationally, which is 
gradually in this case. No surgeon's 
knife, or anything drastic. but a 
gradual insinuation of thoughtfulness 
for the hoardings outside as there 1s 
for the film within the building. 

Moral : Don't go down to the mental 
level of any audience, but educate 
them up to a higher standard inside 
and outside of the show. 

Yours verv truly, 
Јонх HassaALr. 
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OTHING в so arresting and stimulating as 
the expression of a highly - individualized 
personality. 


The ponderously impersonal editorial " We ” has lost ` 
any power to impress that it may once have possessed ; 
which was probably never very great unless there 
was generally known to be a dominating personality 


behind it. 


Present-day readers, in any case, pay small attention 
to any editorial criticism or commentary unless it is 
backed by a name that commands respect and plainly 
bears the mark of its personal origin. 


It is because the “New Witness” is one of the 
most personal of periodicals that it enjoys an ever- 
growing measure of support from enthusiastic readers. 
It is recognised as having something to say worth 
hearing, because it is not afraid to avow very definite 
convictions and to do battle with every antagonist, 
great or small, of its firmly held behefs. 

To its advertisers it can offer every advantage 
possessed by a publication firmly based on the respect 
of its readers, and powerful in its influence among 
well-educated and intelligent people. 


Che New Witness. 
edited by G.K.Chesterton. 


20 and 21 ESSEX STREET, STRAND, W.C.2. Telephone No. 
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CURRENT ADVERTISING 
IN EIER 


Being a Free Commentary on Recent Press Advertisements ; 
with Reproductions of Notable Examples. 


THERE IS more than sufficient activity 
among advertisers to fill the space 
available in practically all the news- 
papers and other periodicals that can 
offer serious claims to support. Many 
of these are, indeed, in the position of 
having their available space booked 
for a long time ahead, so that the chief 
trouble to-day of advertisers who have 
not been foresighted is to find effective 
means of introducing their propositions 
to the public. 

As the end of the war draws nearer, 


YOUR OBLIGATIO 


OU Һате аһ fold duty to perform to those whom you 
have sent to Gght your battle Firstly. to help the State to 


provide for their immediate necessities, and after the war is 

over to help those dear to you to start ip civil lile You can meet 
both these obligations by leading money to your country now 
amount you save grows in value as the time passes 


It is the National obligation to-day to invest in 


NATIONAL WAR BONDS 
WAR SAVINGS CERTIFICATES 


Ful peruculars from your Loca! War Savings Committes o Association. 
- 


інеі by The Neves! Wer Serge Concnas 
Драм Ьу М.М Тент, 
Sehsbure Square EC 4 
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THE HUMAN NOTE 


and many ‘campaigns at present held 
up are released, the demand for space 
in the more favoured Press media is 
bound to become more and more 
clamorous; for it will probably be 
a long time before we can once more 
command a fully adequate supply of 
paper. 

The astute advertiser will therefore 
look well ahead. and secure in good 
time the advertising facilities that 


later on he will require. Delay in doing 
so will certainly mean that he will be 
deprived of many of his most valuable 
opportunities. 

Of the advertising that has been 
most in evidence recently that of the 
National War Bonds, of course, takes 
premier place. 

Most of the announcements made 
at our time of writing have been of 
a badly official character, as was to be 
expected, but the campaign shows 
signs of developing on more ** human ” 
lines, as is witnessed by the display 
illustrated on this page. This is a good 
example of the manner in which the 
appeal of the Treasury can be pointed 
and vitalised. It cannot be too strongly 
insisted upon that sentiment and 
emotion have a stronger influence upon 
the action of most people than their 
reason. People do not take action so 
much because they think they ought 
to do so as because they are led to 
an inclination in a particular direction 
by their feelings. 

We hope to see the National War 
Bond advertising continuing on the 
lines of its latest departure, and making 
its tale far more intimate and personal, 
and we feel perfectly certain that if it 
does so most excellent results will be 
secured. 

The particular style of illustration 
which has made the advertising of 
Messrs. Thresher and Glenny so dis- 
tinctive during the past yearortwoseems 
to have had a remarkable effect upon 
the illustration of similar commodities 
as advertised by other firms. Most 
of these have been content to imitate 
what thev could not equal, but in one 
or two instances they have been led to 
make experiments for themselves. It 
has been very surprising to us to note 
that Burberry’s have been among the 
experimentalists. They had so excel- 
lent and so distinctive a style ot 
illustration of their own, and it was so 
thoroughly identified with their adver- 


October, 1917 THE ADVERTISING WORLD 239 


i" TT 


na 
WA | HEN he comes back, 


үү 


when the sword has to 
be beaten (in double quick 
time) into a ploughshare, when 
the whole machinery of busi- 


| 


У its 


ness has to be overhauled, and 
renovated, and restored—that 
day every manufacturer has 
got to face the problem of re- 
construction and every firm 
to fit itself for competition keener than was ever known before. 


Whatever else this means, it means better advertising—more competent, 
more intelligent, better planned, better designed, better written. Where- 
fore—consult the Carlton, the organization founded on the principle that 
no art, literary or pictorial, is too good for the service of business—the 
biggest of its kind in the world—the organization with admittedly the 
most highly and diversely talented personnel. 


You are invited to ring, write, or call. То call is best. 


CARLTON STUDIO and 
CARLTON AUXILIARY 


Carlton House, Great Queen Street, Kingsway, London, W.C.2 
Telegrams: " TAMIWBP, LONDON." "Phones: Regent 1550, Central 1288. 
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tising, that there was no need for them 
to break out in a new расе. The 
illustrations in the announcement repro- 
duced herewith do not possess a touch 
of the Burberry distinction, and wc 
cannot imagine that it is good policy 
for the advertisers thus to lose so 
valuable a part of the personality of 
their newspaper publicity. 

Advertisers in the same class who 
have lately made a successful departure 
in the style of their illustration are 
Messrs. Dunhill’s Ltd. What they have 
achieved may be seen from the display 
herewith reproduced. The method 
adopted by the artist in this case has 
the advantage of being simple and 
strong, and suited for almost any kind 
of printing. It has a strongly individual 
character of its own, without being in 
the least eccentric or tricky. It has 
rendered Messrs. Dunhill’s advertising 
conspicuous amongst its competitors 

since it first 
BURBERRY made its ap 
WEATHERPROOF sacra pearance. 

Messrs. 
Macniven 
& Cameron, 
Ltd., have 
been active 
advertisers 
of late on 
behalf of the 
Cameron 
Safety Pen 
and have 
been repre- 
sented by 
some admir- 
able dis- 
pla ys. 
Among the 
best of these 
is the single 
column ar- 
rangement 
reproduced 
in these 
pages from 
one of the 
weeklies. It 
is distin- 
guished by 
an illustration which is capably drawn as 
well as happy in idea, and by the simple 
good taste of the typographical arrange- 
ment. In the matter of the advertise- 


ВСКВЕКЯУЗ$ 
New Catalogue 


"o 


BURBERRY 
Cleaning Works 


MAYMARKET 
LONDON 


BURBERRYS | 


UNDISTINGUISHED 
ILLUSTRATION 


ment the selling points of the Cameron 
are plainly presented, but it seems to us 
that they might be emphasised more 
strongly with advantage. The adver- 


WHERE FLYING MEN ARE FITTED OUT 


AVIATION KIT 
BY SPECIALISTS 


IMSELF a specialist. the Aying 

man believes profoundly in the 
specialist in kat. Thats why the ar 
services tradition already is that every 
aviation oficer—at every stage from 
cadct-chrysalis to full-blown Aycr- 
must gct his kit at Dunhil's. 
b» em pes thet Deal "Lit meem quality ote 
matter mere a the hanwiedgr end enderiandos 


ba to every deter of equipment Ал) S 
emcees comfort 
* Cadets may lash бы сы end Муш эв amiee o-s 
t Denbdi* ihev vr ооо eure of the Bw oto 
pica ын end haew the dGerean he. 
"чад end » qui. comflert’s he mae conc 
Ad Re мен mesm be-ovacessnewere cio 
ves re drdhng Чы cimanghere и NÒ mat 
frceutiag о 200m (er «ым * вое «г airt 
And thea there's thy фото cownnmm of Orem 
a лпа и the coonam of cheap тыб ыр < 


Tunic. in fnew whipcord 
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A DISTINCTIVE STYLE OF DRAWING 


tiser of a speciality such as this should 
be an enthusiastic believer in its superi- 
oritv over all other articles of а similar 
kind, and he should express his en- 
thusiasm freely. If the copywriter 
would consider how he would recom- 
mend the pen to a friend by word of 
mouth, he would probably discover 
how he could give to his appeal the 
trifle of additional life and force that 
would make it most effective. 

We reproduce the single column dis- 
play of the Labise Co., because it 
contains an illustration that in its 
own class is particularly well done. 
Неге we have a fashion drawing, that 
is at once dainty, sound in draughts- 
manship and strongly suggestive of the 
quality of the goods advertised. It is 
a pity that the arrangement of the tvpe 
very seriously detracts from the ар- 
pearance of what otherwise would have 
been an exceptionally attractive dis- 
play. The name block is another item 
that would bear improvement. 

А very pleasing little scries of small 
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Window - Display 
Salesmanship. 


АВЕ PEPPER APP MI МА 


= HEN people are going to pass 
your shop window don't let 
them pass. Make them stop 
and get them interested: and re- 
member you won't do that unless 
you can show them something differ- 
ent from the other fellow.” 


That's what we all say to the retailer; 
and it is up to us, advertisers and 
advertising men, to help him to do 
as we Say. 


We must give him material for the 
right sort of window display, not 
merely a few dummy boxes and a 
showcard or two. 


A model, especially a large model, 
in the round is always more attract- 
ive than a flat picture, and much 
more can be done with it by the 
window display designer. Too ex- 

Sole Agents : pensive you say? It used to be, 
THE PYTRAM MANUFACTURING CO. but not now. What about the 
sample of our modelling in the illus- 
tration on this page. Doesn't it 
suggest that we might do something 
good for you? If not, let us have 
, five minutes of your time and see 
Phone чә : 


what we can suggest. 


City 5 134 There's the 'phone at your elbow. 


ME А АВА LU T АА АА 


Drummond-Walher G Co. 
63 Queen Victoria St. London, E.C.4. 


MADE IN PYTRAM. 
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space displays has lately been appear- 
ing to advertise the merits of Cerebos 
Salt. The character 

of the announcements [paris decrees 
may be seen from our 
reproduction of an ex- 
ample. It will be seen 
that, simple as they 
are, they have suffi- 
cient individuality to 
make them outstanding 


f"osegay and 
leaves. - 


IN FRONT The 4 


HE Cameron Safety Self-Filler 
has taken its place in the 
front rank of Fountain Pens— 
it is the pen that leads the band 
Ne Pen в so convement — when «тра jus put и, 


апу ink-botjle and press the hars Мо nller to 
find, no special ink-bottle to search tor 
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Woie foo lord Lus 


MACNIVEN & CAMERON, L4. e^ 
9— =~ ооу Pen Werks à 


99A9009 9 €" 


CURT BIRMINGHAM үшү Lus 


pressadvertise- 
ments. Inthe 


example repro- 


duced we ob- 


successful result in every iparticular. - 
Whether in an advertisement of this 


Фу courtesy of " The Tatio." 


Co. 


95, NEW BOND STREET, 

LONDON, W.1. 

(Eetsance ia Bienheim Street) 
First Fleer. 


A О О АМТ 
DRAWING SPOILT 


_ kind it is advisable to have a 


large figure dwarfing the illus- 
tration of the article advertised 
may be open to question; in 
any case a figure which is made 
so prominent a feature should 
be well drawn. In the Star 
announcement it is а very 
amateurish and not at all at- 
tractive performance. The 
lettering adopted for the body 
matter of the advertisement 
is not sufficiently distinctive 
to justify its use in the place 
of plain type. It is difficult 
to read and muddled in ap- 
pearance owing largely to un- 
equal spacing. A comparatively 
little improvement would make 
of this display a thoroughly 
workmanlike ^ advertisement. 
but for lack of that little it is 
very decidedly in the third class. 

We note that ** Little Peter," 
whom we had missed with 
regret of late, has re-appeared, 


| but drawn now by another 


artist, Mr. Bert Thomas having 
joined up. We wonder how 


‚ * Little Peter will get on with- 


out his ** ereatcr." 


Tie, come os o inso ond о brung m =» 
the Pabaut. che Ow! ond the Moore. Pro 


GOOD CRAFTSMANSHIP 


serve that the 
advertisers 
have quite 
unnecessarily 
split an infinitive. We are not purists 
and readily admit that there are occa- 
sions in which the use of the split infini- 
tive is fully justified, but in this instance 
" Really to enjoy eggs" would have 
read better than the form employed, 
and would have had the advantage of 
being more emphatic. 

The Star Touring Car’s advertise- 
ment is a rather curious example of an 
all-round missfire. It is very nearly 
sound in general design and in detail, 
but somehow just manages to miss a 


enjoy 


e ы 3 
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In 4d., 7hd., and 1/2 Tins. 
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FROM AN ATTRACTIVE 
SMALL SPACE SERIES 
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This picture, “ Miss America’s Offer—‘ Uncle Sam's Best,’” printed in Lr on art 

i i i i 7 i ddress below a 
paper 15 in. by 10 in., will bẹ sent free to any smoker forwarding to a s b 

Picture Offer “ De Reszke” box lid and 2d. in stamps, mentioning picture No. 52. 42 Miniature 

To “ De Reszke” Smokers Pictures wili be sent free on receipt of reply envelope, ready addressed and stamped 

only. (1d.). Thesearereproductions printed in colours of the famous ж De Reszke” Cigarette 

pictures. Address : J. Millhoft & Co., Ltd. (Dept. 70), 86 Piccadilly, London, W. 
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A good deal of cigarette publicity is composed of 
“ copy-writer's talk," but the advertising of the 
* De Reszke” dAmerican—Mr. Millhoff's new Virginia 
blend—is bedrock truth, as future advertisements will 
demonstrate. If you want a really good cigarette, try 
the “ De Reszke” American —the “trifle extra” which 
they cost is more than made up by the superior quality 
SOLD EVERYWHERE, 
ог post free from J. Millhoff & Co., Ltd. (Dept. 70), 86 Piccadilly, London, W.1. 


De Reszke===8merican 
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MONEY LENDERS' CIRCULARS 
Rent 


A REGISTERED monev-lender, Frank Percy 
Curtis, of Pall Mall East, was summoned at 
Bow Street on October 16th, under the Paper 
Restriction Order, for causing advertising 
circulars to be delivcred, no request in writing 
having been made by the recipients. The 
circular set forth the terms on which the 
defendant was prepared to advance money 
without security. Defendant, when spoken 
to by the police, said the circulars were printed 
over three vears ago. Finding that other 
‘people were circularising he did the same. 
.He took some of the circulars, added defendant 
{о the police, to the West Strand post office, 
'and the officials said they had no instructions, 
but that as far as thev were concerned the 
circulars could go through. He did not see how 
the non-sending out of the circulars would affect 


The Gentlewoman published lately an excep- 
tionally interesting feature in the form of an 
exclusive story of Her Majesty's recent visit to 
France, which the editor had been permitted 
to compile from official papers. The Queen 
took a keen interest in the story, as is proved 
by the fact that she personally selected the 
illustrations, many of which were reproduced 
in our contemporary for the first time. "This 
piece of enterprise on the part of the conduc- 
tors of The Gentlewoman secured for the paper 
a most useful measure of advertising, as the 
publication of the story was mentioned in 


many papers. 


The very enterprising conductor of The Car 
is now producing a monthly Aircraft Number 
of that paper, this being in pursuance of the 
policy initiated by Lord Montagu in the early 
days of aviation. А recent issue, now before 
us, is a very likable production, and carries a 
goodly show of attractively displayed adver- 
tisements. Arrangements have been made for 
а series of full-page illustrations by a competent 
aircraft artist, Mr. Geoffrey Watson, and also 
for a series of articles describing the develop- 
ment of the aircraft of to-day in a popular 
manner. We understand that these monthly 
aircraft issues have a special circulation 
amongst members of the Air Services, Govern- 
ment departments, and the aircraft industries, 
quite distinct from the usual circulation of the 
paper. 


The Direct Пи (the London Divisional 
Journal) continues to be produced in very 
taking stvle, and the bright and amusing 
character of its articles and illustrations ac- 
counts for its popularity. Though "* produced 
on active service " it is clear that its contribu- 
tors maintain excellent spirits and are not at 
al downhearted. The paper throughout is 
redolent of the Army and its humour. It 


the consumption of paper. The defendant's 
solicitor submitted that from the strictlv legal 
standpoint the documents were not advertising 
circulars. 

The magistrate, Mr. Graham Campbell, 
decided that the circular was an ** advertising 
cireular" in the sense intended Бу the 
Order, and said he was satisfied the defen- 
dant had deliberately lied when he told 
the inspector of police that he had the 
circulars printed three years ago. That 
they had been printed quite recently was 
evident from the fact that after the address 
appeared the figure 1, showing the number 
of the district under the new postal regu- 
lations.—Defendant was fined fifteen guineas 
on each of two summonses, and ten guineas 
costs. 


carries a very creditable show of adver- 
tisements, and is clearly a medium of 
merit for the advertising of a large class of 
goods. 


With the very attractive October issue of 
Overseas, the organ of the Overseas,Club, was 
issued a double crown sheet illustrating ** The 
British Navy at War." Overseas is а publica- 
tion that makes strong appeal to those to 
whom it is addressed. 


The subject of ©“ Mothers’ Pensions’ has 
been advocated many times in this country 
lately by Judge Henry Neil, of Chicago, and 
on Tuesday, October 16th, it was considered 
at the meeting of the Aldwvch Club Debating 
Circle, when the Judge spoke on the matter. 
Captain Bridges presided in thc absence of 
Mr. Sydney Walton. Mothers’ pensions, per- 
haps we may explain, were adopted in the 
United States as the result of Judge Neil's 
representations as maintenance grants in 
respect of children under fourteen, and are 
accorded to widowed or deserted mothers who 
are “proper guardians,” but too poor ade- 
quately to keep their children. Bv this 
system of grants great economies are effected 
also, as the child can be maintained so much 
more cheaply bv the mother than in an 
institution, and so much better, too. Judge 
Neil's advocacy of the plan has been so suc- 
cessful that it has now been adopted in thirty 
States. At the close of a simple and eloquent 
address His Honour was thanked for it on the 
proposition of Mr. H. Paterson, seconded by 
Mr. Thompson Clark. 


The Rembrandt Intaglio Printing Со. 
announce that, pending other arrangements, 
their London agency at 36 Basinghall Street, 
E.C., has been closed as from October 22nd. 
All communications should now be addressed 
direct to the company at Lancaster. 
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HOW TYPE CAN HELP! | 


JR e 


C. The choice of a suitable style | of ап excellent illustration is 
and size of type makes all the | frequently spoiled by types inju- 
difference to the pulling power | diciously selected and inhar- 
of an advertisement. The effect | moniously arranged. 


SE 


[qup pony. 


SEDEM 


©. We make it our business to advise our clients on the setting- 
up of their advertisements. We do not "leave it to the 
Printer.” We prepare a lay-out, give definite instructions, and, 
in consequence, obtain those effective, well-balanced displays 
which are among the first essentials of successful advertising. 


d. This is а single. though verv | @. // you are dissatisfied with the 


important aspect of an up-to-date appearance of your advertisement, 
send it lo us, and we will gladly 


Service that embraces everv phase | | 
A [| tell you how, in our opinion, it could 


of modern advertising. be improved. 


CHARLES POOL & CO., LTD., 


THE PERSONAL SERVICE AGENCY WITH 50 YEARS' EXPERIENCE, 


180-181, Fleet Street, London, E.C.2. 


‘Phones: CITY 1473-4. Telegrams: " ADVEXERO, LONDON.” 
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BoucHt—CASH. M FASILY INFLUENCES } 
| ITS ADVERTISERS. № = 
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IN THE PROVINCES 
[е)|\\ЇЇЇШЇЇЇШШШШЩШШШЇШШШЩЩШШШШШШШШШШШШЩШШШШШШШШШШЩШЩШШШЩЩШШ@] 
What Advertisers and Advertising Men are doing in 


Provincial Centres—from the Special Correspondents of 
“The Advertising World." 


Belfast 


It is evidence of the growing interest in, 
and importance attached to, advertising that 
the matter is being made the subject of a series 
of lectures whieh are now being delivered 
at the Municipal Technical Institute, Belfast. 
The lecturer, who is appointed Бу the Cor- 
poration Technical Instruction Committee, 
is Mr. Robert Aitken, and his theme is described 
as * Advertising : Its Principles and Practice.” 
The course will comprise twelve lectures. 
Addresses of this sort ought to be very useful 
and in time lead to improvement in the style 
of publicity and to greater appreciation of 
its usefulness. 

At the first of the lectures, which was given 
on Oetober 5th, Mr. Aitken said that in all 
businesses advertising was the pivot on which 
the turn-over revolved, and on the advertising 
manager's shoulders rested the hopes of the 
proprietors of a concern, While the actual 
seling was with thc salesman it was adver- 
tising which brought prospective purchasers 
to the counter. Publicity in connection with 
modern commerce had yielded inestimable 
boons to mankind. The Canadian Pacific 
Railway Company by advertising had obtained 
an immense drawing power for the reinforce- 
ment of the population of Canada, and some 
of the most gigantic businesses of modern 
times were built up from small beginnings 
simplv Бу enterprise in advertising. One of 
the most important things for the business 
man to study, Mr. Aitken went on to say, 
was the form and style of advertisement. 
Appropriate originality in this respect was as 
profitable as it was difficult. A business 
man should attempt to make his announce- 
ments each day more attractive and arresting. 
The success of an advertising campaign 
depended greatly on the character of the copy 
written, To be a successful business man in 
these days one must be a competent and 
successful advertiser, and the art of advertising 
was only to be acquired by study. 


Birmingham. 

Seaside advertising has bren very con- 
spicuous in the Birmingham papers during the 
Autumn—Blackpool, Scarborough and More- 
cambe occupying whole pages, included in 
which were the advertisements of the leading 
local stores at these towns. 

Newcomers in the ficld are the buyers of 
waste paper, the Warwickshire Furnishing 
Company, and Reppinglow, the fish and 
poultry firm, the latter having advanced 
from small classified spaces to a large display. 

The Co-operative Stores have been well to 
the fore with sugar card notices, and Daven- 
port's Brewery first promised supplies of bcer, 


and then apologised as the quantities to hand 
failed to come up to their expectations. — . 

There are several leading firms who evi- 
dently have come to the conclusion that a 
policy of one display per month is sufficient 
to keep their names before the public, although 
inquiry proves that the flow of trade in the 
town is still as full as ever. 


Bradford 


The members of the Bradford Advertising 
Association held the first meeting of the 
session on October 4th, Mr. A. Widd, presi- 
dent, in the chair. Mr. Mosley gave a lecture 
on “Design in Advertising," illustrated bv 
sketches on the blackboard. Mr. Mosley 
referred to the drawing power of design, 
colour contrasts, and harmony, and points 
of appeal, and showed that an illustration 
must attract bv its appearance, yet not 
detract from the advertising matter by draw- 
ing too much attention to the design. The 
effects of Jight and shade by the judicious 
use Of ordinary type and lines was demon- 
strated very effectually. A hearty vote of 
thanks was accorded the speaker on the motion 
of Mr. George Brown. 


Dublin. 


There is а feeling of healthy optimism in 
Irish commercial circles concerning trade 
development and general business activity 
this autumn. Even if the mass of newspaper 
publicity has been of the “ marking-time " 
order for many weeks, the portents in the 
advertising field are indicative of many 
displays of newly stimulated faith in *'ad- 
vertising as a force." There is much wooing 
of prospective advertisers in Irish advertising 
circles—agents, newspaper representatives, 
and canvassers for class and trade journals are 
full of zeal. 

Irish consumers are more receptive now to 
the appeal made by persistent good grade 
publicity than in days of peace. I have had 
clear evidence of highly satisfactory results 
accruing to advertisers who had not hitherto 
made skilful use of advertising and who enlisted 
its power with some feclings of diffidence. It 
may be accepted that just now Ireland is “а 
good place to advertise in " and its leading 
newspapers are unquestionably offering good 
value to advertisers. 

Agricultural matters occupy of necessity a 

rime place in business in Ireland, and there 
Is an ever increasing volume of general agricul- 
tural publicity. Apart from the official 
"food" and “spraying” advertisements, 
there is much farming advertising scattered 
aimlessly and, in а very ''undress" style, 
throughout the country. Agricultural 
machinery, fertilisers, etc., appear to be 
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* marketed " in a slipshod fashion so far as 
advertising is concerned. In recent months 
The Farmers’ Gazette, Dublin, has, however, 
been carrving an exceptionally fine array of 
display advertising. I understand that the 
advertising department of The Gazette (and 
allied publications of The Brunswick Press) 
is now under the control of Mr. B. Young. 

The century-old firm of Messrs. J. M. 
Bamardo & Son, Court Furriers, Grafton 
Street, Dublin, have unquestionably raised the 
character of fur advertising in Ireland, alike as 
to style and liberality of space utilised. In 
recent weeks some fine illustrated work has 
distinguished the firm’s press announcements, 
and generous allotment has been made to some 
of the Dublin morning and evening newspapers 
and also to Irish Life. 

Relevant to my frequent references to the 
growth of systematised press publicity in 
Ireland the most recent accession to the list of 
concerns has been the Alliance and Dublin 
Consumers’ Gas Company, Dublin. This 
company—which is а non-municipal under- 
taking—has hitherto given out its publicity 
work direct. Since the beginning of the present 
month the entire advertising account has been 
prepared and placed by Messrs. McConnell's 
Advertising Service, Dublin. The specific 
features of the company's service to be 
included in the press advertising are gas fires 
and cookers, hot water circulators, and the use 
of coal-gas for motor-driven vehicles. The 
Dublin morning and evening newspapers and 
class journals such as The Lady of the Поизе and 
Irish Society have been the chief media utilised. 

Messrs. J. W. Dowden & Co., Ltd., Cork, a 
leading provincial drapery firm, has been giving 
special attention to its press publicity in recent 
months. This house has increased its adver- 
tising appropriation considerably and has 
booked a big series order with The Irish 
Independent—a feature in itself and an enter- 
prising innovation for a Munster store. The 
pictorial side of the advertising is being 
handled by a Dublin lady artist. 

Among the most alert and continuous of 
Ireland's advertisers in the Press recently 
—in the way of series advertisements — 
have been Messrs. P. J. Carroll & Со., Ltd., 
Dundalk and Glasgow (** Silk Cut " cigarettes) ; 
John Thompson & Sons, Ltd. Belfast 
(custard powder, ete.); Alex. Finlay, Ltd., 


Belfast (soap manufacturers) ; John Daly & Co., 
Ltd., Cork (whisky distillers); and W. & C. 
McDonnell, Ltd., Waterford (Irish margarine). 

Arising out of the agitation against the 
closure of the satin and silk printing industry 
so enterprisingly developed in Rathmines, 
Dublin, by Messrs. James Walker & Co., Ltd., 
the proprietors of “ B.D.V.” cigarettes utilised 
the occasion to address Irish smokers on the 
plea of ‘supporting Irish industry "—mean- 
ing, of course, the silk printed cigarette pictures 
included in the packets. 

I have received а copy of the first issue of 
The Commercial Year Book of the Dublin 
Chamber of Commerce. It includes classified 
trade indices in English, French, Russian, 
and Spanish. It may be recalled that a 
protracted controversy arose in Dublin when 
this project was mooted, consequent on the 
fact that it was to be produced and published 
by an English printing house. After many 
explanations, etc. the original plan was 
pursued. It is in every way a well-conceived, 
authoritatively-compiled, and finely-produced 
commercial handbook of the industrial develop- 
ment and activities of the Irish capital. 'The 
publishers have certainly brought together 
In its advertising pages a most imposing 
list of Dublin's trading concerns. 


Glasgow. 


The Electricity Department of the Glasgow 
Corporation has been very energetic lately in 
advertising the commodity it has to sell, and 
among other ways of doing so took space at 
the Women’s Welfare Exhibition, when demon- 
strations in cooking by electricity were given. 
Another method adopted was to send two 
cars to take part in the trades procession and 
pageant on behalf of a war fund. These cars 
contained electric cookers and the like. One 
vehicle bore the inscription ** Do It Electn- 
cally.” and the other `` Use Electric Fires and 
Save Coal.” 

The Tramways Committee of the City 
Council have had lately under their considera- 
tion a suggestion for a scheme of advertising on 
the cars for the period of the war, the proceeds 
to be devoted to war charities. The Com- 
mittee rejected the proposal on the ground that 
there were already so many advertisements 
posted on the windows. 
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FIGURES THAT SPEAK FOR THEMSELVES T 


A small advertisement in the '' Christian Herald” offering two Debentures of £25 each 
brings applications for over £1,500. 
S further proof of the extraordinary results obtained from advertising in the '* Christian 
Herald," we would draw attention to striking figures in connection with the advertising 
of a firm of Clothiers. This firm writes us that in February, 1916, when they were running 
a 2$} inches wide column advertisement at a cost of © 6 8. рег week, the average weekly 
result from the advertisement was £SO, and in consequence of the splendid results the 
order was increased to 64 inches wide column at an expenditure of £16 Ss. per week. 
Dr. W. С. HARTOG, M.A., F.R.S.L., etc.. Director of the Syndicate Publishing Co., writes on September 
27th, 1917, to the 
"ЧП OW Y^» exe С ТЬ | ^ Ҹу Е Yy Е N Е D À т | m 
E m 4 к ) э 
СГД, i У. AN КА Е 4 9 41 
*' ] feel sure that it will interest you to know that i in response to three small advertisements 
which this Company inserted in your paper during August, the worst time of the year for 
advertising, the total cost of which at your full rates amounted to £85, we have sold up to 
date approximately 1,500 Dictionaries at prices varying from 6s. 3d. to £1, and 
orders are still coming in at the rate of 20 to 30 per day. These figures testify better than 
any words I can say to the extraordinary pulling powers of your paper, and to the confidence 
which your readers have in the ‘Christian ilerald.'" 


Thus the '* Christian Herald ” is one of the foremost weekly periodicals — foremost i in circulation, foremost 
in responsiveness, foremost in results. Get the '" C. H.'' on to your list for aseries contract NOW. at the 
strategical moment. ‘he circulation has averaged weekly well over a quarter ofa million copies for the last 
20 years, and assuming each copy is read by three or four persons, the advertisements come under the notice of 


OVER A MILLION READERS. 


There is now зо much demand for advertising space in the '' Christian Herald,” advertisers should at 
once apply for Specimen Copies and Rate Card to Advertisemeot Manager, 6 Tudor St., London, E.C 4. 
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THE “ADVERTISING WORLD" LAW 
Ee. REPORTS umie 


Drapers’ Circulars. 


IMPORTANT POINT UNDER THE RESTRICTION 
ORDER. 


AN IMPORTANT case under the Paper 
Restriction Order, 1917, was heard on 
October 10th, at the Hailsham (Sussex) Petty 
Sessions, when Mr. John Duke, of Eastbourne, 
a clothier and outfitter, and also a justice of 
the peace and a member of the Eastbourne 
Town Council, was summoned for a contra- 
vention of Article 3 of the Order. "This article 
provides that no person, on or after March 10th, 
1917, shall distribute, or cause to be delivered 
to апу person Бу post or otherwise, апу 
tradesman's catalogue or price list, or any 
advertising circular, unless a request shall be 
made by oron behalf of the person in writing. 

Mr. W. T. James. who appeared for the 
defendant, said the facts were admitted, and 
the question to be decided by the Bench was 
one of law. His case was that his client held 
a licence under Section 6 of the Order. Не 
contended that by a permit of the Board of 
Trade dated August 20th, 1917, permission 
was granted tradesmen to issue circulars 
to the extent of one-third of the quantity 
they issued for the corresponding period of 
last year—i.e., from August Ist, 1916, to 
January 31st, 1917. 

Superintendent Willard said Article 3 of this 
Order had never been revoked. but under an 
Order dated March 17th, Article 2 of that 
Order was revoked. Mr. Duke had 10,000 
papers printed, and they had been distributed 
throughout the neighbourhood. 
the prosecution was that without a request 
in writing, or a request made at the shop, 
defendant must not send those papers out. 

The Clerk held that paragraph 6 of the 
Order covered the defendant's action, 


Stamping Advertisement Orders. 


IN THE City of London Court, on October 11th. 
an interesting point was raised relating to 
the stamping of contracts when Mr. Registrar 
Wild disposed of a batch of summonses 
brought by Messrs. Sells, Ltd., advertising 
contractors, 167-8, Fleet Street, Е.С. against 
a number of advertisers upon orders for adver- 
tisements inserted in the Post Office Oflicial 
Directorics. 

Amongst them was a claim against Messrs. 
Atkinsons Motors, Ltd., King Street, Accring- 
ton. The case was a claim by the plaintiffs 
upon two advertisement orders for the sum 
of £5. The defendants did not appear. 

The Registrar said he did not know whether 
he ought not to send the case to Somerset 
House to be dealt with as to whether the 
contract required a stamp. It was a nice 
question. The parties were the same, the 
amount the same, and the object of the 
agreement the same, the only difference was 


The case for 


Superintendent Willard : We submit there 
must be a request in writing. 

Mr. James contended that under paragraph 
6 of the Order a licence might be given to do 
certain things, and that defendant had not 
gone beyond the power it conferred. 

Superintendent Willard : It is a licence given 
to distribute, but only upon a request in 
writing. | 

Evidence was then called, and а police- 
constable said that one of the circulars, price 
lists, was delivered at his residence. No 
request had been made either by himself or 
һу any member of his household for delivery 
thereto, and he had ascertained that the 
circulars were being distributed at other 
houses where no request had been made for 
them. There was no printers name on the 
circulars. The officer saw the defendant, 
who inforined him that he had obtained a 
permit to have 10,000 printed. He added 


that last vear he had 15,000 printed, and they 


were two-page leaflets. This year he had had 
10,000 one-page leaflets printed, which brought 
him down to one-thiid of last vear's quantity 
of paper. 
. The Clerk : It goes by weight of paper. 

Witness, proceeding, said he pointed out 
to Mr. Duke that under Article 3 of the Paper 
Restriction Order he should not send the 
circulars out except on a request in writing, 
and that the later Order only covered such as 
he should distribute to persons who required 
them. Article 3 had not been rescinded, and 
there was nothing in the new Order to show 
that it was rescinded, Defendant then said 
he took the whole responsibility for what had 
been done, 

The Bench dismissed the case, the Chairman 
remarking that they did so on a point of law, 
but they refused to give costs against the police. 


that the agreement was for the advertisement 
to be put into two different books. 

The plaintiffs! solicitor replied that the 
orders were quite separate transactions, but 
they happened to be suing at the same time 
for the amounts due upon both, 

The Registrar said his only point was that 
where there was a total order of £5 the Stamp 
Act could be avoided by dividing the agree- 
ments. Supposing there was an agreement 
that required a stamp and it was divided to 
separate dates ? 

The plaintiffs’ solicitor explained that the 
orders were for different books in different 
towns. 

The Registrar said it was one order for 
different directories. Не quite saw the ad- 
vertisement was to appear in different towns, 
though he did not know that that made any 
difference. И he (the Registrar) entered 
into а contract for advertisements of the 
value of £5 to be put in The Times, Daily 
Telegraph, and Morning Post, although they 
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were three separate advertisements so far 
as he and the advertisement was concemed 
the contract was the same. He would adjourn 
the case and the plaintiffs in the meantime 
could have the agreements adjudicated upon 
by the authorities at Somerset House. 

The case was accordingly adjourned. 


А Defendant’s Liability. 


BEFORE MR. Registrar Wild, in the City of 
London Court, on October lith a claim was 
made by Messrs. Sells, Ltd., advertising con- 
tractors, 167-8, Fleet Street, E.C.. against the 
Turvey Association, Ltd., 2, Harewood Place, 
W., for £4 10s. for advertisements inserted 
in the Post Office Official Telephone Directory, 
at 15s. per insertion. 

The Registrar said the order was given by 
Mr. J. Stuart Robertson and he would like to 
know how it was proposed to make the defend- 
ant company liable for the account, or whether 
it could be shown that Mr. Robertson had 
authority to pledge the credit of the company. 
The plaintiffs had in the first instance issued 
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a summons against Mr. J. Stuart Robertson 
which was afterwards changed, the defendant 
companv being sued. 

Plaintiffs’ solicitor said he could show that 
the defendant company had had the benefit 
of the advertisements. 

The Registrar: Supposing they have, they 
may have paid for it. They may have given 
£4 10s. to Mr. Robertson and said he was 
responsible for giving the advertisement. 

The plaintiffs" solicitor explained that the 
defendant company had been served with the 
summons and did not now appear. 

The Registrar: Even if that is so that does 
not exonerate plaintiffs from proving their 
case. He added that the plaintiffs had in the 
first instance acted upon an order of Mr. 
J. S. Robertson and now they wished to 
bring in third parties. Before giving judg- 
ment against the defendants he would 
require the plaintiffs to prove that the third 
parties had rendered themselves liable for the 
account. 

The case was adjourned for the plaintiffs to 
produce further evidence. 


The British Motor Industry. 


" WITH THE object of preserving a great 
goodwill,” The Times has issued a ninety-page 
war-time souvenir booklet devoted to the 
British motor-car and commercial vehicle 
industry. Measuring 9 inches wide by 114 high 
and printed on heavy art paper it is a sump- 
tuous production in the best stvle. The design 
Is to present in a convenient and agreeable 
form a survey of the position of the British 
motor industry during the war and its prospects 
when peace conditions again prevail. In doing 
this there are published descriptive illustrated 
articles concerning some forty motor firms, but 
it should be understood that all the expense 
has been met by The Times, and that the 
brochure does not contain a single advertise- 
ment in any shape or form. The notices of the 
different companies are arranged in alpha- 
betical order. { 

With these notices is also published a 
thoughtful article on the subject of * Pre- 
serving а Great Goodwill." in whieh is 
pointed out the danger to British motor-car 
makers of losing their connection in overseas 
markets, especially through being compelled bv 
the war to abandon their regular business 
while the Americans are able to flood the 
Dominions and neutral countries with pleasure 
cars and build up a goodwill at the expense of 
the British producer. 

Among the remedies suggested is a cam- 
paign of publicity in our more distant 
Dominions, the people of which do not realise 
that the entire energies of the home makers of 
cars have been absorbed by the meeting of 
Government requirements, and that therefore 
they cannot supply overseas demands. 


After six years’ operation, The Daybook, of 
Chicago, a newspaper that did not accept 
advertisements, has suspended publication, 
circulation receipts failing to meet the expense 
of operation, 


Messrs. C. A. Vandervell. 
DURING THE past two years Messrs. C. A. 
Vandervell & Co. have been experimenting with 
a new type of geared electric engine starter, 
and the severe tests having been successfully 
undergone the firm has now standardised three 
distinct models, which will be included in their 
post-war programme. In order to afford those 
interested the opportunity of seeing the working 
of the new apparatus, Messrs. Vandervell gave 
demonstrations of the starters recently at their 
great factory at Acton Vale in the presence of a 
number of newspaper and advertising men, and 
as the latter were invited it seems probable that 
after the war Messrs. Vandervell intend to 
engage in 8 big publicity campaign for their 
invention. A much valued opportunity was 
given at the same time to the visitors to inspect 
the firm's works, which пом cover about ten 
acres and are a centre of industry for the 
Government. Apart alto,.ther from the 
interest of the inspection of the electric starter, 
the tour of the premises was a revelation of the 
way in which a great factory has been extended 
and transformed to Government purposes. Its 
output is 1eally marvellous. Afterwards the 
company were entertained to lunch at Fras- 
catis, Mr. A. Goodwin, general manager, 
presiding. The successful arrangements for the 
view of the starter and of the works generally 
had been made by Mr. Cecil H. Broadhurst, 
head of the publicity department. А detailed 
technical description of the electric starter has 
been given in a very attractively produced 
booklet issucd by Messrs. C. A. Vandervell. 


Mr. Philip Reid, for many vears associated 
with the firm of Messrs. Andrew Reid & Co., 
Newcastle-on-Tyne, poster designers, has 
started business оп his own account as an 
advertisement designer, lithographic and letter- 
press printer, cete, at 6, Crosby Square, 
Bishopsgate, ЕС. After leaving Newcastle, 
Mr. Reid became associated with Messrs. David 
Allen & Sons, and, though he has now left their 
service, he is still acting for them as an agent. 
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THE POSSIBILITIES OF PYTRAM 


PAPER PULP and paste, when thev are 


* mixed with brains," can do wonderful things. 


How remarkable and admirable some of these 
things are we only fullv realised when we lately 
paid a visit to a select exhibition of ** Pytram ” 
achievements. . 

The particular preparation of paper and 
paste that has been christened ** Pytram " is 
remarkable for its strength. Any article made 


of it is to all effects and purposes everlasting. 


A fall will not break it ; variations in tempera- 
ture, dryness or humidity of atmosphere do not 
affect it ; quite easily it can be made water- 
proof. The '*Pytram"" article may be de- 
stroyed Ьу deliberate intention, but all the 
ordinary chances that are fatal to its wooden, 
cardboard, earthenware or metal facsimiles it 
may be relied upon to endure triumphantly. 

Beyond being a material, ** Pytram ” is also 
a method. It is a method by which almost 
any article can be reproduced with the most 
faithful exactitude, except that the reproduc- 
tion will generally be lighter, and almost 
certainly stronger and more durable than the 
original. 

Appearance can be copied with such pre- 
cision that only close examination and hand- 
ling will enable original and copy to be dis- 
tinguished. 

Of articles capable of being ** Pytram "-ised 
there is an endless variety. It includes every- 
thing of which a cast may be made. There 
would be no difficulty in making a ** Pytram ” 


. cannot be used with advantage. 


replica of one of the Trafalgar Square lions or 
even of the Liberty statue in New York 
Harbour save the difficulties necessarily 
occasioned by the mere magnitude of the 
undertaking; and it would be equally 
simple to duplicate the charm from a watch 
chain. 

The moulded copy, white at first, can be 
treated so as to have all the appearance of any 
kind of metal, of wood, of pottery, or indeed 
of any other material or fabric. 

And, strange to say, even in these times, 
" Pytram " is astonishingly cheap. How it is 
done is beyond our comprehension, but the 
fact remains. | 

Advertisers will not be slow to realise what 
this remarkable material and method can offer 
to them. "There is scarcely an article used in 
show-window or counter display for which it 
Handsome 
display cases of all sorts can be made from it 
at small cost. 

The smallest articles are strong enough to bear 
the roughest of handling, and the largest are 
so light that they can be moved from place to 
place by the ordinary shop assistant with the 
greatest of ease. 

We suggest that advertisers would find it 
very much to their advantage to appoint a 
time to pay a visit to Messrs. Drummond 
Walker & Co.’s ** Pytram " exhibition at 63, 
Queen Victoria Street, and judge of its infinite 
adaptability for themselves. 
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SUBSCRIBERS' ADVERTISING 
EDI UII UU 


MESSRS. PITMAN forward us a copy of a 


very good-looking booklet which they have 
issued concerning their system of shorthand, 
and this booklet they describe as “а short 
account of its invention and history, to- 
gether with a statement of the position of 
the system at the present day." "The publi- 
cation consists of 36 pages, measuring 8} 
inches by 11} inches, and it is printed on a 
very heavy antique paper in 14-point 
Caslon old face, the text being confined 
mainly to the right-hand pages, the left 
being devoted chiefly to illustrations. Of 
these the principal is a fine photogravure of 
Sir Isaac Pitman which, like the others, is 
printed on а smooth-faced paper only par- 
tially attached to the page. All the illus- 
trations are surrounded by simple decorative 


borders which harmonise well with the 


rather heavy face of the text. The margins 
are ample and the type matter well set on 
the page, so it will be understood that, with 
the good paper, the effect is very satisfving. 
For the cover, which overlaps the inside 
pages, а heavy ripple surface paper has 
been used, and the title of the book is em- 
bossed in pale blue, a wreath printed in the 
same colour surrounding a medallion por- 
trait of Sir Isaac. The cover bears the 
same stamp of simple and restrained dignity 
that marks the contents. The text matter 
is & sketch of the life of Sir Isaac and of the 
development of his svstem—an interesting 
story. The writer claims that ‘ fully 
95 per cent. of the professional shorthand 
reporters in this country are disciples of 
Pitman," and it is worthy of note that the 
svstem is still from time to time under- 
going improvement, so that it is no dead 
language. 

Regarded, however, as an advertisement, 
for such we presume it to be, this brochure 
seems to us а very expensive methed of 
securing publicitv, for it cost a considerable 
sum to produce, and it would be expensive 
to circulate. In the majority of cases it 


would preach to the converted, and if it is 
desired to reach the unconverted we think 


а much better way would have been to 
expend a like sum of money in press an- 
nouncements of а suitable character. By 
that means a far larger number of people 
could have been reached than is possible 
in the sending out of a costly booklet. 


MR. GILBERT BATTY, advertising manager 


of the Blackpool Corporation, forwards us 
a souvenir of the publicity campaign on 
behalf of the Blackpool autumn season, to 
which campaign we devoted an article in 
our last issue. The different advertisements 
which were used are printed in the souvenir, 
and on each is given the names of the papers 
in which it appeared. Two of these adver- 
tisements, it will be recalled, we reproduced. 
They are a distinctly attractive collection, 
well written, to make appeal to the special 
class to whom they were addressed. The 
sizes of the advertisements vary from. six 
inch single column to full triple column. 
but with the exception of the last-named 
the same text matter was used in them 
all. 


MESSRS. J. & М. PHILIPS & CO., Man- 


chester, forward us a copv of & booklet con- 
cerning their Jenyns’ Patent Corsets. It 
consists of 24 pages (44 by 73 inches) and 
cover. Taste has been displayed in the get- 
up. For the text pages а deep buff-coloured 
glazed paper has been used, a very happy 
eflect being secured by the employment 
on the top of the page of an ornamental 
device in black and green suggesting a 
cameo on a ribbon. The illustrations are 
good examples of the purelv conventional 
type of corset drawing, but we think it 
would have paid Messrs. Philips, as they are 
appealing to a well-to-do publie, to have 
done their illustrations in some style rather 
out of the ordinary. Thereby а little 
touch of distinction would have been 
secured. The cover paper is rough-textured 
and of a pale blue-grey shade. Оп it the 
design is printed in line in red and black, 
and it creates а favourable introduction 
for the inside pages. 


SUD (DA Y CHRONICLE 


reflects the views of the most thoughtful writers of the day, 
thereby gaining a reputation as the Sunday Newspaper of 
distinction, and attaining a wide circulation among those 
classes of the community who appreciate literary tone and 


quality. 


It is a very responsive advertising medium. 


46 Shoe Lane, E.C.4. 
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PRESENTATION TO MR. JOHN 
eU WARBURTON иитиитин 


MR. JOHN WARBURTON, who has resigned 
his position as advertisement manager of 
The Daily Graphic after nine years’ occu- 


pancy of it, has been presented by Mr. Car- 
michael Thomas, director and late chairman, 
on behalf of the staff, with a beautiful solid 
silver rose bow], appropriately inscribed. 

In making the presentation, which took 
place in the board-room, Mr. Carmichael 
Thomas paid a high eulogy to the abilities of 
Mr. Warburton, who he felt sure in leaving 
them was destined to climb still higher the 
ladder of success. “Not only those who, like 
himself, had subscribed to the testimonial, 
but every member of the firm of Messrs. 
H. R. Baines, Ltd., felt the decpest regard, 
respect, and esteem for Mr. Warburton. 

Mr. George Sparkes, manager of advertising 
for The Bystander and Graphic, who now adds 
to these papers The Daily Graphic, also spoke, 
and emphasised the words of their late chair- 
man. 


Mr. Warburton briefly returned thanks and 
assured the directors and all present that 
consistent with his new duties, his activc 
good will would always be shown to The Daily 
Graphic, the advertisement staff, and the whole 
of his colleagues. 


THE LATE MR. EDWARD SCOTT 


IT IS with regret we record the death of Mr. 
Edward Scott, formerly advertising manager 
for Messrs. Price's Patent Candle Со., and 
afterwards with the Veno Drug Co. 

Answering the call of his country, in spite 
of ill-health, Mr. Scott joined up in September 
of last year and was chosen to take up respon- 
sible duties in the Army Pay Corps Office at 
Woolwich Arsenal. He continued at his post 
until a serious operation became necessary on 
September 7th, and seemed on the road to 
recovery, but pneumonia set in and the end 
came on September 26th. He was buried 
with full military honours at Shooters Hill 
Cemetery, Woolwich, on October 15% and 
the funeral was attended Бу many personal 
friends. 

Mr. Edward Scott started his business 
training on the Manchester Exchange with his 
father and afterwards came to Blackburn. 
Then meeting with Col. Tom Ritzema, and 
evincing a great desire to engage in adver- 
tising, young Scott went to London with an 
introduction from Col. Ritzema and joined 
Messrs. Spottiswoode, Dixon & Hunting. 


Mr. F. E. Richards, advertising manager of 
the Junior Army and Navy Stores, has been 
appointed bv the central committee of the 
Overseas Club to be its honorary advertising 
adviser. The club, of which several prominent 
advertising men have become members, has 
engaged in many uscful works lately. Among 
other things it has presented 110 aeroplanes to 
the Government and has collected from 


After gaining considerable experience, he 
became connected with Messrs. John Knight 
& Sons, leaving them to be the head of the 
advertising department of Messrs. Price's 
Patent Candle Co., Battersea. His ability 
was shown there to a marked degree, and his 
sound policy was reflected in the able manner 
in which he conducted the advertising of this 
firm. It was while he was filling that office 
that THE ADVERTISING WoRLp, in March, 
1915, devoted a special article to the firm’s 
publicity. 

Early in 1916 Mr. W. H. Veno, of the Veno 
Drug Co., induced Mr. Scott to join him. In 
the short period which elapsed before entering 
the army his sound knowledge stood him in 
good stead, and he gained the respect and 
confidence of all. 

Passing away at the early age of 86, Mr. 
Edward Scott is sincerely regretted by a large 
circle of friends in London and the North 
who admired in him all that goes to make a 
gentleman in the truest sense of the word. 

Mr. Scott Icaves a young wife and two little 
boys, his family now residing in Blackburn.  - 


overseas more than £500,000 for various war 
funds. 


Mr. W. H. Beable, the new chairman of thc 
Sales Managers’ Association, is doing his 
utmost to ensure the success of the organisation 
during his vear of office and has issued a 
cireular to the members inviting them to 
rally round him and urging them to enlist 
recruits. 
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ITEMS OF INTEREST 
О О О E 


The Universitv of Rochester, U.S.A., has 
conferred on Lord Northcliffe the dcgree of 
Doctor of Laws. 


We sincerely regret to record the death, 
in action, of Corporal W. H. Chapman, 
Queen Victoria Rifles, who prior to enlistment 
in 1015 was in charge of the advertising 


THE LATE CORPORAL CHAPMAN 


department of Messrs. Jarrold and Sons, Ltd., 
Norwich. Altogether he had been engaged 
in various branches of advertising for about 
eight vears. A few days before going into 
action for the last time he wrote to say that 
he had been awarded the Military Medal, and 
his father was looking forward to seeing him 
home on leave. The gallant voung soldier 
was greatly esteemed by his company 
Officer, who sent a very kind letter to the 
father in which he says :— 

“ I had the good fortune to have Corporal 
Chapman with me in a night attack, and his 
conduct on that occasion was beyond praise. 
I recommended him for the Military Medal, 
as well as immediate promotion, and it is 
indeed sad that he should not have lived to 
enjov those honours which he so richly 
deserved. The regiment had gained all its 
objectives and it may be some small consola- 
tion to you to know that Corporal Chapman 
contributed in no minor degree to the success 
which has crowned our efforts.” 


Captain J. Hawkes Reed, R.F.A., proprietor 
of the business known as Mrs. Pomerov, Ltd., 
was married recently to Miss Olive Butler, of 
Tetbury, Gloucester. For many years the 
Pomeroy toilet specialities have been widely 
advertised, ladics' papers naturally receiving а 
large share of business. 


Sir Albert К. Rollit, ex-president of the 
London Chamber of Commerce and for twenty- 
five vears chairman of the Chamber’s Commer- 
cial Education Committee, recently presented 
Mr. C. E. Town with a gold Tepeater stop-watch 
in recognition of that gentleman's long and 
valuable services as secretary of the Education 
Committee. 


His many friends in the advertising world 
will be interested in the accompanying portrait 


AK 


MR. A. J. WADE 


of Mr. A. J. Wade, of The Sketch, who is now 
engaged, assisting Admiral Beatty, in con- 
ducting the naval affairs of the Empire. 


Mr. Carmichael Thomas has lately resigned 
the chairmanship of The Graphic and its 
associated papers, after filling that post for 
seventeen vears, as he desires more rest and 
leisure than the occupancy of the chair renders 
possible. Mr. Thomas will, however, continue 
to act as one of the directors. He has been 
associated with this group of papers for a period 
of no less than forty-three vears, and has been 
a director for twenty-eight years. Mr. Car- 
michael Thomas's many friends wish him 
happiness and good health for the enjoyment 
of the comparative rest which he now purposes 
taking. At the same time they are glad that 
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he does not intend retiring altogether from 
active connection with the papers, so that they 
will have the pleasure of meeting him in and 
about Fleet Street as of yore. 


Mr. Stanley Talbot, formerly secretary of 
the Sales Managers’ Association, has just 
returned from Roumania, where he has been 
acting as chief storekeeper for the British Red 
Cross Detachment in that country. Mr. 
Talbot left England in January, and was 
stationed at Roman and at Jassy, but now his 
work of organisation has been completed. He 
has had some very interesting experiences, 
and has seen something of Russia as well as 
of Roumania, for both on the way out and the 
way back he stayed for а time in Petrograd 
and in Odessa. The journey home took 
nearly seven weeks. Mr. Talbot gives many 
striking illustrations of the utter want of 
organisation and discipline which now is to 
be seen in Russia and is so serious a stumbling 
block in the reconstruction of the country. 


Mr. J. А. Harrison, for some time head of 
the copy department of Messrs. J. Ilott's 
Advertising Agency, Wellington, New Zealand, 
is now on leave in this country. He responded 
to the call of duty in the early part of 1915 and 
went to the Front with the Fifth New Zealand 
contingent. Mr. Harrison is suffering from 
shell shock after a very trying time in France. 
He did excellent work for Messrs. Ilott, and in 
another and wider sphere has done excellent 
work for the Empire too. 
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A French consular representative in Scotland 
has been advertising for inquiries from British 
commercial houses and agents who wish to 
replace Austro-German productions with those 
from France when conditions permit. 


A very interesting labour-saving device 
which should appeal to all users of large 
quantities of packing boxes has been placed 
on the market by Messrs. Herbert E. Williams 
& Co. 9, Railway Place, Fenchurch Street, 
Е.С. It is a stencil-cutting machine, and the 


illustration which we give indicates its 
appearance and method of use. The machine 
quickly makes a flexible stencil of any name 
or address for marking boxes and the like. 
The stencils only cost about one penny each, 
and can be used hundreds of times. The 
machine is known as the Diagraph. 


BUSINESS GOING OUT. 


Messrs. Alexander Boguslavsky, Ltd., have 
lately put a new cigarette— The Piccadilly 
Circus—on the market, and are advertising it 
very largely, taking big spaces for the purpose 
in a number of media. The publicity cam- 
paign has been entrusted to Messrs. Smith's 
Advertising Agency. 


Messrs. J. G. Ingram & Son, of the London 
India Rubber Works, Hackney Wick, are now 
advertising their “ Eclipse ” hot-water bottle. 
The business is being placed partly through 
Messrs. Street and partly direct. 


Among new accounts being handled by 
Messrs. W. S. Crawford, is that of the School 
of Accountancy. 


The advertising of Jointus Salts has been 
entrusted to Messrs. Barker, Drabble & Co. 


A considerable amount of space has been 
taken lately for the advertising of Thermogene, 
under the direction of Messrs. W. H. Smith 
& Son. 

A little advertising campaign is now being 
undertaken for Messrs. Newey's hooks and 
loops, the work being in the hands of Messrs. 
Muller & Blatchly, who have for some time 
acted for Messrs. Newey. 


The advertising of Golden Guinea Muscatel 
is being undertaken by Messrs. Anderson, 
who are booking fairly large spaces for the 
purpose in а good many media. 


The Merry Monk anthrax-free shaving 


brushes are being advertised by the Pilton 
Brush Manufacturing Co., 2—4 Dorset Street, 
Stretford, Lancs. The business is being 
placed direct. 


Messrs. Horrocks have lately been adver- 
tising their Diaphalene cloth, the orders being 
placed by Messrs. Muller & Blatchly. 


The plea of the British & Foreign Sailors’ 
Society for help for shipwrecked crews has 
been advertised very largely, triple columns in 
a variety of media being a favourite space. 
The publicity work has been entrusted to 
Messrs. S. H. Benson. 


The Whitehead Aircraft Co., Richmond, 
have been using column reader advertisements 
in some of the leading papers. The articles 
were headed “ Progress of Aerial Warfare," 
and were treatises on the subject of aeroplanes 
generally, the references to Messrs. Whitehead 
being but slight. The business was placed by 
Messrs. Vickers. 


The Direct Drapery Co., 77, Lever Street, 
Manchester, have been taking space in some of 
the London papers to advertise their mail order 
sale. The business has been placed direct. 


Messrs. F. E. Potter have been entrusted with 
the publicity for the London Correspoudence 


College. 


The Inter-Oven, Charing Cross Road, is now 
being advertised and Mr. W. J. Southcombe is 
placing the business. 


E 
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NOTES ON MEDIA 
ВЯТКИНА 


IN consequence of the restrictions in paper 
supply it has been found necessary to reducc 
the size of The Daily 
Mirror to eight pages 
for five days in the 
week. Advertisements 
will occupy two 
columns only on each of those days, and the 
charge will be £100 per column. All announce- 
ments must be in single-column form. 


A 


“THE DAILY 


· MIRROR" 


Wit the exception of two or three papers 
comparatively little has been said lately 
by the leading journals 
as to their present-day 
cireulations, so it is 
doubly interesting to 
see that The Daily 
Express recently stated that its circulation 
now exceeds 600,000 copies a day. The 
specially striking feature of the announcement 
was that Mr. George Wetton says the books 
are open to the inspection of any advertiser or 
advertising agent who wishes to test the figures 
for himself. 


" THE DAILY 


EXPRESS " 


а 


Turk increasing scarcity of paper has forced 
the conductors of The Daily Sketch to reduce 
the size to eight pages 
on four davs a week. 
On the other two days 
the size of this very 
popular paper remains 


" THE DAILY 


SKETCH” 


just as before. 


a 
The Sunday Pictorial is now in the proud 
position of having a circulation of two and a 
half million copies a 


Н week, a {гу mar- 
is her A vellous achievement 
s for апу paper, and 


absolutely astonishing 
for one which was established only two and a 
half years ago. The wonderful record was 
reached with the issue of September 30th, 
the figures having been steadily climbing up 
at the rate, on an average, of about ten 
thousand copies а week. The Sunday Pic- 
torial started with a circulation of a million 
odd copies, which was in itself an astonishing 
success, and it seemed incredible that such 
progress could be established in the short 
space of two and a half years. Verily, its 
founders know how to gauge the public taste. 
Commenting on the result attained, The 
Sunday Pictorial, in its issue of October 7th, 
observed : * In that brief time (as the life of a 
newspaper goes) we have created a record 
that dwarfs any previous achievement т 
journalism, We have advanced to a circu- 
lation more than double that of any other 
Sunday picture paper, and the largest of its 
kind in the world." 


Mr. Roy SoMERVILLE issued a notice early in 
the month stating that all advertising space in 
Punch had been let for 
the remainder of the 
year except а few 
spaces for the issue of 
December 24th, and he 
adds the interesting fact that on January Ist 
last nearly 60 per cent. of the available space 
for the current year had been booked. И is, 
obvious, therefore, that advertisers who wish 
their announcements to appear in Punch next 
year should notify Mr. Somerville of the fact at 
an early date. 


“PUNCH "' 


Tur autumn number of The Queen was published 
on October 6th. It consisted of 112 pages, 
including covers, and 
had on its front a 
reproduction in colours 
of a very attractive 
sketch by Miss Eleanor 
Fortescue-Brickdale, entitled ** Petrarch and 
Laura at Avignon." The issue contained 581 
pages of advertisements, and was produced in 
most attractive style. 


A 

Tur first anniversary number of Vogue, 
produced at the close of last month, is truly 
to be admired, a 
model of what a high- 
class fashion paper 
should be. Its domi- 
nant. note is the air of 
distinction which marks it throughout, from 
its coloured cover, a taking drawing by Rita 
Senger, to its back page. To anyone who 
has watched the evolution of the fashion 
paper, and can recall what such publications 
were like twenty years ago,the pages of Vogue 
are ап instructive study. Freedom, sketchi- 
ness and а delightful **looseness" in the 
drawings of the modes are the typical 
features of the finer fashion illustrations of 
to-day, and such work at its best is to be seen 
in Vogue. Note should be made, too, of the 
way in which the pages are made up, with 
the sketches dotted about and descriptive 
matter skilfullv placed so as to present the 
most attractive effect. The  verisimilitude 
with which the materials are suggested, alike 
in drawings and photographs, is a tribute to 
the excellence of the originals and to the skill 
of their reproduction, both by the block- 
maker and the printer, while the absence of 
any crowding enables every design to be seen 
to advantage, Certainly Vogue, admirably 
printed, represents the newest and the best 
in fashion papers, and we are not surprised that 
its cireulation is steadily increasing. Naturally 
advertisers whose wares are bought by the well- 
to-do see in the paper an excellent medium 
for their announcements. In this particular 
issue the advertising pages number about fifty- 
eight. We wish it many happy returns of 
the day. 


"THE QUEEN " 


“VOGUE” 
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SOCIETY OF MOTOR ADVERTISING 
Een. MANAGERS nie 


“What I expect from my Advertising Manager” 


ON OCTOBER 16th the Society of Motor 
Advertising Managers entertained Mr. Wilfrid 
Hill and several other friends to dinner at 
the Aldwych Club, when Mr. Ernest E. 
Reinhold presided. 

After dinner Mr. Hill gave an address 
entitled, ** What I expect from my Adver- 
tising Manager." In the course of his remarks 
he said :— 

“When I began business I certainly 
was impressed with the necessity for adver- 
tising. As soon as I could afford it I ex- 
pended five shillings per week upon an adver- 
tisement in The Cycle Trader. I continued 
it for three years. I do not think Е have 
spent a hundred pounds on advertising that 
article since, but to show you the eumulative 
effect of advertising the sale of that article 
now amounts to tons per week. I always had 
faith in advertising, and I knew full well 
that I should never make considerable рго- 
gress until I had a proper publicity depart- 
ment, and as soon as my finances would stand 
it I started one. From that day, my success 
was assured. In 1896 ту income was about 
£200, and at the present time I have been able 
to build up an income of £12,000 per vear. 
I attribute a great measure of that success to 
my publicity department (Applause). You 
al know the saving, ‘ Blessed is he that 
expecteth nothing, for he shall not be dis- 
appointed. That is what some people 
seem to think with regard to their publicity 
department, but I must say that I always 
had great expectations from mv advertising 
manager because I knew the possibilities of 
publicity, and my expectations have been 
realised. The advertising manager has got 
to produce the best results. He must be 
eapable of compelling public attention, because 
he wants to sell. He must be capable of 
arousing curiosity in the publie mind with 
regard to the goods he wants to sell. Hc must 
create in the public а desire for those goods 
that he is anxious to sell, and he must ulti- 
mately create a public demand for the goods 
he wishes to sell. He must command atten- 
tion, curiosity, desire, and ultimately get the 
demand. The world is full of potential 
customers. The cleverest man is the one 
who will land the most fish. I require physical 
fitness in a man employed as advertising 
manager, for if vou wish to develop a capable 
mental machine you must have a fit phvsical 
machine. 


Ве ALERT AND ORIGINAL. 

“I also want in my advertising man mental 
alertness. I don't want a man to play about 
with a scheme or to spend too much time in 
deliberations, but I want him to grasp the 
situation, seize the possibilities, and go ahead. 
Then, again, he must have the virtue of ori- 
ginality. In your profession originality is 


the top note. I also want in my advertising 
manager a man who has learnt the art of 
deputisation, but, of course, when he deputises 
to others he must occasionally overlook them. 

* Another qualification I want in my adver- 
tising manager is that of loyalty. The adver- 
tising manager is one of the most important 
men in any firm. "The publicity department 
is the main department, and there should be 
absolute confidence between principal and 
advertising manager. 'There must be strict 
harmony between income and expenditure. 
You may find your principal will cut down an 
appropriation from £500 to £200, whereupon 
you will resent it, and think that your directors 
are throttling your efforts and stifling the 
business, but it is not so. The directors 
must always keep their eyes on the banking 
account, and pay strict attention to the financial 
side of the business. I think there should be 
a little more confidence between thc principal 
and the advertising manager. 


ILL-INFORMED DIRECTORS. 

* Where you undoubtedly suffer is when you 
have a board of directors instead of a prin- 
cipal to deal with. When vou are in toucli 
withthe practical principal vou have the human 
contact, but where you have a board of 
directors consisting of men who are not 
practical they are apt to look upon your scheme 
as money put on а racehorse. They look 
upon it as а gamble instead of an investment. 
You frequently have directors with capital 
but no knowledge of the trade. Very often 
men who have the money qualification have 
nothing else. 'There must be mutual confidence 
between the principal and the advertising 
manager, because the latter must be supplied 
with secret information about the business. 
He must know somcthing about profits, and 
the cost of production, and he should know 
something about the manufacture of the 
article, and its various processes. 

* Beyond these qualifications, he must have 
what I should call the power of magical per- 
suasiveness, especially in following up en- 
quiries. Then, again, I want my advertisement 
manager to be a hypnotist, in order that he 
can hypnotise the public. He wants to make 
suggestions to them time after time either 
through the newspaper or through the booklet 
in order to compel people to ask for your goods. 
You are not only publie hypnotists but 
publie benefactors. 

“You are also public benefactors because 
your ideal is excellence in quality. In con- 
clusion, there is something elsc, and particu- 
larly at the present time, which I expect from 
mv advertisement manager. Т would expect 
him to realise the crisis through which this 
country is passing. and has been passing for 
the last three vears, I have watched Germany 
for manv vears and have travelled there many 
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times. 
tories, and have been much impressed bv 
the great advances they have made. Lord 
Leverhulme is the kind of man we shall want 
in the future, and I have no doubt we can 
breed them. Whilst not neglecting oppor- 
tunities in the home market we must pay more 
attention to the overseas market, and it is 
to you gentlemen that your firms look for the 
pioneer work." 

On the motion of Mr. McKean Cant, seconded 
hy Mr. Delacour, a vote of thanks was accorded 
Mr. Hill for his address. 


A VERY interesting programme has been 
prepared for the 1917-18 session of the Society 
of Motor Advertising Managers. 

The following are the titles of subjects 
which will be considered: November 9th, 
“ Co-operative advertising, mainly abroad," 
by Mr. L. Brandes (Messrs Straker Squire) ;. 
December 14th, “ Psychology the basis 
of successful advertisements,” by Mr. 
W. T. Bishop (Messrs. Clement Talbot) ; 
January llth, “ Art in relation to Advertis- 
ing," by Mr. E. W. Delacour (Anglo-Mexican 
Petroleum Co.) ; February 8th, ** Co-operating 
with the Dealer," Бу Mr. W. J. Rand (Messrs. 


I have been in many German fac- 


Morris Russell & Co.); March 8th, “The 
Advertising Manager and his Relationship 
with his House," by Mr. J. A. Masters (the 
Harley Davidson Motor Co.). 

As will be seen, the subjects covered include 
many items which will have important bearing 
on the future of the motor trade and are likely 
to give food for wide discussion. 

The Society is now in its fourth year and 
from the beginning has been the means of 
bringing advertising managers together to 
discuss over the dinner table matters relating 
to their business. 

The meetings are held generally on the 
second Friday of each month at the Aldwych 
Club (by courtesy of the Managing Committee). 

The Society is under the presidency of Mr. 
E. E. Reinhold, of the Vacuum Oil Co, 
Ltd., and the membership is open to all motor 
advertising managers and assistant advertising 
managers, provided the firms which they 
represent are members of the M.T.A., S.M.M.T., 
M.C.U.. A.B.M.A.M., or kindred bodies. 

Mr. Hubert О, Davies (Messrs. John I. 
Thornycroft & Co.,) is the secretary, and will 
be pleased to forward full particulars relating 
to membership. Letters should be addressed 
to him at 15, Purley Park Road, Purley, 
Surrey. 


THE ALDWYCH CLUB 
Mr. Churchill’s Address 


THERE WAS a great gathering of advertising 
men at the Connaught Rooms, Great Queen 
Street, on October 8rd, when, under the 
auspices of the Aldwych Club, Mr. Winston 
Churchill, M.P., Minister of Munitions, gave an 
address dealing with the war. Applications for 
tickets for the lunch, which preceded the 
address, had been very numerous, and to the 
first sixty applicants who so desired one ticket 
each was granted, admitting a lady to the 
gallery. This was the first occasion on which 
ladies had been present at the club’s lunches 
in the Connaught Rooms. The chair was taken 
by Sir Hedley Le Bas, and the company, who 
numbered about 500, included Lord Rother- 
mere, Le Marquis de Chasseloup-Loubat, Dr. 
Macnamara, M.P., Mr. C. Masterman. Mr. F. S. 
Kellaway, M.P., Mr. Ian Macpherson, M.P., 


Mr. Cecil Beck, M.P., Sir Graham Greene, Sir 
James Stevenson, Mr. E. Marsh, Sir Woodman 
Burbidge, Sir T. Dewar, Bt., Sir C. W. Starmer, 
Mr. R. Blumenfeld, Mr. Robert Donald, Mr. 
A. G. Gardiner, Mr. J. A. Spender, Mr. Ernest 
McKenna, Мг. Е. Н. Hamilton, Mr. J. Holmes, 
Mr. Clement Shorter, Mr. G. A. Sutton, Mr. 
Thomas Marlowe, Mr. James Douglas, and Mr. 
Gordon Selfridge. 

Mr. Churchill’s speech was of а vigorous, 
hopeful and stimulating character, but, in view 
of the fact that it has been already fully 
reported, it is not necessary to reproduce it 
here. The dangers of an inconclusive peace was 
one of the points he most strongly emphasised. 
The right hon. gentleman also paid graceful 
tribute to the work which Lord Northcliffe, 
president of the Club, is doing in America. 
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THE POPULAR MONTHLIES—SEPTEMBER 
(DISPLAY AND CLASSIFIED—PAGES) 

Strand | Cassell's | Quiver ` Pie кс | Nash's. S rad Pearson's) Windsor 
601 36} 324 s 22] 10j 158 223 | 213 261 
i | | | ; | 
Connoisseur) ү: | 6 | ee | Royal | Grand ‘Novel Mag. London | Captain 
44 214 18) , 12 13 14i 144 333 , 9i 

--——— —— "CC CMM T pl tt 
Special Note—Insets are not included. 
PROVINCIAL NEWSPAPERS—(Penny) 
(COLUMNS) 
Date Bristol Times| Glasgow Sheff'ldDaily| L'pool Post 
and Mirror Herald Telegraph |and Mercury 
ME ub ddr "scade sh ма Е 
za ЗЕ! 8 za НЯ | a za зај АНА A 
р eee SOS ——- = Е 
Aug. 23 |3 31 7| 3 3$ 5H 14 54 54 
24 [14 3} 71 31 38 48] 14 64, 11 
25 |7 64 172] 3 73,16] 1 7, 6% 
27 112! 23 7| 4 34 44| 21 9 5 
28 12 3: 63 23 43 6 14 7 74 
29 | 23; 23 74 33 34! 4 14 603 7 
30 13 21 74| 3 34; 5% 2} 74 7 
31 |141 4 OF 4 24. 441 2| 8 9 
Sept. 1 | 32! 104 233] 34 104/163] 0! 7 7 
3 [1 2} о 24 34. 4d 3 9) 5 
4 [4 2 94 3} 44 6H 1) 68 84 
5 |1} 34 101 2i 44 43] 2 8. 7 
6 |3 , 23 10] 32 44 53 2 64 б 
7 1 4 94] 3 4l 5 18 9 15 
8 [44 103 26] 24 93 18] $ 9 6 
10 l 34 108] 33 33 41 2% 10. 8 
11 |114 24 108] 33 44 741 1 8 9 
а 13 34 104 24 4 41] 4 | 94 74 
13 | 24 | 24 104| 73 3: 61 4| 8 6% 
14 4 4 9 34 3+ + 145 9 114 
15 [5 111$ 29] 2 7% 11 19 24 $4 6% 
17 1 2$ lil] 2 41 4: 410 7 
18 fiz, 2$] 3 6 od 14 7 7 
19 |141 5 104 34 4+ 3] 31 8 6 
20 {2 2} 10a} 3 33 sid 24 6 5 
21 $ 4 10] 31 3} 49) 13 74 114 
22 |54 | 104 309 4 | 11$ 20 1 9 74 
———d— — —|— — EGET тыг ызыл UK 
Total . [628 118 3324] 901 1293 39341115 136 ‘2034 471214 210 
* Incloding Auctions. Size or CoLumys: Bristol Times and Mirror, length, 24 ins., width, 2} ins. Glasgow 


Sheffield Daily Telegraph, front page, 21 ins.: inside, |епк\Ъ. 25 ins., 


N.B.—In the case of some of these provincial publications we have not been able to check 
the figures given, and in consequence do not accept responsibility for their accuracy. 
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We shall be pleased to answer any queries addressed to us by American corre- 
spondents, and to furnish them with any exact information required. Detailed 
reports of the market conditions affecting particular commodities will be furnished to 
responsible enquirers. Replies of general interest will be published in this Supple- 
ment, others will be forwarded through the mail. Communications should be addressed 
to (Transatlantic) Information Bureau, THE ADVERTISING WORLD, Sardinia 
House. Kingsway, London, W.C. 

Advertisements in this Supplement are censored by us ; and statements made in 
them may therefore be accepted without reservation. 

Telephone : 2269 Holborn. Telegrams and Cables : “ Adverwarld, London." 


“TRYING IT ON THE DOG!” 


T is exceedingly easy for the advertiser who 
embarks on a new adventure to make mistakes ; 
indeed, it is almost impossible, however cautious 
and wary he may be, for him to avoid doing so. 


The basic principles of advertising are 
unchangeable, and by this time they are fairly 
well understood by those who have seriously 
devoted themselves to а study of commercial 
| publicity. In their applicaton to individual 
advertising propositions, however, there is opportunity, and necessity, 
for an infinite number of variations in practice. 


No one advertising problem is exact y like any other, even 
though they may both belong to the same class: and therefore 
experiences can only guide the advertising adventurer up to a certain 
point. Beyond that point he has to proceed by the experimental 
method : which generally means that he at last finds his way across 
the debatable ground by dint of falling into the bog-holes and bruising 
his shins on the obstacles with which the right path is beset. 
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The advertiser can avoid making mistakes by refusing to adver- 
tise; but by no other expedient. He need not regret the necessary 
hazards of enterprise, if he does not fall into errors through careless- 
ness and if he is always ready to learn what possibly painful 
experience alone can tcach him. 


At the same time it is well for the experimentalist to bear in 
mind that there is no need for him to make his mistakes upon a grand 
scale. It is not necessary to plunge head over heels into a bath in 

order to ascertain whether the water is of an endurable temperature. 


The safest plan for an invading advertiser to adopt is to test a 
small model of a national campaign in a local area. It is quite an 
easy thing to do, and it may prevent a most painful and even 
disastrous waste of energy and money. 


Many advertisers recognise this and are in the habit of indulging 
in a short trial trip before embarking on any ambitious advertising 
enterprise : in general very much to their profit. 


If such & trial is to provide any reliable indication of the 
prospects before а general campaign it must, however, be itself most 
carefully carried out. 

An area must be chosen that is as fairly representative as 
possible of the larger field in which the advertiser ultimately proposes 
to operate. It must not, from the individual advertiser's point of 
view, present any local peculiarities so strongly marked as to render 
it an exceptionally easy or exceptionally difficult field to cultivate. 


To emphasise the importance of taking all possible precautions 
in this particular we may once more recall the experience of а well- 
known American firm of canned soup manufacturers who some 
time ago endeavoured to gain a footing in Great Britain. It is so 
precisely to the point. 

They decided, wisely enough, to make a local trial of their 
projected campaign. Unfortunately they selected an area in which 
they had to contend with anciently established habits, and con- 
sequently ingrained prejudices, that rendered their proposition all 
but hopeless from the outset. "They spent several thousand pounds 
with no result, and then retired from the British market altogether. 


In almost any other part of the country they would not have 
been confronted by the obstacles that baulked them: and could 
almost certainly have established themselves, for their commodity 
was sound and their advertising material was excellent. 

It will not do to choose a trial ground carclessly or on insufficient 
or inexact information. 

An area having been selected that is reasonably representative 
of the whole market, it is essential that the ground covered should be 
so extensive as to permit the free use of every sort of advertising 
material, and that the time allowed for the trial should be so long as 
to allow the cumulative effect of continued publicity to make itself 
felt. 


А generous expenditure, both of material and time, during the 
trial will not be at all costly if it enables the national campaign when. 


launched to be more intelligent, and therefore more effective, both 
in its construction and its details. 


X 


X 
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[^ these days when fluctuating prices 
and changing stocksrender it almost im- 
possible to issue catalogues,the columns of 


он улл, 


can be advantageously used as a substitute. 
Over 1,600,000 householders would read 
your message before prices had time 
to change, and the famous ** John Bull " 
guarantee gives the reader the necessary 
confidence. : 


TO AMERICAN ADVERTISERS 


| | 
| 
| The value of “John Bull” as a substitute for cata- | 
| logues is of interest chiefly to British firms. Let me | 
| | 
| | 
| l 
| 


show you the possibilities there are in it for American 
firms who want to create rapidly a market for their 
products in the British Isles. 


PHILIP EMANUEL 
Advertisement Manager 
ODHAMS, LIMITED 
85-94 LONG ACRE 
LONDON, W.C.2. 
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Though it is folly to buy experience in too dear a market, no one 
need imagine that he can obtain it without payment. 


Special arrangements to secure distribution of the goods to “ the 
trade " should be made in connection with a trial campaign, for the 
normal distributive machinery will only partially be called into 
action by strictly localised operations. 


That every conceivable check and counter-check must be 
employed in determining the relative value, or lack of value, of every 
idea governing the policy pursued and of each item of material used, 
will, of course, be understood. 


The smaller the experiment the more microscopic an examination 
it will demand. 


At the conclusion of а properly conducted trial campaign the 
advertiser should have at his d sposal all the data necessary for a really 
effective campaign upon the national scale. If his methods have 
made good in a well-chosen locality they may safely be relied upon 
to produce even better results in an enlarged field of action : for the 
effect of sound advertising increases geometrically, not merely auto- 
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matically, in relation to its mass. 


SOME INGERSOLL EXPERIENCES 
ОЈ КООШО: 
As related by Mr. Е. S. Daniells, who established the 


famous watches in 


“ I WAS interested to note," said Mr. 
Daniells, “that Mr. Selfridge had 
found the British public even more 
responsive to his advertising than the 
American public to which he formerly 
addressed himself. 

" Our business is very different in 
character from that conducted so bril- 
liantly by Mr. Selfridge, but our ex- 
perience of the susceptibility of the 
British public to advertising has been 
exactly the same as his. ‘Ingersoll’ 
advertising here brings a greater return 
for each pound spent than it docs, or 
ever did, in the United States. 

"In view of the often expressed 
opinion that the American public has 
been educated to so much greater an 
appreciation of advertising than the 
British, this certainly seems an ‘item 
of interest ’ worth recording. 

** Our business is, as you know, done 
entirely through retailers, watchmakers 
—who, by the way, for the most 
part sell, but do not make, watches— 
IV 


European markets 


stationers, ironmongers, 
fancy goods and others. 

“We have won thcir good will by 
offering them а fair, indeed a liberal, 
profit, and by helping them to keep 
their stocks of our goods alwavs on the 
move. 

“The quick turnover which our 
energctic advertising and other selling 
aids secure to them gives them a 
handsome return and makes them con- 
vinced ' Ingersoll’ supporters. 

" When the Ingersoll watch first 
made its entrance into the British 
market, twelve years ago, not un- 
naturally the initial approach was made 
to the class of retailers who handled the 
product in the American market—that 
is to ‘ watchmakers.’ 

“The result was something of a 
shock ; for the watchmakers were very 
decidcdly antagonistic to the proposi- 
tion. After weeks of hard work and 
the expenditure of a large sum of money 
Ingersolls had made no progress at all ; 
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Binding Chain 


of commerce to-day links the two great 
English-speaking nations closer than ever. 
Forged by the interchange of commodities 
for over a century, it has been securely 
welded by the mutual esteem of two great 
kindred peoples. Additional links are 


doubtless in process of formation, and the 
merchant or manufacturer of the United ' 
States who contemplates entering the mar- 
kets of the United Kingdom and Ireland 
will find that 


THE DAILY MAIL 


is a most important factor in the lives of 
the English people. Its influence is of a 
thoroughly national character, embracing 
effectively the whole of the British Isles. 


CAR MELITE 
HOUSE, 


October 1917 
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in fact, had literally done less than £5 
worth of business. 

“ They had failed to understand that 
the British watchmakcr was bound to 
view their proposals with disfavour. 
They invited him to make a radical 
departure from his accustomed method 
of trading ; and he could not be blamed 
if indisposed to do so at short notice. 

“ After twelve years we can claim 
to have made a decided advance 
towards the conversion of the watch- 
makers—nearly half of them are now 
to be numbered among our sup- 
porters—but at the outsct it was plain 
that their assistance must not be 
counted upon. 


Оск FIVE Points 
“It was tragi- | 
cally comic that 


“The problems of war, 
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“І do not blame the watchmakers 
for their opposition to our proposals : 
it was natural, although it was, as most 
of them have come to understand, 
shortsighted. 

FINDING A MARKET 

“ It, of course, forced Ingersoll’s to 
look for other channels through which 
their goods could be distributed. They 
went to stationcrs, ironmongers and 
fancy goods dealers—whom they had at 
first ignored—with preciscly the same 
proposition that they had placed before 
the watchmakers, and obtained an im- 
mediate and most satisfactory response. 

* [ have enlarged on this experience 

only because it 

shows how easy 

= it is for a manu- 
| facturer opcrating 
in a market un- 


they fell prts however absorbing о P 
every one of thc mect with difficul- 
five points put they may be, ought not ties of ап abso- 


forward as Inger- 
soll’s chief recom- 
mendation — the 
five planks in | 
their platform.. 

“These were | 
(1) high quality; | 
(2) low price; (3) 
standardisation of 
price; (4) sales- 
making by епег- 
getic advertising ; | 
(5) the ‘ guaran- 
tee.’ 

“Тре watch- 
makers, speaking 
generally, ob- 
jected to the high 
quality because 
it limited their opportunities of profiting 
by renewals or repairs ; to the low price 
because it did not show them a sufficient 
bulk profit on each actual sale ; to the 
standardisation of prices because it pre- 
vented their indulging in the cut-price 
competition to which they were accus- 
tomed; to the advertising because it 
made the publie demand ‘ Ingersoll,’ and 
nothing but ‘ Ingersoll, when it would 
better have suited the retailers’ ends to 
supply something else; and to the 
‘guarantce’ because it containcd an 
offer to do for nothing something for 
which they expected to be paid. 


VI 
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to make us unmindful 
of after-war problems, 
which otherwise might 
take us by surprise. 
The period which will 
follow the conclusion 
of hostilities must be 
prepared for a long 
while in advance, and 
with as much minute 
care as the mobilisa- 
tion itself." 


M. PAINLEVE, 


lutely undreamt- 

of character. That 

he might have 

anticipated them 

is generally ob- 

vious after the 

| event, it is true; 

but some of them 

are apt to be in- 

È visible when the 

market is first 

surveyed by rea- 

son of their very 
magnitude. 

“From the time 

| that effective dis- 

| tribution was ob- 

tained, in the 

, manner I have 

related, the history of the ‘ Inger- 

soll’ business in Great Britain has been 
one of steady and rapid progress. 

CHOICE OF MEDIA 

““ Tngersoll’s commenced advertising 

in popular publications of the Answers, 

Tit-Bits, and Pearson's Weekly class. 

and have in the main keen faithful 

to roughly the same kind of media, 

if it is fair to include such periodicals 

as John Bull, London Opinion, The 

Passing Show, ctc., as belonging to it. 

"The Strand, The Windsor, The 

London, and a few other widely read 

magazines have also always formed 
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AMERICAN ADVERTISERS 


and what they say about 


| THE ERWOOD AGENCY 
The series of letters which are being published month after month from American Firms, | 
whose advertising appropriations represent no mean figure, praising the Erwood Agency, 
should interest all advertisers seeking High-Class, кашек and Novel Advertising 
Service. The following is another of the series :— 


THE CAZOLENE CHEMICAL COMPANY, 
Sole Manufacturers of " Cazolene,” 
BINGHAMPTON, N.Y., U.S.A, 


W. L, ERWOOD, LTD., August 27th, 1917. 
30 Fleet Street, 
London, E, C., England. 

Gentlemen,—At the close of the fifth year of 
pleasure and satisfaction, during which time you 
have placed the advertising for my firm, I feel 
that а few words are due you. 

You have not only given me service which has 
built up my business, even through strenuous and 
trying periods, but you have refrained from | 
forcing upon me service not particularly adapted 
to my line. 

You have not simply &cted аз а space buyer, or 
аз а brokerage house through which advertising 
passed, but you have endeavoured at all times to 
obtain for me the utmost for the money expended. 
In this, as in all other branches of the business, 
you have succeeded well. 

From the copy that you have prepared to every 
little courteous act that you have extended, your 
work has been highly satisfactory and appreciated. 
I speak after much experience with advertising 
agencies in both England and America, and I there- 
fore feel that I аш а competent judge of real 
effective service on an agency's part. 

As proprietor of the Face Cream, Velion, and 
kindred other preparations, I wish at this time 
to express my thanks and extend my good wishes, 

I remain, Yours very truly, 
(Signed) D. J. LITTLE, Proprietor, 


The Erwood Agency is an old-established concern, with ramifications all over the world. 


If you want advice on British, Foreign or Colonial Advertising, consult Mr. V. J. Reveley, 
the Managing Director. 


W. L. ERWOOD, LIMITED 


International Advertising Specialists and Commerce Promoters 
ЗО, 31 & 32, FLEET STREET, LONDON, ENGLAND 


Telephone: Holborn 1195. Telegrams and Cablegrams: “ Banningad, Fleet, London,” 
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part of the select battery of adver- 
tising media. Such media as these 
provide, in our opinion, an admirable 
means of rcaching every grade of the 
so-called ** middle " classes as well as 
the whole of the well-to-do industrial 
workers ; and it is to this great public 
that Ingersoll look for their * results." 

Other classes of media of which 
good use was made were those repre- 
sented by such publications as The 
Christian Herald and The Sunday 
Companion in the one group and by 
The News of the World, Lloyd's Weekly, 
and The Weekly Dispatch in the 
other. 

“ Daily newspapers we have not used 
to any great extent, with the exception 
of The Daily Mail, in which every now 
and then we occupy a full front page, 
chiefly by way of impressing our active 
advertising. poliey upon the minds of 
our retailers. 

“Since the conclusion of the initial 
trial campaign in the Birmingham area 
Ingersoll have exclusively devoted their 
attention to media of a national cha- 
racter. 

** Special position announcements on 
the railways, especially the London 
* Underground ' and the ' Tubes,’ we 
have used frecly ; and I regard them 
as giving us very valuable and relatively 
inexpensive publicity." 

AVOID EXCESSIVE CLEVERNESS. 

“ There has been nothing sensational 
їп ‘ Ingersoll! advertising methods. 
I think the British publie is rather re- 
pelled than attracted by any excess of 
‘cleverness’ or visible ingenuity т 
advertising, We have been contcnt to 
present our claims simply and straight- 
forw: тау, and. of course, pe rsistently. 

6 Part of our success is undoubtedly 
owing to the care with which we have 
organised our office and workshops. In 
our office we use every up-to-date 
assistance to efficiency that has proved 
itself. and we train our staff to use them 
properly. We do not believe in the old 
office machinery ; it wastes too much 
time. We find that it pavs us, for 
instance, to give every one of the one 


hundred and twentv-five girls and 
women in our hcad office a Waterman 
pen. It makes their work casier, and 
saves us a verv considerable total of 
hours that would otherwise be frittered 
away in the constantly recurring pauses 
for ink dipping that the usc of the old- 
stvle pens involve. 

“ And the idea that prompts us to 
do this actuates us in every detail of 
interior management. We are not effi- 
ciency maniacs, but we do not bcheve 
in working with anv but the best tools. 

“ This, however, is by the wey. 

ExPERT SALESMEN. 

“А useful addition to our selling 
staff has lately been made in the forin 
of a small corps of expert * Ingersoll’ 
salesmen, whom we loan to retailers 
for a few days at a time, so that they 
and their assistants may Icarn by 
demonstration how to turn over their 
stock of our goods most quickly and 
advantageously. 

“The effect of these salesmen's 
visits has always been marked, and in 
some cases has been positively astonish- 
ing. More particularly have they been 
suceessfu! in showing retailers how to 
sell the higher-priced instead of the 
lower-priced varictics of the * Ingersoll ’ 
watch. 

“It may be worth while for me to 

say that I have nevcr found the Ameri- 

can origin of the * Ingersoll’ watch, or 
my own American nationality, the 
smallest handicap in doing business in 
Great Britain. Our company, I may 
note here in passing, is now so thor- 
oughly British that I believe I am the 
only American clement in it. 

“ I have heard occasionally of preju- 
dice being shown against American 
traders opcrating in the British market ; 
but if it ever cxisted,. which I rather 
doubt, I am quite sure that there will 
not be a shadow of it in the future. 

“ The two countries have come very 
close together in this critical time ; and 
have cemented a warm friendship that 
will unquestionably endure, and become 
the greatest motive force for good in 
human affairs." 


A GREETING FROM 


“THE ADVERTISING WORLD,” 


COLUMBUS, 


OHIO, U.S..1.: 
* Many wishes for the success of your publication, your country and OUR 


cause.’—CARL CROSSLAND. 
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[: you would sell your goods to the pick of the 
Su 


nday reading public you must advertise in the 

117704 

илдар 
> 
imes 


Price One Penny. 


OU cannot isch our readers in any other 
way. Ask your personal friends why 


they buy “Тһе Sunday Times” in preference 
to any other Sunday paper and you will hear 
many excellentreasons why you should advertise 
in it regularly. The best features and the best 
advertisers are always found in our columns. 


[+ is authoritative. 

It is clean and honest. 
It is ably written. 

It is always interesting. 


Its advertising rates are extremely moderate. 
Try a series of insertions in the ——— —— 


Sunday Times 


The Sunday paper that pays Advertisers. 


The evidence for the asking. 
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MEN-MUNITIONS - MONEY 


Night and day the “ Визу Three" seethe with the 
activity of munition making. 


Men and women are earning more than they ever earned 
before. 


They are buying articles they have desired and needed 
most of their lives. 


Somebody is selling them goods. Step in and get your share. 


Employ the Big Three—the famous “triple alliance " of 
trade development. 


THE SHEFFIELD INDEPENDENT 
THE BIRMINGHAM GAZETTE 
THE NORTHERN ECHO 


No other media reach a larger wealth-producing class 
than the Big Three, and certainly no other rates 


| are lower per 1,000 circulation. 
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Address your enquiry to:- 

THE BIG THREE. 
17 Bouverie Street, 
London, E.C.4. 
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IN THE issue of THE ApvEnTIsING WorLD for July, 1916, was published the 
story, of the campaign by which “ O-Cedar Мор” made what has proved to be 
an outstandingly successful entrance into the British market. 

The American manufacturers, as they would be the first to admit, undoubtedly 
owed their success to the British advisers whom they were fortunate enough to 


call to their assistance : 
They, the Channell Chemical Co., 


though perhaps “ fortunate ” 
in the person of one of their chiefs came over 


is not here the right word. 


here поё only to take а near view of the market, but more particularly to find 


the right men to help them to operatc in it. 
wanted they gave them full liberty to prove their abilities. 


And having found the men they 
Unlike some adver- 


tisers who shall be nameless they did not act as though they only employed expert 
assistance in order to have the pleasure of over-riding it. 

The quickness and apparent case with which they made a position for their 
product in Great Britain should not obscure the fact that the problems they had 
to solve in doing so were by no means so simple as might at first sight appear. 

We need offer no apology for republishing a description of the manner in which 


chesc were dealt with ; 


tor in doing so we shall be placing before American adver- 


tisers who may be tempted to follow the example of the Channell Chemical Co. 
many suggestions likely to be of the utmost value to them. 


The triumphant success that has 
attended the advertising of the 
“ O-Cedar " mop and polish was only 
made possible by the fact that from the 
beginning the actual advertising was 
regarded as no morc than a part of a 
carefully worked-out selling plan. It is 
. as a complete scheme of salesmanship, 
not as purely and simply an advertising 
achievement, that the “ O-Cedar ” cam- 
paign must be considered. 

When the Channel Chemical Co. 
decided to operate in the British market, 
thev fully recognised that they must 
secure a fair amount of distribution for 
their goods before beginning to adver- 
tise them on any extensive scale. 

In this conviction they were hcartily 
supported by Mr. А. T. Long, now the 
managing director of the English com- 
pany. They were fortunate in mecting 
а man so thoroughly qualified to 


handle their business at the outset of 


their British campaign, and wise in 
perceiving that they were fortunate. 
From then until the present time Mr. 
Long has had in all essentials a perfectly 
free hand in dealing with what every- 
one would have called a most difficult 


XII 


problem, had it not been surniounted 
with such apparent ease. 

* [t was at first not only a question 
of selling the goods," Mr. Long told 
us, "but one of creating desire for 
them among people either prejudiced 
in their disfavour or utterly indifferent. 

“t We had to teach the general body 
of consumers that they stood in nced 
of something which none of them had 
ever felt an inclination to possess, and to 
which many had a rooted, if vague, 
objection. 

“ The very word * mop ' was a serious 
handicap. As an item of domestic 
equipment, the mop was usually dis- 
liked and despised even by those who 
made use of it. We had not only to 
induce the housewife to look at the 
mop with much kindlier eves than 
she had ever been accustomed to do; 
but also to persuade her that it would 
be worth her while to pay for an 
* O-Cedar' mop a price that would 
have procured а whole battery of 
mops of less distinctive virtue. 

** It seemed to us that the only way 
to do this was to give demonstrations 


that would prove the ‘ O-Cedar' тор 
(Continued ón page XIV.) 
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A PULLER AMONG MAGAZINES 
ESSE UII PHA IUIUS 


SN ALLACIES die hard. The longer a fallacy holds the more 

| {| dceply it becomes rooted and the harder it is to eradicate. 

v There is one fallacy that experience proves to be utter in 
[5 | its fallaciousness 


It is generally. held that papers primarily designed to 
interest children are poor in advertising returns. This may 
= be true regarding some papers specially produced for 

ÆSA] children readers, but evidence is accumulating that in one 

| case a magazine primarily intended for perusal bv children 

exhibits far more than the average responsiveness to advertisements of products 
suitable for those who are no longer children. 

An analysis of the reasons for this exceptional responsiveness is interesting and 
raises some highly instructive points. 

The magazine in question is My MacGaziNE. The name is comparatively new, 
but the magazine is not new. It was formerly known as the Children’s Magazine 
and was the outcome of the Children's Encyclopedia, which is the classic among all 
great works produced for the instruction, edification and faseination of children 
and young people. 

There are several points regarding My MacaziNE deserving of special notice. In 
the first place, although specially produced for children, it is read with avidity by 
grown ups. It is the source of inspiration for many teachers, and quite a number 
of clergymen use it for the ideas it gives them for their children’s sermons. 

In the days of peace, which seem so far behind us, My MAGAZINE was sold at 7d., 
and it reached a higher grade audience than the ordinary 6d. illustrated monthly. 
Thus it claims to be a “ class" medium, and results secured by its advertisers 
justify the claim. 

Evidence of this is offered. One firm—Daniel Neal & Sons, Ltd., 126, Kensington 
High Street, London, W.—have carried а page in it for something like ten vears, 
never missing an issue. It is the only magazine in which they advertise. They are 
known to be discriminating, cautious advertisers who look for specific returns, and 
their persistent and consistent use of the pages of this magazine constitute the best 
possible certificate for the pulling power of the periodical. 

My MaGaAZINE is used extensively for charities, although it is no part of the policy 
of the magazine to solicit charity advertising. But charitics such as Dr. Barnardo’s 
Homes, Sir William Treloar’s Cripple Fund, ‘and other deserv ing causes, use it month 
after month with excellent results. Thus My MAGAZINE is evidently of the class 
to which Truth, Punch and the Nation belong. Its audience bclongs to the 
well-to-do, generous-hearted and open-handed section of the community, and 
these have a spending power and a wilüingness to spend far bevond the average. 

Of recent months Mv MacazrxE has shown а marked increase in the number 
of pages devoted toadvertising. The December number will carry just over twenty 
pages of advertising, which is nearly double the amount carried exactly a year ago, 
and is a record for anv ordinary issue. This is due to the fact that the advertise- 
ment manaver is giving it special attention, and is submitting to advertisers 
schemes of * copy " and lay out that strike the note of the editorial pages and 
carry into the advertising columns а strong magazine interest that compels 
attention. 

Any advertiser interested in this result-getter is invited to communicate with 
Mr. W. B. Robertson, The Fleetway House, Farringdon Street, London, E.C.4, 
and he will willingly submit suggestions whereby the particular product desired 
to he advertised can be treated so as to compel the interest of My MAGAZINE 
readers, and draw the maximum of results. —(ApvrT.) 
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to be something that no house-proud 
woman could afford to be without. ry 

“ Before we could do so we had to 
convert retailers to our way of thinking, 
since such demonstrations as: we had 
in mind could only be given in their 
establishments. 

“Аз you may imagine, we had con- 
siderable difficulty at first in getting 
retailers to see eye to eye with us. 
If we eventually suceceded—as we did— 
it was because our proposition was 
sound from the retailers’, as well as 
the purchasers, point of view. Our 
arrangements allow retailers something 
а good deal more than a minimum work- 
ing profit, and we made a point of 
proving to them that our articles were 
readily saleable if offered in the right 
way, as I shall explain later. 

*" [n addition, we have assisted re- 
tailers by widespread Press advertising, 
and by a generous supply of window- 
display material, etc., while we have 
protected them to the full extent of 
our power against price-cutting. Апу 
retailer handling our goods—and I may 
mention that we have no special agents 
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—gives an undertaking that they 
shall not be offered for sale under a 
fixed minimum price. We do all that 
we can to prevent those who do not 
abide by this understanding obtaining 
supplies. There have, we are glad to 
sav, not been many offenders. 

'" [t has not seemed possible for us 
to make any special arrangement with 
the co-operative stores, to offset the 
advantage they secure by distributing 
profit dividends. Their position is 
peculiar. If their competition is unfair, 
then it seems to me that it is for the 
traders affected to bring pressure upon 
the Government to regulate it. I do 
not see what else can be done. For 
our own part we accept the business 
of our co-operative customers on the 
usual terms; but we do not encourage it. 

“ And now," continued Mr. Long, 
“I had better get back to the main 
line of my story. 

“We made it our first business to 
interest the great retail stores. They 
not only represented huge potentialities 
of business concentrated at a few 
quickly get-at-able points, but those 
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Thirty or forty years ago “ The Graphic ” won the posi- 


tion it has ever since retained as first among British 
pictorial publications in, the excellent quality of its 
illustrations. 


The pre-eminence it thus gained by the ability of its 
brilliant artists has only been rendered more secure now 
that to their efforts it adds those of the most expert: 


news-photographers of the day. 


Its appeal to all who can appreciate “ 
illustration 1s irresistible. 


quality " in news- 


It is taken regularly by an extensive circle, the more cul- 
tured and therefore in general the more well-to-do classes. 


Are these the kind of people you wish to reach ? 


RATE £70 РЕК РАСЕ 
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Digitized "Com — 


The Advertising Worl Special Supplement 


THE MOTOR-BUS ROUTES 

COVER 455 MILES OF THE 

BUSIEST ROADS IN AND 
AROUND LONDON 


THE MOTOR-BUSES WORK IN 
2 CITIES, 39 COUNTY AND 
MUNICIPAL BOROUGHS, 49 
URBAN DISTRICTS AND 12 
RURAL DISTRICTS WITHIN THE 
5 COUNTIES of GREATER LONDON 
AND SERVE ABOUT 8 MILLION 
PEOPLE 


THE FINEST SERVICE 
FOR PASSENGERS 
FOR ADVERTISING 


FOR RATES AND PARTICULARS 
APPLY TO THE ADVERTISEMENT MANAGER 

THE LONDON GENERAL OMNIBUS COMPANY LIMITED 

ELECTRIC RAILWAY HOUSE, BROADWAY, WESTMINSTER.sv.- 
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who conduct them are naturally more 
accessible to new ideas than the small 
shopkeeper, 

‘ In due course—vou can imagine we 
lost no time about it—we managed to 
induce most of the big stores, both in 
London and the provinces, to give us 
house room for our demonstrations, 
and to stock our goods. 

“I always endcavoured—and in many 
cases sueceeded, though not without 
some expenditure of diplomaey and 
patience—to obtain permission to hold 
our demonstration in one of the drapery 
or dress departments, and not in the 
hardware department, to which our 
* line ? of course, belongs. 

“I figured it that most women only 
go into the hardware department two 
or three times a year, while they are to 
be found in one or other of the drapery 
or dress departments every weck, or 
thereabouts. 


“The jealousics of departmental 
managers were sometimes a little 


diflicult to overcome before I got what I 
wanted; butit was well worth trving for. 
** These demonstrations were an im- 
mediate and great success. They not 
only sceured at once a brisk sale for 
our goods, but they opened the eves 
of store managers to their possibilities 
as a * line’ that would pay for pushing. 
* After we had secured the support 
of the leading stores, we devoted our 
attention to smaller retailers. А staff 
of demonstrators was trained, and we 
sent them round to every retailer of 
any standing at all willing to afford 
them accommodation. In the case of 
a small shop the demonstration lasted 
only a few davs, while a larger one 
might justify a visit of a week or two. 

**Thesedemonstrations interested and 
informed the publie, and sold large 
quantities. of our goods; but that 
was not their chief purpose. They 
were mainly designed to prove to the 
retailer that the goods would command 
a ready sale, and to educate him and his 
assistants in the best manner of show- 
ing, recommending. and selling them. 

" In pursuance of our policy of 
advertising by demonstration on all 
possible occasions, we have taken 
stands at every suitable exhibition 
throughout the country; and are 


AVI 


exceedingly satisfied with the results 
secured thereby. 

“ Our Press. advertising started in a 
very modest way, soon after we had 
arranged our earlier. demonstrations. 
It was for some little time confined to 
the better class illustrated weeklies 
appealing to women. From this ad- 
vertising we unquestionably secured a 
good return, notably from Country 
Life and The Queen; and we still con- 
tinue to use most of the weeklies in 
which we made our advertising bow to 
the British public. 

** As our distribution svstem became 
more complete, so did our advertising 
develop. We began to use the dailw 
newspapers, both in London and the 
provinces, and by now there is scarcely 
ап important journal in the country 
that has not carried some of our an- 
nouncements. 


“I may sav here that we are con- 
vineed believers in the efficacy of van 
advertising. We make extensive use 
of it both in London and elsewhere. 
In our experience it is particularly 
useful in stimulating the interest of the 
retailer in the advertisers! goods. И 
provides him with an ever-recurrent 
reminder of them, and an equally con- 
stant proof that the advertiser is 
keeping them well in the eyes of possible 
purchasers. 

"The response of retailers has also 
been notable in the case of the many 
spaces that we have occupied on the 
front page of The Daily Mail. The 
retailer seems to look upon an an- 
nouncement on that important page 
as proof positive that the advertiser 
is alive, go-ahead, and on a winning 
mount. 

“ It is curious to note, bv the way, 
that we have never occupied а whole 
front paec of The Daily Mail—which 
I suppose may be looked upon as the 
recognised super-Dreadnought of British 
Press advertising. On several occasions 
we have completed arrangements to do 
so. but something has always happened 
to interfere with our intention. 


“The copy we have used in our 
Press advertising has been of a straight- 


forward, explanatory and descriptive 
character. Our copy-writers have 


been fertile in suggesting the various 
«7 October 1917 
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JOHN HADDON & CO. 


INTERNATIONAL ADVERTISING 


Established in the City of London 1814 
. SALISBURY SQUABE, LONDON, E.C.4 
And at CAPETOWN, SYDNEY, BUENOS AIRES 


We invite correspondence from manu- 
facturers who seek to take advantage 
of the present opportunities for Trade 
Expansion all over the World. 


Our organisation and practical experi- 
ence of marketing and advertising 


t branded products is of the most 
—- LINK practical character, and is at the 
SERVI CE disposal of our clients. 
for American 
or British We can refer to many of the largest 


MANUFACTURER American and British manufacturers 


for whom we acted for a great 
number of years—and the list is 
steadily increasing. 


© Consultation and service in either 

London or Chicago is equally at the 
disposal of the manufacturer who 
seeks it. 


J. ROLAND KAY CO. 


INTERNATIONAL ADVERTISING 
CONWAY BUILDING, CHICAGO, U.S.A. 


Directors: 
J. ROLAND KAY 
WALTER HADDON 
H. EVAN SMITH 
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manners in which our specialities may 
be used most effectively, and the 
special occasions on which their con- 
venience can make itself more than 
ordinarily manifest ; but we have not 
attempted anv of the eclectic clever- 
nesses that some modern advertisers 
delight to indulge in. 

** In all our advertising thc figure of 
the * O-Cedar’ girl is dominant. While 
retaining the fundamental character- 
istics of the figure, however, we treat 
it in all sorts of ways to suit the purpose 
of the moment, as vou will have ob- 
served. А 

“ We have used simple, but, I think, 
effective streamers outside the "buses, 
and cards inside them; and we are 
represented in the Underground by 
panel cards, and also by cards occupying 
special positions at the ends of the 
carriages. 

“The success of our campaign is 
perhaps the more interesting, in that 
it has been carried out for the most part 
during war time, and that we have 
several times been scriously hampered 
by a difficulty in obtaining supplies. 


“Ап absolutely square offer to re- 
turn the purchase price of the * O-Cedar’ 
mop to anvone not entirely satisfied 
with it has been made by us ever since 
we set to work here. It would seem, 
however, that our goods generally give 
satisfaction ; for while we sold last year 
over half a million * O-Cedar ’ mops, we 
onlv received direct three applications 
for the return of money from individuals 
who were not pleased—you can work out 
the percentage if you like. А few more 
may have come to our dealers in АШет- 
ent parts of the country. 

“ So there, in very brief outline, is 
the storv of our British campaign ; but 
you will not properly understand it 
without bearing always in mind that 
the sale of the * O-Cedar' mop is only 
a necessarv preliminary to the sale of 
the * O-Cedar' polish. For one mop 
the housewife will need many tins of 
polish. 

" The * O-Cedar' mop itself is there- 
fore to be regarded not so much as ' the 
goods,” but as the most important item 
in our plan of advertising and sales- 
manship." 


THE BRITISH MARKET 
CANNOT BE COMPLETELY 
WORKED WITHOUT POSTERS 


The oldest house in the trade, pioneers of every im- 
provement in the business for the last 75 years, the first 


house to pay for space instead of stealing it, will gladly 
advise advertisers. 


ETAILED COSTS, town by 

town, and all practical informa- 
tion for Advertisers will be found in 
Mr. Cyril Sheldon’s great book 


BILLPOSTING 
PRICE 11s. POST FREE 


The only manual in existence. 
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WHAT WOULD 
YOU GIVE 


to be put into possession of the 
list of members of the Royal 
Automobile Club ?. 


Exactly !— 


You know the value of such a magnificent mailing 
list : and you are not the only man who has seen the 
limitless opportunities of such a gold-mine of pro- 
spective purchasers and ** poodwill values ! 


Nevertheless—— — 


It cannot be done : neither you nor any other person, 
can, or will, have access to that list ! 


But 
“THE CAR ILLUSTRATED” 


carries the notes and news of the Royal Automobile 
Club every week, and circulates amongst the con- 
stituency of wealthy folk who form the membership 
of the Royal Automobile & Officers’ Overseas Clubs. 
It is only through the advt. pages of The Car that 
you can reach this influential class. 


Is this not what you 
want ? 


The Car Illustrated has an inflexible advt. rate, details of which 
will gladly be given 1n response to a letter, message, or phone call. 


2 
"THE CAR ILLUSTRATED" 
REGENT HOUSE, KINGSWAY 
LONDON 


TELEPHONE : 1068 REGENT 


ED. J. BURROW, Managing Director. 
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Living Over 


the Shop: 

THE VASTNESS of London, political, 
social and commercial, so overshadows 
the rest of Great Britain, when it is 
viewed from a distance, that adver- 
tisers who are not natives are often 
inclined to overlook the importance 
of provincial centres. More par- 
ticularly is this the case when the 
advertising of luxuries is in question. 
It is assumed that the captains of 
British industry, whcresoever they may 
make their moncy, come to London to 
spend it. What is overlooked is the 
fact that the majority of these big 
business men live in fairly close proxi- 
mity to “ the works"; that, in short, 
the old-time habit of living over the 
shop still prevails to a much greater 
extent than is generally supposed. In 
the near neighbourhood of every manu- 
facturing centre in this country, with 
its crowded mills and shops and 
clustered tenements, will be found a 
residential area inhabited by *' quality 
prospects " of the very highest calibre. 
The wealth that is contained in these 
provincial sub-town residences and the 
constant radiation of wealth procecding 
from them far exceeds anything that 
the uninformed outsider could possibly 
imagine. In cultivating London, as 
he is bound to do, the advertiser must 
on no account neglect the provincial 
cities and towns which gather, and 
which spend, so large a proportion of 


the national income. And he must 
not suppose that he can address these 
constituencies effectively without 
making use of local media. 


In Reply 
to ** Primus." 


THERE ARE some advertisers who 
appear to think it pays them to ** muzzle 
the ox that treadeth out the corn ”: 
that is, to force the retailer to handle 
their goods for something less than the 


‘ profit that will yield him an economically 


reasonable return. In our judgment 
thcir policy is as unsound in practice as 
it is immoral in idea. "They really 
propose to use the power of advertising 
to enslave the retailer, arguing that if 
they contrive to create a sufficiently 
insistent demand the retailer must 
satisfy it, however little he may profit 
by the transaction. The argument is, 
perhaps, superficially reasonable, though 
it is obvious that its general adoption as 
a working formula by advertisers of 
branded goods would lead to the 
extinction of the retailers upon whom 
they must rely for effective distribu- 
tion. But, as a matter of fact, the 
retailers hands cannot usually be 
forced to nearly so great an extent as 
the would-be dominant advertiser 
supposes. It is the way of wisdom 
for the advertiser to cultivate his 
goodwill by fair, and even generous, 
dealing, not to mention the ethics of 
the case. 


N.B. 


E particularly direct the attention of our American readers to the service 
that can be rendered them by THE ADVERTISING WORLD Information Bureau. 


They may be assured that whatever advice or information 1t offers is given by an 
absolutely independent authority, and is not influenced by a regard for any tnterest 


other than that of the enquirer. 


Everything the advertiser requires to know about the British market and the most 
practically useful methods of operating in it we are in a position to supply to responsible 


applicants. 


The A. W. Information Bureau, 
Sardinia House, Kingsway, W.C.2. 
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Booking now for 1918 


UNCH'S engagement book for 1918 gives 


particulars of a limited nuniber of spaces 
and has just room for him to put an 
advertisers name against each. When that's 


done—''PUNCH" is done. Keen business men 
will make early application for their 1918 space. 


Just as ““ PUNCH’S” readers are content only with the 
best in literature and art so they look for the best com- 
mercially. And, happily, they have the means to 
gratify their tastes.. No other journal is so well received 
by the '' people that matter” to advertisers of high-class 
goods and service. 


But if you wish ‘‘ PUNCH” to introduce your goods to 
his 1918 friends you must let him know without delay. 


The Net Sale each week of “PUNCH” at Sixpence 
per copy is One Hundred Thousand—always more, 
never less. 

ROY V. SOMBRVILLE 


Advertisement Manager, “Punch” 
10 Bouverie Street 


Unique service | in the 
North and East Lan- 
cashire field 15 afforded 
by the " Northern Daily 
Telegraph " by reason of 
its net sale being un- 
equalled by the combined 
net sales of all other daily 
or weekly newspapers 


within the area. 


And North and East 
Lancashire holds athickly 
populated industrial 
community, whose wage- 
earning capacity is not 
exceeded by the workers 
of any other part of the 
kingdom. 


Head Office 
BLACKBURN 
London Office 
85 FLEET STREET : 


ААРОНА НАСТИ МАРИИ АИТ ААА РТА ААА 
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In the above booklet we show the various screens 
explanations on the best screen to use for the 
purpose for which the block is required. 


All users of Blocks should send 
for a copy of this interesting | 
Booklet. It is FREE upon 
application to Head Office 


SKETCHES, PHOTOGRAPHS, HALF-TONE, 
LINE AND COLOUR BLOCKS PRODUCED 
FOR ALL PURPOSES. 


PRESS ETCHING CO., LTD. 
12 WINE OFFICE COURT, 
FLEET ST., LONDON, E.C. 


Telephones : 
Holborn 2907-8. 


In a 260-page 
Vest-Pocket Book 


little longer than this advertisement, 
is contained lists of American publi- 
cations, with rates and circulations, 
Bill-posting and Street Car rates, 
Populations by Occupation, Age and 
Religion, Family Incomes and Ex- 
penditure, Motor Cars by States, 
Number of Dealers by Trades, 
Trade Marks, Copyright, Wealth 


Production and Distribution in the 


U.S.A., 
Exports, 


MAHIN'S 
Advertising Data Book 


is invaluable to the British. Manu- 
facturer contemplating the American 
Market and to the Student of 
Advertising. 


Sent post free within the British 
Empire for 9 /- by “The Advertising 
World.” LONDON, England. 


Maps, Types, Imports, 


THE ADVERTISING WORLD 


ПАТИ 


used in the production of Half-Tone Blocks, with = 


5: Telegrams : = 
Collotype, London.” = 
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WASTE PAPER 
PULPED 


Уи: 
’Phone: 8315 City. 


William Soanes 


72 & 73 Temple Chambers 
TEMPLE AVENUE, E.C.4 


PERSONAL ATTENTION 


Guaranteed Milled 
WASTE PAPER 


vus edad ua us uve ates ee ve ueus weed we ve ve ud neveu ue sewer ewe 
A 


E 
Е 
| 
р 
Е 
Е 


т: 


ене 


зе 


THE ADVERTISING WORLD 


266 November, 1917 


ч => + - -——— a 
б д} | bad sd t 


| 


" а AO 17 O A д Vw A > в. . 
The Clearing House for Advertising Men 


This Bureau will furnish employers (free of charge) with full particulars of the 
qualifications and experience of suitable men for any position they have vacant. 
Advertising men desiring appointments can have their applications filed on 


the Register for a fee of 10/6. This includes :— 


1. The retention of their qualifications on the Register until suited. 

2. The insertion of their advertisement under box number in the weekly list of 
situations vacant and, unless suited previously, the insertion of an inch 
advertisement of their qualifications on this page. 

3. The sending of copies of abstracts of their qualifications to employers having 


vacancies on their staffs. 


Address for Letters : 
The ** A.W.” Professional Bureau, Sardinia House, Kingsway, W.C. 2. Telephone: HOLBORN 2269 


These advertisements are inserted subject to the rules and regulations 


SLLUA LIONS WANIED., 


Advertisement Manager. (В. 37) 
Ten years with а large London store; five 
years advertising expert with well-known 
agency. Over military age. £250-£300. Сап 
commence new duties at once. 


Advertisement Canvasser. — (9.39 
Thoroughly experienced. Good connection, 
free now. Part salary and commission on 
results. Over military age. 


Has had full control of large advertising 
appropriation over a period of nine vears. 
Greatly experienced in dealing with selling 
staffs and outdoor representatives. Competent 
organiser. Fully qualified to take control of 
entire office staff. Age 30. Married. £400. 


Copywriter 
Thoroughly experienced copy and layout 
man is open to accept responsible position in 
Midlands, Birmingham preferred. 


Part Time Copywriter. (B. 41) 
Experienced advertising man requires work. 


Capable of turning out good forceful copy at | 


short notice. 


Advertisement Manager. 'B. 42) 
Thoroughly competent, secks position where 
there is scope for aggressive work. Practieal 
knowledge of every detail of printing and 
convincing copy-writing. Good organiser and 
controller of staff. Valuable connection among 
large advertisers. Aged 49. Twenty years’ 
experience with largest daily newspapers in 
America and England. 


issued by the Director of National Service. 


ADVERTISING. 
Lady required in the Advertising Department 
ef a large firm of London manufacturers. One 
with some experience in copywriting preferred. 
Write stating age, experience and salary 
required, А., Box 466, Smith's Advertising 
Agency, 100 Fleet Street, Е.С. 4. 


Box "Agency Artist." 
A Large Agency require the services of a 
competent Artist and Letter Man. 


Box “ Photo.” 


Copywriter and Assistant Advertisement 
Manager required in London office of national 
advertising manufacturing firm, А know- 
ledge of photography required. 


Box “Cinema.” 
Advertising Manager, who must be capable 
copywriter, required by an important cinema 
firm. ' 


Box “ Textile." 
Assistant Advertising Manager (Lady) requircd 
for a leading provincial wholesale drapery 


house. 
Box * Copy Clerk." 


Junior Copywriter wanted in a London agency 
office. 


Professional Bureau, THE ADVERTISING WORLD, 
Sardinia House, Kingsway, У.С. 2. 


Wanted to Purchase for Cash 


a well-established Agricultural Paper. Apply 
in first instance to Information Bureau, Tue 
ADVERTISING WoRLD, Sardinia House, Kings- 
way, М.С, 2. 
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BADGES 


SATIN FLAGS : SOUVENIRS 


Designs and Estimates submitted free for any kind of 
Metal or Enamelled Badges, Silver and Gold Medals, 
TINI] Souvenirs, etc., etc. ПІТИ 
OUR DESIGNS & VALUE ALWAYS THE BEST 


AN ARTISTIC BADGE CAN BE USED AS THE 
"BACKBONE" OF AN ADVERTISING SCHEME 


THOMAS FATTORINI 
Badge Manufacturer, BOLTON 


ALSO AT BIRMINGHAM, LONDON AND SKIPTON 


WE'RE 
НЕВЕ һаа. 


YOU'RE 
THERE 


India's vast imports should interest you. 
We are on the spot, and we know there 
`15 room for expansion for YOU here. 
Utilise our services and write to us Юг a 
plan of campaign. Advertisinz litera- 
ture prepared in all Indian languages. 


Alliance Advertising Assn. 


LIMITED. 
INDIAN ADVERTISING SPECIALISTS 


CAWNPORE—INDIA. 


ШШ 


Just in time 
for Xmas 


We can supply souvenirs of the kind 
your customers will use and keep 
—the kind you will be glad to carry 
your name. 


You may have difficulty in obtaining 
further supplies of your coloured 
showcards and printed matter. Let 
us tell you how you can make your 
stock go further and prove more 
effective. 


XMAS ADVERTISING. 


ШШШ VH DOLEO 
Special Copy, Designs, Sales-plans, Id 

Special Window Displays, elo. ae P t 
Advertising Man is prepared t» help Advertisers 
or Advertising Agents in the preparation of 
above. Fresh sane ideas at reasonable prices. 


ШШШ ШШШ 
Write in confidence to SALESMAKER, с/о 


Тнк ADVERTISING WorLD, Sardinia House, Kingsway , 


an © Colonial 
Advert 15111 Expert Advice 


from Personal 
knowledge of Markets and 69 years’ experience. 
WRITS FOR PARTICULARS. 
D. J. KEYMER & CO, 
$ WHITEFRIARS STREET, LONDON. 
Telephone No.: 5310 Holborn. 


Address your letter to Stanley V. Machin 
Manager 


THE PERMO COMPANY 
London Road, Beddington 


Corner, Mitcham, Surrey 


ADV EF TUSINO 
COUNSEL 


Telephone - - - Mitcham 832 
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The A.W. Information Bureau 


Hil E HEEL RR Es EUN E ЕО LR HT sa Pda oU INE EET e 


This department of The Advertising World exists 
for the sole purpose of assisting subscribers, by 
giving them detailed and reliable information upon 
any subject connected with advertising. It is also 
able to advise in the marketing of goods at home 
or abroad, even to the extent of giving you the 
name of the agent most suitable for your purpose. 
All this service is quite disinterested and FREE. 
ee ШТ АКАИ ҮШ IR e 


Note These Two Simple Rules. 


(1) Enquiries must be made on business letter headings (we do not under- 
take to answer enquiries relating to subjects other than advertising). 

(2) Information upon the status of advertising agencies, supply houses, ete., 
is only supplied in confidence to actual advertisers. 


SOME OF THE ENQUIRIES ANSWERED THIS MONTH. 
FROM А WELL-KNOWN STUDIO. 


An enquiry for the names of manufacturers of woven labels for one of their clients. 
FROM A PUBLISHING HOUSE. 
Can you give us the names of one or two firms who would undertake the folding, inserting 
and posting of circulars for us ? 
FROM А SUBSCRIBER. 
I have patented a novel clothes peg, which can be used for advertising purposes. Can 
you recommend anyone who would be likely to take up the idea and finance it for me? 
FROM AN ADVERTISING FIRM. 


Can you give us the names of papers which specially cover people running large factories 
—namely, those concerned in the actual management of same? 


FROM AN ADVERTISER. 


Are there any books issued on the subject of Trade Paper Advertising, or has the matter 
been dealt with by anyone in a comprehensive manner ? 


PAPER RESTRICTIONS CONSOLIDATED ORDER, 1917. 
We have received innumerable enquiries on this recent Order, the replies to which are 
comprehensively dealt with in an article which Mr. Arthur Bockett has been good 
enough to write for us, and is published in this issue. 


The BEST EVENING PAPER in LONDON 


is the Evening Standard. It has no equal 


for reaching well-to-do people in London 
and the home counties. It can give you here 
the right publicity with no waste and no 
over-lapping. 
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GOOD GOODS 


will always sell There are, of course, 
ыи many ways of Advertising 
ша in Ireland, but the most 
GOOD M ARKET direct and effective 
, n | through the 
: | columns o 
when advertised in a THE 


GOOD MEDIUM FAMOUS 


Brighouse and District ! Pierre a 
GOOD MARKET Pig re ilu 


any apologies whatsoever 
i duds 


Apply for terms to : 
DTI GH || 0 USE E C | І LONDON OFFICE, 
B i RI [1 118 FLEET STREET, E.C. 


or to 


isa W. E. MAGILL, 


GOOD ADVERTIS- FREEMAN'S JOURNAL L Ltd., 


27 WESTMORELAND ST., 


ING MEDIUM DUBLIN. 


Sign on Now ! 


ARE УОП GOING TO BE IN THE ADVANCE 
guard of after-the-war British activity ? 

If so, sign оп now—with an “Oldham” 
sign—-and fet everybody know that you are 
alive and alert. 

Your sign shouíd be as distinctive as your 
signature, and as full of character. We 


рач рае can таке it so for you: for we have 
With ch isIncorq ated 2 
GAWTHORPS Ltd. fearnt how to do so by years of practical 
Q Y (^? [| experience. 
b. A. AS 4 

E ADVERTISING] Ask us for a suggestion—it will cost you 
SPECIALIST | nothing and may help you much. 
Гоо! of Yor! S | 


SIGN S TO COVER ALL YOUR NEEDS 


MADE AND FIXED BY OLDHAM, LEEDS 
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*TOO LATE!' 


ES is now too late to book spaces for 1917, 
but you are still in time to secure valuable 

publicity оп the vans of leading carriers for 
January 1918 and onwards. These will soon 
be booked up, so do not defer your enquiry. 


Write To-day. 


J. WEINER'S 


"V AN-AD" POSTER SERVICE 


52, Shaftesbury Avenue, 
London, W.1. 


Sole Agent for advertising on London and 
Suburban Carter Paterson's, Pickford's, and 


other leading Vans. 
Telephone : Gerrard 


Telegrams : “ Lithoprint, 
1128, 1129, 1130. Piccy, London.” 
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Charles Frederick Higham 


Professional Advertiser. 


AUTHOR 
of 


“Scientific Distribution." 


2 


«Мг. Higham has raised the Art of Adveriising to the dignity of a Science " 
LONDON DAILY NEWS. 


Consultation by Appointment. Fees by Arrangement 
2 


ADDRESS 
IMPERIAL HOUSE, KINGSWAY, LONDON, W.C.2 


Telephone: 5309 Regent, 3 Lines 
Telegrams or Cablegrams: * HIGHAMADS," London. 
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>| The Paper Restriction | 

| Order— The Eloquence of | 
W Lettering — Advertising [ 
| for the Sinews of War— МИ 

А New Element in [Ie 
Advertising—Cluhb } 
Reports 


THE ONLY INDEPENDENT ADVERTISING TRADE PAPER PUBLISHED IN GREAT BRITAIN 


NO PRINTER, ADVERTISING AGENT, NEWSPAPER OR ENGRAVER HAS THE 
SMALLEST INTEREST IN ITS PROPRIETARY OR ANY VOICE IN ITS CONTROL 


THE DISPENSATION OF “DORA” 


ҮП К nothing else had led to the discovery that 
1 ^ Dora " is feminine, her irresponsible impulses, 
inconsistencies and vagaries might have 
done so. 


She has an apparently incurable habit of 
issuing Orders, Regulations, Restrictions and 
the like in sudden gusts of energy only to find 
that they are so unworkable and mischievous 


as to need immediate modification, and often 
stultification, by amendments and licences. | 


She delegates her authority to numberless Commissions and 
Committees which are not in the least bound by their own rules and 
ordinances, but conduct their affairs, and incidentally interfere with 
the affairs of British business, with the gay insouciance and disregard 


of consequences that distinguish the administration of the Eastern 
cadi. 
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This is, perhaps, an inevitable accompaniment of our national 
habit of ** muddling through," but it is very expensive, and in these 
days may easily prove to be a disastrous method of mismanaying the 
commercial business of the country. 


That action more or less in restraint of trade must often be taken 
swiftly and suddenly in existing circumstances may freely be 
admitted ; but it is permissible to ask whether anything is gained bv 
precipitate movements in wrong directions. 


Delays may be dangerous, but blind leaps into the unknown 
may be catastrophic. 


Surely it is not too much to ask that before our multitudinous 
Commissions, Committees and Boards interfere in the internal affairs 
of commerce they shall take counsel with those most vitally con- 
cerned. А vast amount of disorganisation, exasperation and waste 
of energy and money would thereby be avoided. And Commis- 
sioners would not so often have to make an indigestible meal of their 
own Orders. 


There is nowhere a disposition among manufacturers and 
traders to do less than their utmost in conforming to all the necessary 
limitations which war-time conditions necessarily impose upon them., 


What they object to is an unintelligent interference with their 
activities that serves no useful end; ill-considered regulations and 
instructions that have constantly to be reshaped ; and a discrimina- 
tion as between one interest and another that, however innocent it 
may be in intention, is in effect frequently exceedingly unfair. 

We do not expect to be exactly comfortable under the dispensa- 
tion of ** Dora." but it might easily be made more endurable and less 
mischievous than it has proved to be. 


THE BANNING OF CIRCULARS 


кура НЕ outstanding feature of the Paper Restriction 


ar 
t- ri ФУ, 
-— 
f ^ ws ^ 


Consolidation Order dated 22nd October, 1917, 
was its total prohibition, with some negligible 
exceptions, of all circular distribution after 
January 31st, 1918. 

This is а very drastic prohibition, more 
especially as it specifically refers to circulars 
** printed or written ° and thus covers, whether 
intentionally or not, all form-letters and in fact 
all business communications of a general character. It will impose a 
most grave disability upon manufacturers and traders and only the 
most urgent necessity can in any way justify it. 

That any such necessity exists is difficult to believe in view of the 
vast bulk of paper that day by day and week by week is consumed 
by Press publications. То prohibit form-letters and trade-circulars 
while effecting no further paper-saving in connection with the Press 
is for the Board of Trade to strain at a gnat while swallowing a camel. 


While we should be the last to suggest that the Press should be 
laid under any further restrictions that are by any means avoidable, 
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we are not surprised that those advertisers who will find it very 
difficult to keep things going. without the assistance of a certain 
amount of circular distribution feel that they have been hardly dealt 
with. | | 

They may be pardoned if they imagine that the Press has been 
privileged because it is able to exert a powerful and organised 
influence on the Government, and if they bitterly resent a preference 
so detrimental to themselves. 

The remedy is plainly for advertisers to organise for the defence 
of their interests as advertisers in à manner that they have never 
done hitherto. If they could speak with a united voice they would 
represent such a power in the State as no Government, however 
autocratic, could afford to ignore. While they are, as now, repre- 
sented only by a few voices crying in the wilderness they will continue 
to be ignored and over-ridden. | 

We are aware that efforts are being made by a small band of 
energetic workers to secure a modification of the new order relating 
to circulars, and are hopeful that they will have some measure of 
success ; but they are not being backed as they ought to be if any 
adequate relief to а very hard-pressed body of advertisers is to be 
secured. 


A REMINDER OF THE NATIONAL 
SERVICE CAMPAIGN 


HE Select Committee on National Expenditure 
in its first report, expresses the opinion that the 
results obtained from the National Service 
publicity campaign ' were not commensurate 
with the preparations made and the heavy 
preliminary outlay of money." 

Everyone will agree with them ; but this can 
not at all be laid at the doors of the advertising 
men concerned or upon the material they issued. 


They did their best—and a good best, too—with a proposition 
that was hopeless from the first. The National Service Department 
did not know what it wanted nor how on earth it was going to deal 
with whatever it might get. None the less it insisted on advertising. 


In the circumstances the advertising men whose services were 
requisitioned did the only thing possible. They issued a series of 
" general publicity " announcements that were only ineffective 
because no direct appeal to back them up was forthcoming. 


The vital necessity for such a direct appeal if any “ results commen- 
surate " were to be obtained was urged upon the Department again 
and again, by its advertising advisers; but it was the unfortunate 
situation of the Department that it could do no more than beg all 
and sundry to sign themselves into practically unconditional bondage. 


Even to such a request as this, diplomatic advertising secured a 
not inconsiderable response ; but in the main it could not make up 
for radical defects and shortcomings in a scheme, or a muddle, for 
which it was in no way responsible. 

The best of advertising is wasted upon an unsound commodity. 
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ЩЖ 
THE 1918 FAIR 


HE 1918 British Industries Fair will open on 
the last Monday in February and remain open 
for a fortnight. It will be housed in a building 
close to the Tower of London where, we are 
informed, the restriction of space and other 
inconveniences which hampered exhibitors at 
South Kensington will no longer exist. 


The scope of the Fair will be confined to 
earthenware and china, glass, fancy goods, 
paper, stationery and printing, toys and games. These are all trades 
in which before the war Germanv and Austria held a strong position. 


It may be taken that the Fair will be well supported by manu- 
facturers and merchants, who, indeed, apart from any question of 
individual profit, rightly regard participation in it as a patriotic duty. 

We should like to know whether exhibitors will be allowed to 
inform customers and prospective customers by means of “ printed 
or written ” circulars of their representation in the Fair, or whether 
they will be expected to make a personal call on those whom they 
desire to interest. 


If they are to be permitted to send out circulars for this purpose it 
will become pertinent to enquire why they should be specially 
favoured. 

If such facilities be not conceded to themit will be equally pertinent 


to ask why the Board of Trade expects traders to favour a form of 
advertising of which they are not allowed to take fair advantage. 


“LUXURY” ADVERTISING 


IR AUCKLAND GEDDES can hardly have 
taken much thought before he inveighed the 
other day against the advertising of certain 
luxuries. 


It may be inadvisable at the present junc- 
ture that a variety of ' luxury " commodities 
should be manufactured in or imported into 
this country ; but while their introduction into 
the market is permitted it is idle to protest 
against their being offered for sale. And since they can be offered for 
sale more economically bv what has come to be specifieally termed 
" advertising " than in any other way, it is rather ridiculous to speak 
as if advertising wcre the cause of offence. 


“ Luxuries which were already made when the war started," said 
Lord Northcliffe to an interviewer from our New York contem- 
porary, Printer's Ink, “ are better sold than lying in the shops "— 
and we venture to assume that his Lordship would include luxuries 
which have been allowed to come into the market since. 


* Keeping money in a state of active circulation," he added, ** is 
desirable, even though we also want everyone who can do so to invest 
all he can spare in the Government loans.” 
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If the powers that be come to the conclusion that it is in the 
national interest for this luxurv or that to be cut off they have ample 
powers to deal with it. They should go to the source of supply and 
put a stopper on it. By the time that an article is in the market 
and readv for sale nothing is gained by leaving it on the maker's, 
importer's, or retailer's hands. 

We do not contend that the continued advertising of «ome high- 
priced luxuries does not give reasonable offence to '* war-savers," 
and we should not at all care to hold a brief for the class of con- 
sumers that makes such advertising profitable. 

But advertising so far from causing whatever may be in fault is, bv 
reason of its comparatively low cost as a selling agency. a mitigation 
of the evil. | 

The continued advertising of luxuries is possibly a symptom that 
all is not as it should be with the body politic ; but one does not blame 
the flush for causing the fever. | 

In view of the national service rendered bv advertising during the 
war it is surely entitled to more consideration than it receives from 
the majority of our public men. At least they might be less ready 
to attack it without information and reflection. 


AN AMBITIOUS SCHEME 


Museum bids fair to assume imposing pro- 
portions. 

As we understood, the original intention was 
to confine the advertising .department of it to 
Government announcements, “ War Charity ” 
appeals, and other publicity closely and obviously 
related to the conduct of the war. It hasnow 
been re-planned so as to present a comprehensive 
picture of national conditions in every sphere of public and private 
activity during war time. 

There can be no doubt that a more intimate and veracious reflec- 
tion of the ever-changing effects of war time upon the life of the 
people could be given by such a collection of advertising matter than 
by any other means. Advertisements provide first-hand material for 
historical and social students ; whereas “ news " and other editorial 
matter is apt to be so filtered and coloured that its value as evidence 
is much impaired. 

The value of sucha collection as it is proposed to get together could, 
indeed, not easily be overestimated. Whether it fulfils its promise 
will, however, strictly depend upon its completeness and its arrange- 
ment. 

It cannot pretend to be complete unless it includes such a mass of 
material as will make it practically inaccessible to all but the most 
leisured and earnest of students unless it be arranged with skill and 
understanding. 

Of museums that are mere charnel-houses for the disjecta membra 
of the past there are more than enough; and we should be particu- 


HE Publicity Section of the War Memorial ' 
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larly sorry to see the War Memorial Museum, in any one of its many 
sections, added to them. 


Advertisers and advertising men will be ready enough to provide 
the material for a really adequate representation of war-time adver- 
tising ; we trust that those to whom it is entrusted will know how to 
make the best use of their opportunities. 


They will only do soif they work out a definite plan upon a suffi- 
ciently generous scale as soon as possible so that they may know 
precisely what they want and be in a position to ask for it; and if 
they realize that a mere magpie collection of unassorted items will not 
repay the labour and cost of its getting together. 


Fortunately we have reason to believe that the organisation of 
this most interesting collection is in good hands; and that neither 
enthusiasm nor intelligence will be wanting to make it all that we 
should like it to be. 


That being so, we once again call upon all advertisers and 
advertising men to do everything in their power to make the Publicity 
Section of the War Memorial Museum really representative. They 
may rest assured that their contributions will be gratefully received 
and that any suggestions they may care to offer will receive the most 
courteous attention. 


THE WAR RECORD OF THE PRESS 


НИЕМ the history of Britain during the great war 
(NX, comes to be recorded, I hope some historian will 
ФА do justice to the attitude of the Press. 


It should first be pointed out that though 
the Press was constantly in possession of secrets 
that must have tested its self-control to the 
utmost, not even the least reputable of journals 
attempted to score a “scoop” in despite of 
National interests. 


How rigid a restraint keen journalists must have imposed upon 
themselves to make it possible for such a thing to be said can hardly 
be explained to those who have never loved the music of the hungry 
rotaries. It was no fear of penalties that held them back, but a regard 
for publie before private interests and a discretion far exceeding 
that of Ministers. 


The historian will also have to show how, day by day and week by 
week, the Press set itself to reinforce the national moral; how it 
spurred the halting, encouraged the timid, warned the over-confident 
and supported the stalwarts. He will note that the Press alternately 
led and pushed the Government into most of its successful operations. 
and saved it from many disastrous errors. 


Being strictly impartial, he will not be able to overlook the fact 
that enthusiastie partisanship or ingrained prejudices occasionallv 
led certain journals into a criticism of men and movements that were 
neither just nor expedient; but he will remember. that such criti- 
cisms were penned during the heats and excitements inevitably 
engendered by the tremendous frictions incidental to a world war. 


November, 1917 THE ADVERTISING WORLD 


279 


He will be able to perceive that such undesirable criticisms were 
relatively few; that the great mass of editorial criticism was fair 
and salutary and that it provided the public with a constant stimula- 
tion and inspiration without which it could hardly have endured the 
strains of the great conflict. 


He will observe the dominant part played by the Press in 
securing promptly the men and money required for the successful 
prosecution of the war, and that by far the greater part of the 
service thus rendered was unpaid. 


Perhaps he will be somewhat less struck by the insistence of the 
Press upon the disclosure of much that officialdom wished to keep 
covered for its own ease rather than the public welfare; for here it 
plainly followed its own line of least resistance. None the less, he 
will not underestimate the extent to which national security and 
military efficiency gained as the result of these timely exposures. 


Many historians, it is possible, will follow the сопипоп habit of 
assuming that the so-called leaders of the nation, political and 
military, were responsible for all the great movements of war-time, 
without regarding the forces by which these “ leaders " were impelled. 


It may be hoped that at least one may be found to give the Press 
the place that is its due as the chief propellant of both governmental 
and public action. Otherwise its splendid war-services will only 
not be forgotten because they have never been understood. 


GERMANY'S LOST TRADE 


НЕ attention of those who are obsessed by the fear 
that immediately upon the conclusion of 
peace Germany will spring into the commercial 
arena with an accumulation of energy and 
of goods to take and extend its old position 
in world-trade may be drawn to the following 
extracts from a letter in a recent issue of the 
Hheinisch-Westfüliche Zeitung : 


“Before the war our position as a world- 
Power was based on our economic activity in all parts of the world, 
our world-commerce, our colonies and our shipping. . . . Our 
shipping and world-commerce are ruined, and it will need years of 
industrious toil to build up our old position again. . .. There is no 
possibility of our overseas trade taking up its former activity after 
the conclusion of peace, nor of entering into the old relations. Prac- 
tically no foundations for the latter exist any longer, while the enemy 
has taken our place in some cases in such a way that he cannot be 
removed from it. The German merchant who goes out into the 
world after peace will find everv where ruins and a spirit of hostility." 

The writer, “ A Hamburg Merchant," points the moral that in 
face of such a situation Germany must fight for ** England's complete 
defeat " as her one hope of salvation from utter catastrophe. 

Our moral is that there have been opened for our manufacturers 
and merchants an endless number of doors in overseas markets that 
hitherto have been closed to them ; and that they should make haste 
to seize so patent an opportunity. 
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CHARLES GLENNY 
EI HN А AIMER 
By FRANK H. NASH 


THE WAR has meant success or 
disaster to many of the old-established 
firms in London, and few have equalled 
the historic house of Messrs. Thresher 
& Glenny in seizing the opportunities 
given by the war. 

Charles Glenny, the moving spirit at 
152, Strand, was educated at St. Paul's 
School, and. as a brilliant scholar, he 
was destined at first for a carecr in one 
of the learned professions. Fortunately, 
however, for the business world, his 
father decided to devote his son's 
talents to the service of his own firm, 
and on leaving school, Charles Glenny 
was sent to Paris. Herc it was that he 
acquired the taste that has proved such 
an assct. Later, a scries of visits to the 
United States quickly opened his eyes 
to the value of scientific organisation 
and efficiency and, moreover, he was 
deeply impressed with the popularity 
of high class English goods among the 
Americans and the tremendous possi- 
bilities of retail export outfitting. These 
dreams have resulted in the creation of 
one of the biggest American connections 
in London, and “ At the Sign of the 
Peacock " is now the Mecca of the 
American who requires the best in 
material and style. 

Mr. Glenny was quick to appreciate 
the value of judicious and attractive 
modern advertising. and it can be 
claimed with confidence that Messrs. 
Thresher & Glenny are the founders of 
a distinct "school." Fastidious in 
the choice of copy, printing and design, 
their virile “ ads " have aimed a shrewd 
blow at those insipid figures that for- 


merly appeared in outfitters’ cata- 
logues. Charles Glenny’s views on 


advertising аге distinctly unorthodox, 
and the curious on this subject are 
referred to Mr. Manson Gibson, of thc 
Carlton Auxiliary, who has had а deal 
to do with the tone and look of thc 
firm's recent publicity. Always apprceci- 
ative of the skill of the publicity expert, 
Mr. Glennv, nevertheless, believes that 
the intelligent advertiser should insist 


on the value of his own experience and 
knowledge, and that the best results 
are obtained by the close and mutually 
sympathetic co-operation of advertiser 
and advertising expert. 

With all his enthusiasm for the 
modern aspects of business, Mr. Glenny 
has not lost his respect for those small 
beginnings of 150 years ago, when there 
was founded in the little hosier's shop 
"next to Somerset House in the 
Strand " a business that is now world- 
renowned. Some day, perhaps, the 
archives of the firm will be collated and 
a wonderful collection of autograph 
letters will be rendered available to the 
curious. These include letters from 
Horatio, Lord Nelson, who was wont to 
send interesting orders for apparel 
from his residence in Piccadilly. 

Charles Glenny is not a big reader ; 
he prefers to form his own opinions 
at first hand, by actual practical 
experience, rather than to accept the 
rulings of others. Possessed of a 
mathematical mind, it is the practical 
side of life that attracts him. Social 
service is a subject in which he has 
always shown thc greatest interest. 
and he was for some time a member 
of a small band of enthusiasts who 
worked on a brilliant scheme for the 
creation of a Samurai elass devoted 
to good works. The history of the 
Agenda Club will be known to many 
advertising men, for the idea was 
created by one of the most brilliant 
members of their profession. and 
though resulting in a brilliant failure, 
did much good in interesting thousands 
in welfare work. Despite his multi- 
farious business interests, Mr. Glenny 
finds time to be an active Mason, and 
an ardent Volunteer officer. 

Amongst Charles Glenny’s other ac- 
tivities are the running of a model 
power factory where everything possible 
is made under the one roof, and the 
direction of a flourishing ladies’ business 
—that of Messrs. Thresher, of Conduit 
Strect. 
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VARIOUS AND SUNDRY 
ЇЇ ШШЕ] 


“The world is so full of а number of things."—Robert Louis Stevenson. 


The Aldwych 
Club 

The policy of publicity adopted by 
the committee of the Aldwych Club is 
resulting in the club becoming known 
as а Пус and influential body far 
beyond the bounds of the advertising 
and newspaper world. This was shown, 
for instance, by the fact that no less 
than fourteen members of Parliament 
came to the meeting when Mr. Wilson 
Fox, M.P., spoke on “ Empire Re- 
sources.” It is easy enough to invite 
fifty members of Parliament to a 
meeting, but it says a lot for the 
influence of the club that fourteen 
thought it worth while to give up 
their time in order to attend. Several 
of the honourable gentlemen соп- 
gratulated the officials of the club on 
this phase of its activities, and threc 
promised to address the members in 
the near future. 

Apart altogether from the “star 
turns " at the Connaught Rooms when 
great men come to speak, the sociable 
little gatherings in the smoke room of 
the club attain to a high standard of 
merit, both on account of the interest 
of the themes considered and the able 
way in which they are handled by very 
capable cxponents. The range of 
subjects discussed is proof of the wide 
sympathies of the committee. 


Ж 
Snow in Wales ? 


The members of the North Wales 
Advertising Board have a rather novel 
grievance against certain English 
papers. It is that the latter are 
*" continually reporting" that there 
was snow in North Wales when really 
none was to be seen. One member 
thought that all papers publishing 
these false reports ought to be boy- 
cotted. I suppose the idea is that the 
announcement of snow will drive away 
prospective visitors. But from what 
source do the wicked English papers 
derive their libellous statements? I 


shrewdly suspect that thev come from 
Welsh correspondents. 


M 


A New Derry & 
Toms Poster 

The poster reproduced on this page, 
which is at present one of the attrac- 
tions of the “ Underground," is by 
that very able designer, Mr. W. S. 
Bagdatopulos, and is a delightful rend- 
ering of a low-toned interior, with a 
few brilliant splashes of colour. Mr. 


Bagdatopulos is an unusually well- 
equipped poster-maker, in that he is 


TO BE SEEN ON THE UNDERGROUND 


not only an accomplished draughtsman 
and a colourist of rare distinction, but 
also endowed with a liberal fund of 
business horse sense. Не has already 
gained a high position in, posterdom, 
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though as yet only at the beginning of 
his career. 


M 


A Long Way after 
the Famous Master 

The method of illustration adopted 
in the ** Daimler" advertisement re- 
produced herewith is one which Mr. 
Franklin Booth has carried to a marvel- 
lous pitch of perfection in the U.S.A. 
No doubt many advertisers have been 
impressed by the quality of Mr. Booth's 
work, and been filled with a desire to 
obtain something of the same kind. 
In attempting to get what they want 
they should, however, remember that 
the American artist is an extremely 
fine draughtsman, and a master of his 
chosen pencraft. Such work as his 
cannot be done by those who are 


ДЕ: to the accomplishment of an ideal, craftsmanship 
К ФЙ that of the body to some set purpose 

The Designing of the Daimler Sleeve.Valve Engine 
15 ап outstanding example of Mechanical Art, whilst 
the beauty and accuracy of the workmanship is а 
model of craftsmanship 

The Combination, as “embodied in a Daimler pro- 
duction, is irresistible in its appeal to the discerning 
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The Daimler Company. Ltd., Coventry 


им Mechanism Art is the direction of ingenuity | 
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POOR IMITATION 
neither, as the advertisement which 
has occasioned these comments graphi- 
cally demonstrates. 


E 

Food Economy 

Messrs. Harrod did a smart. thing in 
the way of advertising when they 
secured the presence of Sir А. К. Yapp 
for the inauguration of their series of 
lectures and practical demonstrations 
on the subject of food economy. The 
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address by]Sir Arthur ensured for the 
event a degree of publicity which it 
would certainly never otherwise have 
secured, and on the other hand the 
preliminary advertising done by the 
firm was useful to Sir Arthur in the 
starting of his League of National 
Safety. I don't know who was respon- 
sible for this little stroke of policy on the 
part of Messrs. Harrods, but it was 
distinctly well-timed and effective. 


E 

Quite 
Bloodthirsty 

In these notes last month I directed 
attention to a delightful example of 
“ one of those things we could wish to 
have expressed differently," and I am 
sure the author of the ‘advertisement 
I now quote is sincerely wishing he had 
expressed himself differently, for I 
expect he has been pretty well 
" roasted " by his friends. Тһе adver- 
tisement is taken from a guide book 
to Rothesay Castle, and reads as fol- 
lows : “ —— Steam Laundry, Ltd.... 
Don't kill your wife! Let us do the 
dirtv work." This is distinctly slight- 
ing to the lady, to say nothing of the 
bloodthirsty design of the advertiser. 

A blunder like the drafting of this 
announcement makes one wonder 
whether the canvasser and the printer 
and the printer's reader had all gone 
to sleep. 


А Friend 
at Court 

Another advertisement I think ought 
to be placed on record is said to have 
appeared in a Kentucky newspaper. 
It was in these terms : 


" STOP! LOOK! LISTEN! 
SAFETY First. 
I have been a good fellow, boys. I 
have earned all I spent, paid all I 
borrowed, lost all I lent; once loved a 
woman—high cost of flour has brought 
that to an end ! 
VOTE FOR 
JAKE BROWN 
For JAILER 
HE WILL ALWAYS BE YOUR FRIEND.” 
Whether Jake Brown was elected I 
cannot say, but those who voted for 
him would at least have had a friend 
at court when they were run, in. 
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By Courtesy of “The Poster” 


me ——___—_—_— 
PRIZE-WINNING DESIGNS IN LIBERTY LOAN POSTER CONTEST 


In the poster competitinn conducted by the Art Alliance of America. for posters to promate the 
Second Liberty Loan, N. Hoyt of New York won the first prise of 8150 for the poster entstled 


“ Your Gold Is Liberty's Armor." 


The second brise. 8100, went to S. Tama's of Cleveland for the 


design `` The Key to Peace." 


Drapers’ 
Prosperity 


“М. R..” writing in a recent issue 
of The Newspaper World, observes : 
“ Probably no section of traders have 
enjoyed a greater measure of pros- 
perity than the great London drapery 
establishments, and this has of late 


been reflected in the advertising columns 
of the London and principal provincial 
newspapers. 1 is no uncommon sight 
to see 18 or 20 columns of such adver- 
tisements.”’ 

I think many of my readers will 
endorse “М. R's" opinion. А glance 
through the papers quite bears out 
what he says. 
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Inspired by 
Old E£ypt 


The very good-looking display here 
reproduced is one of a series now 
appearing in the weckly Press. Its 
Egyptian details are excellent in them- 
selves, though it is a mistake to connect 
realistic wings with such conventional- 
ised forms. I often wonder why com- 


mercial artists do not make greater 


^ coating ol EI cement is a 


barrier to the passage о! moisture 
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DECORATIVE BUT DISCONNECTED 


use of Egyptian motives; they might 
frequently do so with good effect. 

In this and other * Pudlo " adver- 
tisements I cannot find any sort of 
connection between the  sphinx-like 
figure and the commodity advertised, 
which is unfortunate. Не is far too 
prominent a feature to be accepted as 
merely a decorative item. 


M 
Very Happy 
I congratulate Vinolia shaving soap 
on having secured lately a very happy 
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slogan : “ In general use by privates— 
In private use by generals." И is no 
easy matter to devise a really good 
slogan, as those know who have tried 
to think one out. But in this case 
someone has had a very happy in- 
spiration. 


E i 


A Triumph 
of Advertising 


“А triumph of advertising " was the 
phrase which the special Washington 
correspondent of The Sunday Times 
used in describing the brilliant success 


of the, U.S.A. Liberty Loan, which 
reached J about £1,000.000,000. The 
writer says : 


The number of,subscribers is already stated 
to be nearly 10,000,000, and the success of the 
issue is due to hard and clever work. It is 
really a triumph of advertising. Probably 
never before has a Government issue been so 
thoroughly advertised. Apart from individual 
speakers of national reputation, the services of 
British war tanks and German U-boats, 
parades, and other means, the issue has been 
advertised by thousands of columns in the 
daily and weekly Press, and the magazines of 
the country. 


M 
Varied 


* Stunts ”’ 


The means used to ensure publicity 
for the loan were remarkably varied, 
for, in addition to those above described, 
the following were also utilised, says 
our contemporary : 


Five million posters in ten designs, the same 
number of wind-shield posters for motor-cars, 
and 22,000,000 Liberty Loan postage stamps 
for extra postage on letters, were sent broad- 
cast over the country. The posters were used 
on every hoarding, in railway stations, post 
offices, and other public buildings, street cars, 
steamboats, and mail and express wagons. Six 
million Libertv Loan primers were distributed 
and over a million copies of * source books," 
containing data about the war and the reason 
why America joined in. Finally, 10,000,000 
Libertv Loan buttons were sent to district 
committeesfall over the country to be pre- 
sented to each buyer of a bond. 


It is pleasant to sce this recognition 
by a leading paper of the important 
part advertising is playing. It shows 
that more and more advertising is 
coming to be publicly recognised as the 
power it is. Тнотн. 
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THE NEW PAPER RESTRICTION 


NUN ORDER її 
By ARTHUR BOCKETT 


(Hon. Solicitor to the Incorporated Society of Advertisement Consultants.) 


THE NEW Order which was made on 
October 22nd, although consolidating 
previous Orders and revoking the 
General Licence as to the use of paper 
for advertising purposes, contains 
amendments and extensions of con- 
siderable importance to advertisers, 
which will largely reduce the output of 
advertising. 

So far as general advertising is con- 
cerned, the principal part of the Order 
deals with advertising circulars, and 
limits the amount to be issued and 
despatched within the United Kingdom 
by advertisers between August 20th, 
1917, and January 81st, 1918, to one- 
third of the total weight of paper 
(including the envelopes and wrappers) 
used by the person by or on whose 
behalf the same were used or despatched 
within the United Kingdom between 
August Ist, 1916, and January 3lst, 
1917. In the case of advertising cir- 
culars relating to seeds and plants for 
the growing of foodstuffs the weight 1s 
increased to one-half of that used 
between August Ist, 1914, and January 
315%, 1915, but in the case of adver- 
tising circulars relating both to seeds or 
plants for foodstuffs and other seeds, 
plants or goods, the part relating to 
such other seeds, plants or goods is to be 
limited to one-third of the weight, as in 
the case of general advertising circulars. 


WHAT ARE ADVERTISING CIRCULARS ? 


The Order contains no definition of 
the term “ advertising circular," prob- 
ably because of the difficulty of finding 
one sufficiently extensive, but it states 
that included in the term are advertise- 
ments (other than posters) issued gra- 
tuitously and printed or written on 
paper, cardboard, or other similar 
material; tradesmen's catalogues and 
price lists; advertising sheets ог 
periodicals in the form of & newspaper 
or magazine, whether registered as a 
newspaper or not, which are distributed 


* 


gratuitously, and of which advertising 
is the main and not merely an ancillary 
purpose; diaries, almanacs and calen- 
dars issued gratuitously and containing 
advertising matter. 

Paragraph 7 of the Order includes 
advertising cireulars in the form of 
inset or otherwise, whether the same 
are issued or despatched by a trader to 
a trader or in response to a request in 
writing or otherwise. 


DIARIES—ALMANACKS. 


The Order does not apply to diaries, 
almanacs and calendars containing ad- 
vertising matter for gratuitous issue for 
the year 1918 which were printed or 
partly printed before September 10th, 
1917, and which contain no more 
advertising matter than was contained 
in the issue for the same person for the 
year 1917. The Order also does not 
apply to circulars requesting verification 
of information for books of reference 
and containing no advertising matter 
other than that relating to books of 
reference published by the same person. 

Price lists of stocks, etc., issued or 
despatched by members of the London 
Stock Exchange or of any provincial 
Stock Exchange represented on the 
Council of Associated Stock Exchanges 
are exempted from the Order, but 
advertising circulars and price lists 
issued or distributed by any person not 
a member of any such Stock Exchange 
come within the Order. 

Registered money - lenders, book- 
makers, betting commission agents, and 
promoters of or persons interested in 
any guessing competitions or test of 
skill are prohibited from issuing any 
advertising circular. 

The Order does not apply to posters 
or advertising circulars despatched or 
to be despatched to persons abroad. 

Powers are given to the Board of 
Trade and the Paper Commission, where 
they consider an unreasonable or exces- 
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sive weight of paper for advertising was 
used by any persons between the periods 
of August Ist, 1916, and January 315%, 
1917, or August 1st, 1914, and January 
3151, 1915 (according to the class of 
advertising previously mentioned), hav- 
ing regard to the nature and importance 
of the business, by notice in writing to 
the advertiser to prescribe the total 
weight of paper to be used, which may 
be less than that permitted by the 
Order. 

The Board of Trade and the Paper 
Commission may require from all per- 
sons who make, print, issue, despatch, 
distribute or publish advertising circu- 
lars returns giving particulars as to 
the making, printing, issuing, despatch, 
distribution or publication of adver- 
tising circulars. 


TRADESMEN'S CATALOGUES. 


It is to be observed that the Order 
mentions advertisements, advertising 
sheets ог periodicals and diaries, 
almanacs and calendars issued gra- 
tuitously as included in the term “ ad- 
vertising circulars,” but “ gratuitously ” 
does not appear against tradesmen's 
catalogues and price lists, so that 
apparently if a small charge were made, 
which might be sufficient to cover or 
partly cover postage, tradesmen's cata- 
logues and price lists would not be 
outside the limitations of the Order. 
House organs, distributed free, and of 
which advertising is the main purpose, 
are within the Order, but if a charge is 
made, however small, it is difficult to 
conceive that the Order applies, as the 
publication is not distributed gra- 
tuitously. The price lists, which in many 
trades such as the provision trade, have 
been issued weekly, are within the 
Order, and this will affect the large 
stores and distributing concerns, which 
will have to depend more on newspaper 
advertising. | 

Many important manufacturing con- 
cerns issue to retailers catalogues relat- 
ing to their manufactures upon which 
the name of the manufacturer does not 
appear, but only the name and address 
of the retailer, who distributes the 
catalogue as his own. It is understood 
from the authorities that such cata- 
logues will be taken to be part of the 


total weight which -the retailer is 
permitted to issue and not be treated as 
part of the total weight permitted to 
the manufacturer. This may have 
curious results and may enable the 
advertising of the manufacturers’ goods 
to be unlimited by the Order, although 
by a strict interpretation of the terms of 
the Order this view may be correct as it 
refers to advertising circulars issued and 
despatched. It may be said, too, that 
the manufacturer does nothing more 
than a printer would do by causing to 
be printed and delivered advertising 
circulars to the actual distributor. 
However, the retailer must keep the 
advertising he issues and despatches, 
including that received from the manu- 
facturer, within the prescribed weight. 

No doubt advertisers can, by reducing 
the number of form letters and follows 
up in their usual scheme of advertising, 
create a margin of weight over the one- 
third which they will be able to devote 
to advertising circulars proper, and 
advertisers of patent medicines and 
foods who have enclosed in cartons with 
their preparations booklets and adver- 
tising matter relating to other goods will 
endeavour to use paper of lighter weight 
or withdraw some of the booklets 
and utilise the weight saved. It will be 
observed that advertisements on paper, 
cardboard, or other material, are re- 
ferred to in the Order, and a question 
arises whether the weight of the carton 
which generally advertises the goods 
sold to the purchaser and other goods 
sold by the same manufacturer is 
included in “ total weight." Probably 
the autborities would consider it is. 


REQUESTS FOR CATALOGUES. 


Many advertisers who adopted my 
suggestion when the first Order was 
issued, and inserted in their newspaper 
advertising a coupon by which a person 
requested price lists and catalogues to 
be sent to him, will observe that adver- 
tising circulars despatched in response 
to a written request come within the 
Order. 

What is meant by advertising cir- 
culars issued or despatched by a trader 
to a trader? The Order of March 2nd, 
1917, did not prevent the despatch or 
delivery of catalogues or price lists by 
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traders to traders for the purpose of 
their trade. In the Explanatory Memo- 
randa issued on March 10th, 1917, the 
“ trader" who is allowed to send out a 
catalogue or price list to other traders is 
a manufacturer, merchant, dealer or 
agent, and “ the trader " to whom he is 
allowed to send his catalogue or list is 
another “‘ trader " who sells, or for the 
purposes of his trade uses, the goods 
referred to in the catalogue or price list. 


THE CONSOLIDATION ORDER. 


The Consolidation Order of October 
22nd, 1917, deals with advertising 
circulars, which includes other forms of 
advertising than catalogues and price 
lists, and contains no words qualifying 
the term *‘ trader to trader," such as for 
the purpose of his trade, so that it can 
be contended that the advertising 
circular referred to is one issued by a 
trader to another trader, whether it 
relates to goods sold by or used for the 
purposes of his trade by the last- 
mentioned trader or not. This is a wide 
extension of the Order, which has 
evidently since been recognised, as on 
November 8th the Commission issued 
a general licence granting to all manu- 
facturers, merchants, dealers and agents 
for sale to issue and despatch up to 
January 31st, 1918, trade catalogues and 
price lists relating to goods made or dealt 
in by them to any person who sells or, 
for the purposes of his trade or business, 
uses the goods referred to in such trade 
catalogues or price list, without reckon- 
ing the same in the weight of paper 
permitted to be used under the Order, 
provided that апу person availing 
himself of the general licence must 
exclude the weight of paper sent by 
him to manufacturers, merchants, 
dealers and agents for sale between 
August lst, 1916, and January 315, 
1917, in calculating the weight of paper 
which. he may send to other persons 
under the Order. This is a very 1т- 
portant concession which should remove 
or modify a real grievance of the 
advertiser. 

Without the general licence it is 
considered that circulars issued by 
proprietors of newspapers and periodi- 
cals inviting space to be taken for a 
special issue would be within the terms 


of the Consolidated Order, but now such 
a circular issued to an advertising agent 
and containing prices of space may be 
said to be a price list issued to a person 
who sells, or for the purposes of his 
business uses, space. It may, however, 
be that if issued to an advertiser it is 
not within the terms of the general 
licence. 

It must be remembered that in 
estimating weight envelopes and wrap- 
pers are included. 

The provision in regard to seeds and 
plants will almost certainly necessitate 
seedsmen and nurserymen issuing sepa- 
rate catalogues and priée lists, one 
relating to seeds and plants for the 
growing of foodstuffs and another re- 
lating to other seeds and plants and 
gardening utensils. 

The publishers of diaries, almanaes 
and calendars seem to have considerable 
cause for complaint. The Order issued 
on October 22nd states that these 
publications are to contain no more 
advertising matter than was contained 
for the same advertiser for the year 1917. 
Surely by the date of this Order all 
advertising was arranged and the pub- 
lication partly printed. It seems un- 
reasonable so late in the year to expect 
the publisher to rearrange the matter 
and ask any advertiser who may have 
increased the space taken by him in the 
previous year to reduce his advertising. 
If the cireumstances were brought to 
the knowledge of the Commission it is 
conceived that a licence would be 
granted or this provision modified. 


УУно 1s LIABLE ? 


The person liable for offences under 
the Order is he who issues or despatches 
any advertising circulars; the printer 
is therefore not liable, but a distributing 
agency in many Cases is responsible for 
the issue and despatch of advertising 
circulars, and if they are liable it is 
difficult to understand how they can be 
expected to ascertain from their cus- 
tomers whether the weight of paper 
used is in excess of that permitted bv 
the Order. 

The Consolidation Order, so far as it 
relates to posters, does not differ in 
any important respects from previous 


Orders, and provides that the superficial 
(Continued от page 314.) 
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THE ELOQUENCE OF LETTERING 
GDI E 


What carefully 


individualised lettering can do to 


surround the advertiser’s proposition with the right 


atmosphere and to emphasise his most 


powerful 


“selling point ” 


WE ADVERTISING men live so much 
in the present that it is only on taking 
a backward view that we realise how 
rapidly our craft is progressing. 

The greater part of the fascination 
that our work holds for us lies, perhaps, 
in the fact that it involves ever- 
extending activities in a seemingly 
unlimited field. We are making*new 
discoveries every day and are stimulated 
by the consciousness that unexplored 
continents still await pioneer effort. 

This is true of cvery department of 
a many-sided business ; but in none is 
it more so than in that concerned with 
the designing of Press advertisements. 
A comparison between an average 
collection of Press advertisements of 
only a few years ago and a similar 
collection from thc periodicals of to-day 
reveals an all-round improvement upon 
which advertising men as a body may 
fairly plume themselve.. 
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"COPPER-PLATE " 


What is most gratifying is that the 
improvement is not merely superficial 
but in essentials. A cultivation of 
taste might have given us better 
looking advertisements than those of 
the past, but only an increase of undcr- 
standing can account for advertise- 
ments showing such a marked advance 
in the vital matters of power of at- 
traction, impressive force, direct appeal 
and incitement to action. 

Upon a close examination the general 
improvement will be found to consist 
of a thousand and one small items, each 
of which has received closer and more 
intelligent attention than used to be 
given to it and made more competent 
to fulfil the purpose of its bcing. 

Among these distinctive name-blocks 
and ‘stunt " Jettering—the subject of 
our present commentary—deserve an 
honourable place. 

It is a prime object of every advertiser 
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REVISION OF THE 
ADVERTISEMENT RATES 


SHOW 


TO TAKE EFFECT JANUARY Ist, 1918 


ORDINARY POSITIONS : 


PER PAGE E36 AND PRO RATA 


Per inch, single column $1:1 : О (4 columns to page). 


PAGE 1 (first right-hand page) or 
FACING MATTER POSITIONS 


PER PAGE £45 AND PRO RATA 


SERIES DISCOUNTS 
24 % for 6 insertions 
5 % for 13 insertions 
73 % for 26 or more insertions 


NO FURTHER ORDERS AT OUR PRESENT 
RATE CAN NOW BE ACCEPTED FOR 
INSERTIONS AFTER THE END OF THE YEAR. 


E. 


Philip Emanuel, Advertisement Manager, 


ODHAMS LIMITED, 85-94, LONG ACRE, LONDON, \..С.2. 
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MARSHALL& 
SNELGROVE 


VERE STREET AND OXFORD STREET 


LONDON W 
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BEDFORD STREET 
PLYMOUTH 


HaRVEY NICHOLS 


OF KNIGHTSBRID 


ne 


RETAILERS' NAME PLATES 


who has any clear idea of the task 
before him to give his business an- 
nouncements a distinct and emphasised 
individuality. He cannot afford to be 
one of a crowd. Comparisons of better 
and worse altogether apart he must 
be in one way or another different from 
his competitors or must convey the 
impression that he is so. 

Only in a limited measure can he 
do this in a Press advertisement if he 
restricts himself to the use of such 


printers’ types as are commonly in use. 
Even if he devises a really distinctive 
type display his achievement is sure 
promptly to be imitated by uninventive 
rivals. He could, of course, avoid this 
by having a private and copyright 
fount of type—a possession which 
many advertisers would find well worth 
its cost—but in no other way. 
Consequently he is driven to the use 
of distinctive lettering for the display 
of his name and such other prominent 
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There is a 


GREAT RAID 


on the 


LONDON 


Magazine 
Space for 1918 


“Тре magazine that 
is not afraid to 
tell its circulation." 


£30 


per page and 


/ ee pro rata. 


W. B. ROBERTSON, 
Advertisement Manager, 


The Fleetway House, 
LONDON, E.C.4. 
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portions of his display as demand special 
treatment. 

Since he uses this lettering to give 
character to his announcements, and 
it will necessarily serve as a kind of 


ROLLS-ROYCE 


“Che Best Car in the World.” 


JENA-JASTIK 


ИВР Максе Lader агаг Fer Women and Children 


KRON 


INDIVIDUALISED CAPITALS 


hall-mark both for himself and his com- 
modity, it is obvious that it should be 
chosen with care and with a full realisa- 
tion of the sort of impression it is 
likely to produce. 

By its mere form and character 
lettering can be astonishingly expressive. 
Therefore it can yield most valuable 
service to the advertiser who uses 
it understandingly, and, contrariwise, 
it can operate greatly to the detriment 
of whoever uses it in 160`апее. Of 
itself it can hardly altogether make or 
mar an advertisement, but in most 
cases it will represent a very important 
plus or minus quantity, and as easily 
one as the other. 

Letters were originally pictures, and 
within certain very narrow limits the 
designer of lettering for advertising 
purposes may restore to them some- 
thing of their pictorial character, or 
rather make them symbols suggestive 
in themselves as well as the mere 
building material of words. 

In doing this, as has been said, the 
designer should use great restraint ; for 
our letters long since assumed fixed 
forms which have behind them all the 
sanction and stability that the usage of 
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centuries as well as their own fitness can 
give them. 

All the forms of lettering used to-day 
—leaving out a few eccentricities— 
are derived more or less directly from 
the capitals of Roman inscriptions. 
The shapes and character of these 
capitals are not arbitrary. The ele- 
ments of which they were composed had 
been moulded by natural laws through 
long periods into what they had become 
when the Roman mason carved them 
on his stone. 

The Roman capital at its best is, 
in its kind, the perfect example 
extant of the application of 
principles universally accepted. 
It provides a permanent “ mo- 
tive" for the designer of lettering to 
work upon. The skilful designer. while 
able to construct upon this motive an 
almost infinite variety of variations, 
will never go so far as to treat it 
with other than respect. He will be 
governed by it even while he seems 
to be indulging in the most startling 
of originalities ; otherwise his origin- 
ality will be no more than eccentricity 
and his work will perforce become both 
ugly and weak. 

To explain how, from the monumental 
standard of the Roman capital, all 


A “STUNT" 


varieties of pen-script and type-face 
in due course developed is foreign to 
our purpose on this-occasion. It will 
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ANGUS WATSON 


Britain's Foremost * Skipper " 


Who has navigated his splendid ship “ Success " into safe harbour at Newcastle- 
on- Tyne, expresses his considered opinion concerning the urgent necessity for 
reform in Bntish selling methods, and incidentally endorses the methods for 
such reform explained in 


HOW TO REDUCE 
SELLING COSTS 


By Paul E. Derrick 


New Edition just published. 262 pp., cloth, 6/- net, 6/6 post paid. 
From Geo. Newnes, Lid., Publishers, London, or any Bookseller. 


Mr. Watson says: Е 

“ | commend to the careful study of business men Mr. Paul E. Derrick's 
book * How to reduce Selling Costs.’ This question will be an acute 
‘after the war’ problem, for with dear labour, dear money, and high 
carriage charges, the old happy-go-lucky methods of selling must be 
drastically revised. The business man who is endeavouring to ‘put his 
house in order' may well study the suggestions that are put forward." 


“This book visualizes sound methods of organisation for ‘after the war’ 
adoption, and helps the manufacturer to realise how vital some questions 
are that he has been taught to regard as comparatively unimportant. 
If the author were able to make a stipulation that he should have a 
percentage on all costs saved asa result of studying his admirable 
handbook, he would be well in the way of becoming a millionaire.” 


The italics are mine, but even if I do not participate in the good fortune of all 
those who benefit from a study of my book to the extent suggested by Mr. 
Watson, I, along with the rest of the. British public, will certainly benefit by 
the increased success of British enterprise if the policy outlined in “ How to 
Reduce Selling Costs ” is efficiently applied in a general way to the marketing 
of British products. PAUL E. DERRICK 


PERSONAL SERVICE Ifyou are interested will you write " Personal” 


to Mr. Derrick for a preliminary interview. 


Mr. Derrick's experienced " 
e E PAUL-E 

personal co-operation in shaping 

future up-to-date selling policy 

and plans can be retained, 


or the complete Advertising ADVERTISIN( G AGENCY ГР 


Service Organisation of which Do it Better 


he is the head may be utilised. 34 Norfolk Street, Strand, London, W.C.2 
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suffice to say that during this develop- 
ment endless experiments led to con- 
tinuous modifications and adjustments 
—which are still proceeding—until a 
code of rules was formed sufficiently 
definite to provide а sound guide for 
practically every adventure of the 
lettering designer to-day. Апа every 


“VALET” 


Safety Razor 


OSA t LINING 
JHeney "den ts 


PA е 


The Plaver-Piano that is All but Human 
The Instrument You Were Born to Play 


FORMALISED SCRIPT 


one of these rules is, in effect, a re- 
affirmation of the principles on which 
the Roman capital is bascd. 

No lettering designer can do satis- 
factory work unless he, or she, has a 
firm grip of these principles. The 
more original and inventive he is the 
more necessary it will be for him never 
to lose hold of them. 

Advertisers who аге disposed to 
consider that a designer of lettering 
need only possess a certain ingenuity 
should bear this in mind. “ Clever- 
ness " is no substitute for knowledge 
when sound work is required. 

As a matter of simple fact first-class 
lettering designers are much rarer than 
able pictorial artists. They are able 
to demand a high rate of remuneration, 
and are worth it. 

Of lettering in general it may be 
said that, whatever else it may be, it 
should be easy to read, good to look at, 
and individual in character. 

Lettering that is not easy to rcad is 
without its most elementary justifica- 
tion, it is incapable of fulfilling its initial 
purposc. 
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In the case of a name-block the 
lettering may be so handled that it 
becomes an individual and effective bit 
of decoration, although it can only be 
deciphered with difficulty. It may do 
useful service in this shape ; but it has 
ceased to be lettering and become a 
decorative symbol. As such it may 
pass; in no other instance should thc 
use of lettering that places difficulties 
in the way of the reader be for a 
moment entertained by the advertiser. 

For the advertiser it is not enough. 
however, that his chosen lettering 
should be legible, good-looking and in- 
dividual. It must also possess a pecu- 
liar fitness to the proposition with 
which it is connected. 

There would be a plain unfitness in 
presenting an offer of iron girders or 
motor lorries in à delicate Italianate 
script. or, conversely, of advertising 
dainty lingerie or a rare perfume in 
heavy block lettering. 

That there should be at least some 
rough association between the goods 
advertised and the manner of their 
advertisement is, in practice, usually 
coneeded. How far, then, can this 
association be carried in the item of 
lettering. and by what means can it 
be achieved ? 

To answer this question we shall 
first of all take notice of certain broad 
classifications of lettering, and con- 
sider their several characteristics and 
the impressions made by them. 

Roman capitals that are true to the 
best originals, by their just forms, 
austere grace, and monumental 
character suggest a patrician dignity 
апа a severe reserve. They will receive 
attention by reason of their distinction 
but they are not clamant. This and 
their notable immobility render them 
liable to be overlooked when among 
more active and noisy neighbours. 
They have a habit, however, of making 
even quite unobjectionable neighbours 
look a trifle vulgar. 

Thickened adaptations of Roman 
capitals naturally possess more or less 
of the character of their originals as 
they more or less closely adhere to 
them. They provide the advertiser 
with every possible combination of 
dignity and strength that may be 
desired, and if well designed. do not 
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HE OBSERVER ad- 


mittedly provides in its 
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" brilliant editorial articles 
the most illuminating and 
authoritative commentary on 
current events that has been 

| published during the world- 


War. 


It enjoys a larger following 
among men and women of. 
education and high social 
and financial standing 
throughout the British Isles 
than any other newspaper. 
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lack beauty whichever extreme they 
may lean to. When outlined as in 
the * Avon” design reproduced they 
are able to express with singular felicity 
strength of material and а high 
mechanical finish, Lettering such as 
this would be almost exactly suited to 
the advertiser of, say, a bicycle, for it 
has a metallic rigidity as well as a kind 
of tubular character. Varied to meet 
differing needs, this type of lettering 
could be made very extensively useful. 

Roman capitals can be attenuated 
50 as to suggest an extreme refinement, 
though they never possess the feminine 
delicacy of italies. They remain mas- 
culine as long as they are recognisable. 

Block lettering has the qualities of 
“the plain man" in an aggravated 
form. It is aggressively utilitarian, 
and makes not the smallest sacrifice to 
appearances. There is a kind of ob- 
vious commonsensibleness about it that 
has endeared it to generations of 
Britishers, and it is very far from 
having outworn its usefulness. None 
the less we are inclined to think that 
it does not suggest enough to serve 
most advertisers well. What it does 
suggest most strongly is a negation—a 
disregard for everything except the 
most obvious utilities. 

Italic lettering — using the term 
italic generically—properly conveys an 
impression of delicacy, and indeed of 
fragility. It does not stand firmly on 
its base, as does Roman, and thereby 
is unfitted to be associated with any 
commodity which has strength, 
stability and endurance for its most 
desirable qualities. It is invaluable 
for use in connection with the innu- 
merable feminine fripperies which are 
not in the least required to be either 
solid or lasting. Its value to general 
advertisers lies mainly in its sug- 
gestion of movement. 

This same quality of * movement " 
is the outstanding virtue of script let- 
tering. Basically the idea of movement 
is conveyed by the flowing lines of 
script, but it is accentuated by the 
subconscious relation of printed script 
to а hand-written message set down 
in haste. 

In addition to this script of the less 
formal kind naturally is more “ per- 
sonal " in character than any lcttering 
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that 15 not cursive. For this reason 
it is largely, and wisely, used for name- 
blocks. 

Script lettering can be adapted for 
usc in connection with any kind of 
commodity, being almost as fluid and 
as individually characteristic as the 
handwriting № simulates. It can ex- 
press the most rugged strength and the 
most sensitive elegance with equal 
clarity. 

If its quality of “ movement " be, 
as it can be, strongly emphasized it is 
uniquely valuable in giving urgency to 
a message or appeal. By violent con- 
trast it can add much to the attractive 
force of an announcement mainly, in 


type. 


SCRIPT 


There is another class of lettering, 
a bastard genus, that is exceedingly 
popular just now. It may be christened 
the Wardour Street antique, and con- 
sists in the main of more or less faith- 
ful reproductions of bad eighteenth- 
century and early nineteenth-century 
originals. 

It is popular, and therefore useful to 
the advertiser, for much the same 
reason that a great deal of old furniture 
is pleasing to the modern publie; not 
because it is well made or beautiful, 
but because it is “ quaint," and has 
something of “the tender grace of a 
day that is dead ” clinging to it. 

It is apparently regarded by а 
number of advertisers as a “ hall-mark ” 
of good taste, for the same reason one 

(Continued on page 298) 
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ГҮЛ TINIQNIICITE EST RACY? 99 
I PL “UNS OLICITED TE MONI, AL 
iet Pat AEN ИШГЕ ТШШ ШЕ 

THE “ UNSOLICITED testimonial" of Truth's own claim to have been for 


that has figured so largely in ad- 
vertising has unfortunately not been 
so much above suspicion that its bona- 
fides is usually accepted without ques- 
tion. 


This is the more to be rcgretted in 
that genuinely independent and authori- 
tative testimony from an outsider is 
much more weighty than anything 
that the advertiser can himself present 
in support of his claims. 


The testimony that is given in 
complete unconsciousness of its charac- 
ter is perhaps the most valuable of all ; 
it is so obviously uninfluenced by the 
interests that are benefited. 


Such testimony as this 15 by nothing 
better exemplified than by a kind of 
compliment that is усгу commonly 
paid bv advertisers to Truth. They 
take whatever statements have been 
made in Truth in recommendation 
of their propositions and quote them 
in advertisements published in other 
periodicals. This they clearly do be- 
cause they have bcen led by experience 
to understand that the publie in 
gencral regards whatever is pub- 
lished in Truth as of unquestionable 
verity. 


What has been permitted to appear 
in Truth is accepted as having passed 
the severest test to which an adver- 
tiser’s claim is to-day subjected. 


In thus liberally quoting Truth in 
support of their claims, advertisers pay 
a compliment to the paper of which 
it surely has every right to be proud. 
lt constitutes an emphatic endorsement 


forty years the most energetic public 
guardian of commercial morality. 


Now that “ Truth in Advertising ” 
has become the chosen ideal of the 
leading organisations of advertisers 
and advertising men both in this country 
and overseas, it is particularly interest- 
ing to note that Truth in advertising is, 
and has been throughout its carcer so 


potent a factor in the realisation of that 
ideal. 


It was the first to raise the flag under 
which all that is best in modern adver- 
tising is now arrayed; and is still its 
most powerful upholder. 


That is why a quotation from Truth 
is recognised as such valuable material 
for а convincing advertisement, and 
why space in the paper is sought by 
advertisers not merely for its great 
publicity value, but also because its 
occupation gives them a recognised 
rank amongst the elect of their kind. 


No other periodical occupies so 
enviable a position; for the simple 
reason that no other periodieal has 
fought for it week by week, disregarding 
the heavy expenditure both of labour 
and топеу involved, through four 
decades of never-ceasing battle for the 
best interests of British business. 

The “unsolicited testimonials " to 
the value of Truth given by sound 
advertiscrs that are most to be respected 
and regarded, are the uscs to which 
they put the “ hall-mark " with which 
it alone is able to furnish them. 


x * * 
L.K., Твотн BUILDINGS, 
WESTMINSTER, S.W. 
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must suppose that “ Jacobean " dining- 
room furniture has a great vogue in the 
suburbs. 

Those firms to which genuine old- 
establishment is an asset can use such 


Burroughs 


76 CANNON STREET. LONDON, 


GOOD FORM AND FINISH 


lettering as this legitimately and with 
effect in order to draw attention to 
their long standing. It is used, how- 
ever, more freely by new- 
comers, who, to our thinking, 
commonly sport it with an 
exceedingly ill grace. 

It is particularly badly adapted for 
use in connection with an ultra-modern 
commodity. Motor-car manufacturers, 
vendors of cheap watches, and the like 
should have nothing to say to these 
spurious antiquities. Their advertising 
should speak of to-morrow, not of 
yesterday. 

* * * * 


A note or two on some of our illus- 
trations in development of the fore- 
going general remarks. 

An antique style of lettering is 
used very effectively in both the 
“Гога Elgin” watch and “Сотти- 
nity Plate" advertisements. In 
each case it is based upon ex- 
cellent examples of lettering engraved 
upon copper plate, and thus conveys 
at once the idea of very precise 
workmanship and high finish. It is 
seen at its best in the '* Community 
Plate"' display, being both admirable 


mu TNR 


EXCELLENT PICTURE LETTERING 


in itself and thoroughly well suited to the 
advertiser's proposition. In the “ Lord 
Elgin" announcement it shows to 


ScofTissue Towels 
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somewhat less advantage, though its 
use is stil quite justified. The pic- 
torial character of the word “ Stream- 
line" in this advertisement will Бе 
noted. 

On page 292 the “ Rolls-Royce " 
lettering reproduced shows such liber- 
ties taken with Roman capitals that 
nearly all their distinction is destroyed. 


Herringbone 
Rigid Metal Lath 


STATE XPRESS (IGARETTES 


TheNever Old 


EASILY SOLD 


fabrice 


"Qe. ү, Y^ 
з 5 + A- а «РО 
E V Я 
x P Set 
» 


ЧЕ (T5 A ÜUX. E T. VEILING VOUKNOMW ITS A SELLER 


HIGHLY SPECIALISED 


Just proportion is needlessly sacrificed, 
and the whole, if distinctive, is mainly 
so because it is a freak. 

In “ Lena-Lastic" an attempt has 
apparently been made to suggest the 
elasticity of the fabric advertised in 
the elongated horizontals of the initial 
L in each portion of the name—not 
without success. The lettering is fairly 
satisfactory, though it was an error of 
judgment to thicken the uprights of 
the initials to so great an extent. 

The “ Goodyear" example is a worthy 
specimen of simple square-faced capitals. 
In their general forms as well as their 
grey tint the letters look as though 
they might have been copied from 
models made in rubber. 

With the “ Avon" name-block we 
have already dealt. 

The lettering used in conjunction 
with a great query mark reproduced 
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—surveying the American 
Field from these Shores 


ET US SEND OUR MAN to talk to you 


about selling your goods in America! We are already acting 
for a great number of British Manufacturers. We have des- 
patched to America an Expert to investigate conditions respecting 
their goods on the spot. 


The Dorland Agency has the advantage of a complete organisation 
in the United States of America with offices in New York and other 
Centres. Special investigations and Reports by arrangement. 


The greater proportion of British 
Houses have been deterred from 
entering the American market by 
the initial difficulties and expenses 
of even a preliminary investigation. 
The Dorland Agency has been 
commissioned by the greatest news- 
papers of America’s greatest cities 
to supply the link which should 
already be provided by a quick, 
reliable and enterprising Consular 
Service. On applying to the Dor- 
land Agency, substantial Manufac- 
turers, Export Houses or Jobbers 
will be readily put in touch with 
the Head of our New York House 
and given whatever information is 


Cont ast Map showing the relative size of Ве United Kingdom now at hand at the London Offices 

ond the United States of America. regarding American conditions gener- 
The U.S.A. is over thirty times the size of the United Kingdom, ally. They will also be given the 
with a population of 100 million people with British kabilis names of, and put in direct touch 


British tastes, British instincts, and a preference for British Goods. | = 
with, the houses in the various cities 


of the U.S.A. most likely to be interested in their proposition. The Dorland Agency will give British Houses 
direct introductions to the Managers of the newspapers listed below, and either themselves give or obtain personal 
introductions to suitable Importers Wholesalers, etc., in the various cities. 


NEW YORK, New York Evening Post, New York Sun; CHICAGO, Chicago Daily Tribune ; 

BROOKLYN, Brooklyn Daily Eagle; PHILADELPHIA, Philadelphia Inquirer; ST. LOUIS, 

St. Louis Republic; BOSTON, Boston Transcript; CLEVELAND, Cleveland Plain Dealer ; 

BALTIMORE, Baltimore American; PITTSBURG, Pittsburg Dispatch; SAN FRANCISCO, 

San Francisco Chronicle; NEW ORLEANS, New Orleans Times-Picayune; WASHINGTON, 
Washington Star; MINNEAPOLIS, Minneapolis Tribune. 


LONDON REPRESENTATIVE: THE DORLAND AGENCY, Ltd. (Mr. G. W. Kettle). 


16, Regent Street, 5.01.1, 
ЕШШШШШШШШШШШ ШШШ ШЕ ete EP EE PEE TEE ШШШ 


[ Reprinted from the Daily Telegraph (London) of 30th May, 1914.] 
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on the same page shows what is in 
effect a pleasing adaptation of formal 
script. The initial W is, of course, 
quite indefensible. 

Of the retailers’ name-blocks illus- 
trated on page 290 it may be said the 
* Marshall & Snelgrove" is sound in 
its simplicity, its distinctive character, 
and the right proportions of its parts ; 
the © Chamberlin " is of too emphati- 
cally antique a character to be suited 
to the purposes of a trader into whose 
proposition it does not enter; the '' Barri 
Layette" is a pointless and ugly 
eccentricity, which has as its sole 
virtue a distinction achieved by its 
unique ugliness; the “ Rowan” is 
good in itself, but of a type so exten- 
sively used that it has become common- 
place; the “ Fenwick” is a good 
formalised signature; the “ Popham " 
is in every respect about as ugly as 
ignorance of the laws of lettering could 
have made it; the '* Manficld " full of 
wilfully and unjustifiably distorted 
forms, and in any case hopelessly 
marred by а hideous initial; the 
“ Harvey Nichols" a well-devised ex- 
pression of distinguished elegance ; the 
" Goochs "' in the main very successful 


in design. but erring in the detail that’ 


The Claims of Trade Papers. 


AN IMPORTANT address on the subject of 
the pooling of Empire resources after the war 
was delivered on November 7th by the Hon. 
F. M. B. Fisher, ex-Minister of Marine, New 
Zealand, at a meeting of the British Associa- 
tion of Trade and Technical Journals. Mr. 
Үү. А. Standring, President of the Association, 
was in the chair. 

Mr. Fisher made a strong appeal to the trade 
editors to do the utmost in their power to 
encourage homogeneity in each industry, in 
order that all the trades of the country might 
be enabled to unite infone big body and enforce 
the aid of the State to encourage British 
industries, instead of helping Germany as in 
the past. 

Mr. T. C. Elder, the hon. secretary of the 
Association, said that whereas the proprietors 
of trade journals had been asked to pledge 
themselves to abstain henceforth from adver- 
tising German goods—which they were quite 
prepared to do—the great manufacturing 
groups of the country still hesitated to take 


agreeable to the name. 


the H is not properly related to the 
script forms accompanying it, and 
the “ Ernest" is a script signature 
that, though not at all admirable in 
detail, looks well enough as long as it 
is kept severely small in size in relation 
to the whole display of which it forms 
a part. 

Of the varieties of script and semi- 
script shown on page 296, **Springtex ” 
is good; “ Reville & Rossiter” is ugly 
and weak both in all its details and in 
general effect; and ''Erasmie Soap" 
contrives just to miss the distinction 
and daintiness that one may suppose 
was intended to belong to it. 

The suggestive  springincss of 
`* Springtex ” is to be observed. 

On page 298 are several examples of 
what onc may term picturc-lettering. 
The ** Herringbone ” lettering is in itself 
a description, and the same may be 
said of the “ Luvet Veilings,” '' Scot 
Tissue Towels," and particularly of 
" Kohler Ware." The “ State Express 
Cigarettes " lettering suggests ап 
Eastern motive, which is not at all 
** Never Old” 
shows into what dcpths of ugliness the 
unintelligent and uninformed designer 
of ** fancy ” lettering can fall. 


а similar step, and trade associations were 
even getting together and consulting as to 
how they could reduce expenditure by not 
advertising in the weaker and smaller trade 
journals. This, however, was not the view 
that was taken by the British Empire Pro- 
ducers? Association, which realised the essential 
nature of the trade Press and had advocated 
its extended use. 


The Overseas Mail. 


BEING KEENLY desirous of helping British 
trade with lands beyond the ocean, The Over- 
seas Mail will publish each week through the 
whole of 1918 a patriotic appeal to its readers 
abroad to buy British goods. Every hundred- 
weight of manufactured goods shipped from 
Great Britain at the present time, says the 
appeal, is helping to finance the war. There- 
fore, to buy British goods is to assist in defeat- 
ing the enemy, and by continuing to do so 
after the war will help us to maintain our 
supremacy and prevent the enemy from re- 
gaining his old power. 


Г congratulate THE ADVERTISING WoRLD on carrying on so successfully 
during these difficult times, and trust that after the war it may prove to be an even 
greater factor in the development of Imperial trade than in the past.” —MR. BERNARD 


J. PALMER. 


1 
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e of 
Cities 


HERE is an Irish Advertising Agency 
—operating on modern Service 
lines— which has established a prece- 
dent in professional publicity practice 
in Great Britain and Ireland in having 
Branch Offices (with Resident Repre- 
senta'ives) in Belfast and in 
addition to the Head Office in Dublin. 
€ This development of McConnell's 


Advertising Service greatly increases 
its power as a Trade Promotion Ог- 
ganisation in Ireland. Discerning 
advertisers will realise the wisdom of 
consulting a Service “оп the spot,” 
fully conversant with media, tradi 

conditions, and, above all, possessing 
a trinity of offices encircling Ireland's 

' big trade centres. 

©. We have the privilege of serving 
sev of Ireland's leading commer- 
cial undertikings—in all cases the 
pre-eminent firms in, their respectiva 


groupe. 
€, We are also pre to co-operate 
with c-ess-channel Service Agencies. 


“IF ITS ABOUT WRITE US NOW 


ADVERTISING WHILE YOU 

IN IRELAND HAVE OUR AD- 
CONSULT DRESS BEFORE 
McCONNELL’S.” YOU. 


The Mark at Merit 


zn Advertising 
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- 


MCCONNEL.L S 3 


“Advertising Service 
6 ST. ANDREW ST. DUBLIN. 


Belfast: Cork: 
_ 15 DONEGALL PLACE. I5 SourTH MALL. = 
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Belfast Representative: R. B. BUCHANAN. Cork Representative: JOHN H. KENT. 
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SECURING THE SINEWS OF WAR 
eL LLLI б 


The 1917 Autumn Campaign which is opening the 
Public Purse for the Chancellor of the Exchequer. 


BEFORE COMMENTING on the ad- 
vertising campaign commenced some 
weeks ago and still being continued 
in connection with the ** War Savings ” 
and *' War Bond" schemes of the 
Chancellor of the Exchequer, it is 
proper for us to state that there is 
every evidence that it is bringing in 
most satisfactory returns. 

Up to date, as we are informed, the 
results achieved have largely exceeded 
expectations, and they are steadily 
improving as the cumulative weight of 
the advertising more and more makes 
itself felt. The general public is diving 
into its purse to provide the where- 
withal for the prosecution of the war 
as it has never done before, in spite of 


and make the pathway of life easier for the feet of your little ones 
р: for their future. Save now and you will Бе able 


to give them the best possible education and start them | 


better equipped in the battle of life 


Was there ever a time in yoòr own life when | 


two or three hundred pounds would have made all the difference to 

your future prospects? See to it that youít-children do not lack 

such assistance 
\ 


can. ` Invest in Government Securities where your moncy 1s safe and 
earns a high rate of interest 


| Help your Country now and your Children in the Future. | 


BUY 
NATIONAL WAR BONDS 


OR WAR SAVINGS CERTIFICATES 


т 
Issued by The National War Savings Committee 
ent с е 


ке ы 


fe— 
Square. Londen, ЁС & 


A PICTORIAL PARABLE 


Spend as little as you can—save as; much as you | 


the heavy burden of taxation that lics 
upon everyone and the enormously 
increased cost of living. 

There are those who will say that the 
advertising of the schemes mentioned 
has had very little to do with this, and 
will be ready to bring forward a hundred 
far-fetched reasons for the action of 
the public rather than accept the one 
lying ready to their hands, viz. that 
modern advertising can fully justify 
its claims. 

Arguing with such people is a waste 
of time; they must be left to play with 
their own prejudices. Моге open- 
minded folk will note that it was not 
until the advertising campaign was 
launched that the money of the masses 
began to flow into the Nationa! 
Exchequer with satisfactory 
steadiness and in ever-increasing 
volume, and will come to the 
conclusion that between these 
facts there is a cause and effect 
connection. 

Of the huge amount of money 
that is being collected, directly 
and indirectly, by means of the 
“War Savings" and "War 
Bonds " advertising and genera! 
publicity campaign we shall 
speak in definiteterms presently. 

Before doing so we cannot 
refrain from pointing out that 
the actual collection of money, 
vital as it is, is perhaps thc 
least part of the service that 
this advertising is rendering to 
the nation. 

Its greatest achievement is 
that it is recruiting a vast 
number of new and direct sup- 
porters of the nation's finances. 

Consider what that means' 
Already there are some five 
million subscribers enrolled, and 
they are daily adding to their 
numbers. Each subscriber is 
in effect giving material evidence 
of his or her determination that 
nothing shall stand in the way 
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As we approach another milestone let us re- 
member that, whatever present-day conditions, 


that milestone marks another step towards Peace 
—AND WAR! 


The Peace which means the ending of this 
world-wide conflict and— THE WAR OF 
COMMERCE! 


For in the hush that will follow the battle storm 
of years there will arise the sounds of another 
warfare, and in that Conflict of Commercial 
Interests we must prove that we have learned 
the lesson of unpreparedness and— BE READY! 


Do you feel like that ? 


Then we can help you in all phases of Publicity— 
the greatest aid to “ readiness." 


Our organization—unique among Service Houses 
—15 at your disposal. 


Write us. 

CIVITER SMITH SERVICE 
ЈА VE A Bua -. Jivil Lil WLAN V 2X Lu 
(V. Siviter Smith & Co.) 

1O Lincoln н А nn Fields 
LONDO! ыд; 

HEAD OFFICES & STUDIOS 
Siviter House : Birmingham 


Belfast—19 King's Court : Wellington Place 


424 УЖ» 242 | 
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DECIDE TO-DAY. 


VERY MAN AND WOMAN looking һай upon 

the past years rcalies that whatever share of ‘the good 
things of life they now possess was won only by a constant 
struggle against obstacles and Чї сєз. If they are parents 
there comes the inevitable after-thought, “And the children— 
must they fight the same hard, sometimes heart-breaking battle ? " 
You, the middle-aged mothers and fathers of growing boys and girls, have 
had your day: you have wandered far along life's highway—but your 
children have but started out on that rough road—the road that you can 
make easy for them by saving a ме week by week and investing it in War 
Savings Certificates and National War Bonds Prepare to give your 
children a start. Remember your early struggles and resolve that their 
life shall be made less diff&cult. 


Vou do met send te be rich te im! ia State Sew They aw 


2. | 2 


NN SN ie 
/ ас 
AS 
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THE SUREST APPEAL TO PARENTS 


of that complete victory which assuredly 
will provide the only solid basis for an 
enduring peace. It is not only money 


COME TRUE? 


єс" a little week by week. A little money invested 
regularly grows m a surprising way. It is по ‘trouble to 
save once you begin [t is very fascinating to see how your 
savings increase Tt means só' much in the future. Why not 
start now? There is no time like the present. There are 
po "rainy days" for thóse who have their money invested in 
safe securities War Savings Certificates are easy to buy and 
a splendid way to make your money -grow. If vou have £5 
or more jn the Bank buy National War Bonds. Both sectirities 
„are absolutely safe and hoth pay a.very high rate of interest. 
You can buy them at any Post Office or Bank or your Local 
War Savings Committee will give you full particulars and advice. 


lasued by THE NATIONAL WAR SAVINGS COMMITTEE, SALISBURY SQ., LONDON, ЕС 4 
Кеи E T ERU eee 


WELL AND TRULY DIRECTED 


that is being given to the Government, 
it is а mandate—and a mandate coming 
already from the majority of its real 
effectives. 

Advertising has, in short, induced 
the people of this country to give the 
most signal demonstration of their 
“ will to victory " that has yet been 
presented either to their own Govern- 
ment, to their Allies, or to the enemy. 

And it should be observed that the 
success of the '' War Savings" and 
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} 


| 
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| 


- —— a a a ан __———_—_——— 


— ЧИНь. ч ‚U c9 UN. came cum ee > 


ань. 


HAVE you t of what you can do to show 
practical grati to your when he returns 
the war? Do you realise that during the two or three 
that he has spent in defending scat Боры i 
rtunity of working and saving? Wouldn't it give 
nite pleasure and satisfaction if you could tell him on his 
return that you had saved £10, £20 or £100 for him 
in order that he may equip himself for the business battle 
in which he then has to engage? Of course it would. 
Why not start to-day? You will be glad that you did so. 


INVEST IN STATE SECURITIES. 


NATIONAL WAR BONDS 
WAR SAVINGS CERTIFICATES. | 


The safest way to save. Full particulars from your 
Local War Savings Committee or Association. 
imed Ьу The National Ser Sevings Commute 


LE Mees Pee 
Sehebery Square Londen EC 4 


‘WHEN THE PEACE BELLS RING’ 
| 


CA —. a— шл» лт» ный ату лота” 


INTELLIGENT ANTICIPATION 


“ War Bond " advertising campaigns— 
for these general remarks it is, con- 
venient to group them together— has 
been achieved in spite of many diffi- 
culties. 

The possible forthcoming of a new 
War Loan has induced many likely 
investors to wait and see whether thev 
cannot get better terms than are at 
present offered them. The measure of 
editorial support of the schemes by the 
"national" newspapers has, for a 
number of reasons, not been so generous 
as might have been anticipated ; though 
provincial newspapers have supported 
them splendidly. Ministerial utterances 


To “De Reszke ' 
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° This picture, “ Miss America Arrives—She is welcomed by The Boys,” printed in 
Picture Offer colours on art paper 15 in. by 10 in., will be sent free to any smoker forwarding to 


Smokers 


Miss America Arrives 


address below a * De Reszke " box lid and 2d. in stamps, mentioning Picture No. 52a. 


She is welcomed 


by The Boys 


Episode 1. 


“ Jolly glad you've come over, Miss America. We ' ave been looking for you for 
ever so long. You are one of us altogether now, you know." 


'" You dear boys! Of course Тат. So you see I ha e come to stay. And I've 


brought with me some of Uncle Sam's best. 


what that is." 


You can have three guesses 4 


That the statements made in the advertising of the “ De Reszke” American— 
Mr. Millhoff's new Virginia blend—are bedrock truth is confirmed by smokers, 
whose words must carry weight with those who read them. 


Arthur Bourchier, M.A., writes :— 


"A ‘De Reszke’ American Cigarette—apart from 
the memories the name conjures up of some wonderful 
nights at the Opera in the good old times—is the safest 
smoke for a professional vocalist, be he actor, singer, or 
preacher. 


Gervase Elwes, Esq., writes :— 


"I must say I find the ‘De Reszke’ American 
Cigarettes very soft and mild and of agreeable flavour, 
and they do not appear to have any injurious effect on 


the throat.” 
20 


10 tor 814., 50 tor 3/6, 100 tor 6/10 


Arnold Bennett, Esq., writes:— 


"Mr. Arnold Bennett has tried the 'De Reszke' 
American Cigarettes and likes them very much, and 
he will be obliged if you will send him another Ъох '' 


Matheson Lang, Esq., writes :— 


"I find the ‘De Reszke’ Americans quite excellent. 
They have a delightful flavour and—what is a great thing 
to me—they are harmless to the throat." 


29 


for SOLD EVERYWHERE for 


1/5 


Or post free from J. Millhoff & Co, Ltd. (Dept. 70), 
86, Piccadilly, London, W.1. 


1/9 


© 
MAINTAIN 
BRITAINS 
PROSPERITY 
YOU 
MUSI 
SAVI 
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A FOLDER SHOWING THE ADVERTISING MATERIAL WHICH CAN BE PLACED AT THE 


DISPOSAL OF WAR SAVINGS COMMITTEES AND ASSOCIATIONS 


WHAT IN ORDINARY 


TRADING WOULD BE THE ADVERTISER'S OFFER OF ASSISTANCE TO HIS RETAILERS 


have not quite so strongly impressed 
- upon the public mind the urgent nature 
of the appeal for financial aid as they 
were doubtless intended to do. 

In addition one may suppose there 
were the usual obstacles to be over- 
come, represented by the indecisive and 
dilatory methods characteristic of most 
Government departments. 

The “War Savings" campaign 
started at the beginning of September. 
the “ War Bonds " campaign a few 
weeks later. They are still being con- 
ducted vigorously and will probably 
continue for a long time to come. 

It is therefore too carly for the move- 
ment instituted by the advertising to 
have gained that momentum which will 
presently carry it forward: but some 
few rough figures are available to prove 
that very substantial progress has 
already been made. 

. During the week in which the cam- 
paign opened approximately 600,000 
War Savings certificates were sold. 


That figure has by now been increased 
to 1,200,000—that is, it has been 


doubled. 


During the first five weeks of the 
“War Bonds" campaign roughly 
£16,000,000 worth was the average sale 
each weck. 

In addition to these direct results the 
advertising has had a marked influence 
in increasing Post Office Savings Bank 
deposits. During September deposits 
excceded withdrawals by £1,900,000 : 
during October the balance had risen 
to £2,200,000. It may be added that 
eighteen months earlier this credit 
balance was no more than £150,000. 

The “ War Savings" and *'* War 
Bond ” campaigns—which, by the way. 
are practically the first fully organised 


advertising campaigns conducted by 


and for the Government—naturallv 
divide themselves into three sections, 
Press advertising. Press publicity of an 
editorial character, and “ special" 
(Continued on page 312.) 
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“HELPING TO. CRUSH THE HUN " 


THIS IS A REDUCED 

FACSIMILE OF A 
WHOLE PAGE 

WHICH WILL BE 


4 PUBLISHED 
| | EVERY WEEK = 
11 IN THE : 
vim Daily Mail : 


Overseas Edition 
(Weekly) 


THROUGHOUT 
THE WHOLE OF 
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British Manufacturers who wish to create NOW, apart from present trade 
purposes, a post.war pre-eminence for their wares in colonial and foreign 
markets should apply for particulars as to rates, etc., in this feature to:— 
The Advertisement Manager, ‘‘ Overseas Daily Mail," 130 Fleet St., London, E.C.4 
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for a single insertion 
in any newspaper inj 
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of an advertisement 
e world was paid to 


CERTIFIED CIRCULATION EXCEEDS 


COPIES PER ISSUE, 


THE LARGEST CIRCULATION 
IN THE WORLD. 


e News of TheWorld'is the only 
newspaper capable of proviaing x 
PESULTS that justify the price. @ 
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MEDIA USED IN THE “WAR SAVINGS" AND 
“WAR BOND" ADVERTISING CAMPAIGNS 


The following list of media will be of particular interest as showing what publications 
it has been considered. necessary to include in the most comprehensive of National 
campaigns. These publications named have all been dealt with from headquarters. 
It should be noted that the leading county newspapers have also been utilized by the 


County Committees. 


LONDON DAILIES 
Evening News 
Pall Mall Gazette 
Daily Express 
Daily Telegraph 
Morning Post 
Erening Standard 
Glohe 
Daily Mail 
Daily Graphic 
Times 
Star 
Daily Chronicle 
Daily News 
Daily Mirror 
Daily Sketch 
Financier 
Financial Times 
Financial News 
Westminster Gazette 
Morning Advertiser 
Journal of Commerce 


SUNDAY PAPERS 

People 
Sunday Times 
The Ohserver 
News of the World 
Reynolds's Newspaper 
Sunday Chronicle 
Weekly Dispatch 
The National News 
Lloyd's Weekly 
Sunday Herald 
Referee 
Umpire News 
Sunday Pictorial 

THE RELIGIOUS PRESS 


Catholic Herald 

Baptist Times 

Methodist Times 

The Christian 

Methodist Recorder 
Christian Globe 

Christian Commontrealth 
Jewish Chronicle and World 
Christian World 

Church Times 

Guardian 

Church Family Newspaper 
Christian Herald 

Catholic Fireside 

Catholic Home Journal 
English Churchman 
Record 

Life of Faith 


LONDON NATIONAL 
WEERLIES 
Tit- Bits 


tusiwers 

Home Chat 
Sunday Companion 
Ly 

London Opinion 
Woman's Life 
lHilustrated London Neirs 
Truth 

Economist 
Pearson's Weekly 
Stalis! 

Sketch 

Home Notes 
Graphic 

Weekly Telegraph 
Canada 
Financial World 
Grentlemoman 
Sphere 

Bystander 

Ideas 


Money Market Review 
Great Thoughts ; 
Tablet 

Cassell'a Saturday Journal 
Queen 

Everyman 

New Statesman 

Tatler 

Nation 

British Weekly 

Punch 

Lady's Companion 

London Teacher 

Outlook 

Land and Water 

Saturday Review 

Passing Show 

Sporting and Dramatic News 
Schoolmaster 

Lady's Pictorial 

British Citizen 

Common Sense 
Schoolmistress 

Teacher's World 

John Bull 

Everuwoman 

Ladies’ Companion 

Ladies’ Field 

Public Opinion 

Financial Reriew 

New Witness 

Соттоп Cause 

Joint Stock Companies Journal 
Fanily Herald А 
Licensed Victuallers’ Gazette 
Country Life 

Times Weekly Edition 


THE MONTHLIES 
Norel Magazine 
Boy's Own Paper 
Wide World Magazine 
Girls Own Paper 
Storyteller 
Pearson's Monthly 
Cassell’s Magazine 
Quirer 
Grand 
World’s Work 
Woman at Home 
Windsor Maaazine 
English Reriew 
Roual Mayazine 
War Worker 
System 
Captain 
Tmpresstone 
Sunday at Home 
National Неге 
Vogue 
Investor's Monthly Manual 


PROVINCIAL DAILIES AND 

EVENING DAILIES 

Aberdeen Free Press 

Aherdeen Erpress 

Aberdeen Gazette 

Aberdeen Journal 

Birmingham Evening Dispatch 

Birmingham Post 

Bath Herald 

Bradford Daily Telegraph 

Bristol Erening Times and Echo 

Burton Evening Gazette 

Bournemouth Echo 

Blackburn Daily Telegraph 

Birmingham Gazette 

Birmingham Mad 

Bradford Argus 


Bolton Evening Chronicle 
Bath and Wille Chronicle 
Bristol Times and Mirror 
Briyhton Evening Arque 
Bristol Evening News 
Burton Mail 

Bolton Evening News 
Cardiff Express 

Cambria Leader 

Derby Express 

Dundee Courter 

Dundee Advertiser 
Dundee Telegraph 

Derby Daily Telegraph 
Eastern Morning News 
Eastern Daily Press 
Edinburgh Erening News 
Eastern Evening Newa 
East Anglian Daily Times 
Exeter Daily Gazette 
Edinburgh Erening Dispatch 
Exeter Express and Echo 
Guernsey Press 

Guernsey Star 

Glasgow Herald 

Glasgow Erening Times 
Glasgow Record 

Glasgow Evening News 
Glasgow Bulletin 

Glasgow Citizen 

Gloucester Evening Citizen 
Grimsby Telegraph 

Hull Daily Mail 
Hastings Evening Argus 
Halifax Guardian 
Halifax Evening Courier 
Hull Daily News 
Huddersfield Examiner 
Ipswich Star 

Jerxey Post 

Kettering Telegraph 
Lancashire Daily Post 
Liverpool Courier 
Liverpool Echo 

Leicester Май 

Leeds Mercury 

Liverpool Post 

Lirerpool Erpresa 

Lincoln Daily Echo 
Leicester Mercury 
Manchester Erening News 
Manchester Evening Chronicle 
Midland Daily Telegraph 
Monmouthshire Evening Post 
Manchester Guardian 
Manchester Dispatch 
Midland Daily Tribune 
Newcastle Journal 

Notts Express 

Notts Guardian 

North Star 

Northern Mail 
Northampton Echo 

North Western Daily Marl 
Newcastle Evening Chronicle 


* Northern Echo 


North Eastern Gazette 
Nolts Newe 

Notts Erening Post 
Northampton, Chronicle 
North Mail ь » 

Oldham Chronicle 

Oldham Standard 
Portsmouth Evening News 


- She те Telegraph 


Stats Sentinel 

South Wales Daily Echo 
Southern Daily Echo 
Nunderland Echo 
Sussex Daily News 
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IS TOLD BEST OF ALL IN 


WHICH BY ITS INTERESTING DIAGRAMS 
AND BRILLIANT PICTURES НАЗ 


NO RIVAL 
AMONG WAR PAPERS 


CONSEQUENTLY IT IS THE 


(WITH THE 
INTELLIGENT AND BETTER 
CLASS PUBLIC 


AND THEREFORE IT IS 


UNRIVALLED AS AN 
ADVERTISING MEDIUM 


= 


ADVERTISERS SHOULD WRITE FOR FURTHER INFORMA. 
TION AND RATES TO THE MANAGER (ADVERTISEMENT 
DEPARTMENT), 6 GREAT NEW STREET, E.C, 
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Scarborough News (Evening) 

Sheffield Independent 

South Wales Daily Post 

Scotsman 

South Wales Daily News 

South Wales Argus 

Shields Daily Gazette 

Scarborough Post 

Swindon Herald 

Shields Daily News 

Western Daily Mercury 

Western Daily Times 

Wolverhampton Evening Express and 
Star 

Worcester Daily Times 

Western Mail 

Western Morning News 

Western Daily Preas 

Yorkshire Evening Post 

Yorkshire Evening News 

Yorkshire Telegraph and Star 

Yorkshire Evening Press 

Yorkshire Observer 

Yorkshire Morning Post 

Yorkshire Herald 


LONDON AND SUBURBAN 
LOCAL WEEKLY PAPERS 


Balham and Streatham Mercury 

Balham and Tooting News and Mail 

Barnes and Mortlake Herald 

Battersea Borough News 

Bayswater Chronicle 

Bethnal Green News and Shoreditch 
Guardian | 

Bowes Park Weekly News 

Brixton and Lambeth Gazette 

Brizton and Streatham Times 

Brockley and New Cross Borough 
News 

Brockley News 

Brixton Free Press 

Bethnal Green Chronicle and Finsbury 
Gazette 

Croydon Advertiser 

Camberwell Borough Advertiser 

Camberwell, Peckham and Dulwich 


News 

Catford Journal and Bellingham 
Weekly News 

City Press 

Clapham and Balham Chronicle 

Clapham Observer 

Crystal Palace Advertiser 

Dalton's Advertiser 

Dulwich and Peckham Weekly Re- 
porter 

Dulwich Post 

East End News and London Shipping 
Chronicle 

East London Advertiser and Tower 
Hamlets Independent 

East London Observer and Tower 
Hamlets and Borough of Hackney 
Chronicle | 

Eastern Post and City Chronicle 

Enfield Gazette and Observer 

Ealing Gazette 

Finchley Press, Muswell Hill Mer- 
cury and Highyate Post 

Finsbury Weeklu News and Clerken- 
well Chronicle 

Forest Hill, Sydenham and Penge 
Examiner 


Fulham Chronicle and West London 
Advertiser 
Fulham Observer 
Fulham and Walham Green News 
Greenuich and Deptford Borough 
w 


News 

Hackney and Kingsland Gazette 

Hackney and Stoke Newington Re- 
corder 

Hampstead and Highgate Express 

Hampstead and St. John’s Wood 
Advertiser 

Hampstead Record 

Hither Green Journal 

Holhorn Guardian 

Holloway, Hornsey, Harringay and 
Musicell Hill Preas 

Hornsey and Finsbury Park Journal 

Hendon and Finchley Timea 

Hackney Spectator 

Harrow Observer 

Harrow Gazette 

Islington Weekly Gazette 

Islington Gazette 

Ilford Guardian 

Indicator 

Islington News 

ки m ndependent and Kentish 

a 


Kensington Етртезв 

Kensington News and West London 
Times 

Kentish Mercury 

Lewisham Borough News 

Lewisham Journal 

Lewisham, Lee, Catford, and Hither 
Green Advertiser 

Marylebone Mercury and West 
London Gazette 

ма и Record and West London 

ews 

Marylebone Times and Independent 

Merton and Wimbledon Mercury 

Muatrell Hill Record 

Middlesez Chronicle 

Middlesex and Bucks Advertiser 
(Series) 

Ealing Gazette (Series) 

New Cross, Brockley and Deptford 
Free Press 

North London Guardian, Stoke 
Newington and South Hornsey 
Chronicle 

North Middlesex Chrontele 


Norwood Observer, Herne Hill and 
Dulwich Recorder 

Norwood Press and Dulwich Adver- 
tiser 

Norwood Review and Crystal Palace 
Reporter 

Norwood Weekly Herald 

Norwood News 

Paddington Advertiser 

Paddington Mercury 

Paddington Gazette and Weekly 
Register 

Paddington Times 

Palmer's Green and Southgate Gazette 

Penge and Anerley Press 

Penge, Anerley and Norwood News 

St. Pancras Chronicle 

St. Pancras Guardian 

St..Pancras Gazelle 

Surrey Comet 

South London Press 


South London Observer. Camberwell 
and Peckham Times 

South Western Star 

Southwark and Bermondsey Recorder 
and South London Gazette 

Streatham News and Borough of 
Wandsworth Chronicle 

Sydenham Review and Crystal Palace 
Re porter 

Sydenham and Forest Hill Borough 
News 

Sydenham, Forest Hill and Penge 
Gazette 

Tooting and Balham Gazette 

Tooting and Mucham Mercury 

Willesden Citizen 

Willesden Chronicle 

West London Observer 

Wimbledon Borough News 

West Middlesex Timea 

Wandsworth Borough Nets 

West London and Fulham Times 

Wes! London Press (Chelsea News) 

Islington Guardian 

West London Reporter 

Westminster Express 

Westminster Май and West. London 
Gazette 

Wood Green Sentinel 

Woolwich Gazette and Plumstead 
News 

Woolwich Herald 

Richmond Times 

Westminster and Pimlico News 

Tottenham Herald 

Croydon Times 

Barnet Press 

Lee Journal 

Ilford Recorder 

Acton Distriet Post 

Acton Gazette 

Acton Express 

Chiswick Express 

Chiswick Gazette 

Chiswick Times 

County of Middlesez Independent 

Enfield Gazette 

Hanwell Gazette 

Hendon Advertiser 

Kilburn Times . 

Middlesez County Times 

Pinner Gazette 

Pinner Observer . 

Ruislip Northwood Courier 

Southall Gazette 

Stanmore Gazette 

Stanmore Observer 

Tottenham (Wednesday) Herald 

Twickenham Herald 

U rbridge Gazette 

Wealdstone Gazette 

Wealdstune Observer 

Wembley Gazette 

Wembley Observer 

West Middlesex Times 


IRISH PAPERS 
Freeman's Journal 
Northern Whig 
Belfast Erening Telegraph 
Cork Eraminer 
Bellust Newsletter 
Irish Independent 
Irish Times 
Cork Constitution 


Items are constantly being added to this list : any omission that may be noted is 
owing to the fact that the medium in question was added since the list was first com piled. 


S a 


publicity, including the 
advertising matter to Committees and 
Associations, the organisation of meet- 
ings, and the devising and carrying out 
of such ** stunts ? as may be considered 
useful from time to time to stimulate 


national or local effort. 


For the "special" publicity Mr. 


supply of H. Holford Bottomley is immediately 


responsible; the Press publicity, paid and 
unpaid, is under the general direction of 
Mr. C. К. Higham. These two gentlemen 
work in close association, and both arc. 
of course, under the control of the 


National War Savings Committee. 


The magnitude of the Press adver- 
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SAW ARD, BAKER & CO., 


ADVERTISING SERVICE AGENTS, 
27 Chancery Lane, London, W.C.2. 


The Advt o Department, láth September 1917 
"NASH'S" Magazine. 


Gentlemen, 


Enclosed we have the pleasure to send you our 
formal order in behalf of Messrse McClinton s Ltd., 
for the inside back cover of "Nash's" Magazine 
throughout 1918. 


We should like to take this opportunity of 
saying that our policy in persuading our olients to 
continue their advertising in "Nash's", despite some- 
what, troublous times, has been more than justified. 


We, of course, carefully tabulate the results 
of our clients’ advertisements in the various media, 
and you will be interested to know that an analysis 
of the returns for the eight months ending August 
this year, puts “Nash's” well at the head of the 
monthly magazines, both for direct Cash Sales апа 
Sample enquiries. In oomparison with another magazine 
in results ~ also an excellent medium - "Nash's" shows 
& pulling power of about 7 to 4. Similar results are 
shown by the records of some of our Other clients. 


Yours fafthfully, 


Men 


Present Rates £40 per page and pro rata. 
The Advertisement Manager, ‘‘ Nash’s’ Magazine, 
69 Fleet Street, R.C.4. 
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tising campaign will best be understood 
by the accompanying list of media 
employed. Securing of spaces, determin- 
ation of prices, and issuing of copy— 
in the form of matrices—in connection 
with such a list of media as this, 1s as 
may be understood, no light task, not 
to mention checking of insertion and 
other office work involved. The task 
is indeed heavy and continuous, but it 
goes forward. 

For the assistance of editors the Press 
publicity department, consisting of half- 
a-dozen able writers under Mr. Higham's 
general direction, issucs every week a 
" leading " article, a lively “ special ” 
and innumerable paragraphs and items. 
These are very extensively used, especi- 
ally by the smaller provincial, county 
and borough journals, and secure an 
enormous amount of a very high grade 
of publicity. 

An interesting fcature of Mr. Bottom- 
ley's department is a small corps of 
experienced organisers and, if one 
may put it so, “sales stimulators,” 
whose services are at the disposal 
of the 1,500 Committees and 36,000 
Associations, and are much in demand 
by them. 

The advertising material issued and 
prepared includes a varicty of Press 
displays, posters, .a booklet, book- 
marks, a showeard for display in banks, 
literary and pictorial matter for lantern 
lectures, a cinema film, and some 
smaller items. 

In quality the bulk of this material 
is distinctly good, though we should not 
at all like to say that it could not be 
bettered in some cases. We cannot help 
thinking that the best of our сору- 
writers and “ lay-out " experts, given 


a perfectly free hand, could easily devise 
Press announcements, etc., more arrest- 
ing and vital. 

It is unfortunate that so few of those 
called in to assist the Government are 
ever given a chance of doing their very 
best. 

We were, at all events, very pleased 
to note the appearance of copy appealing 
rather to intimate human instincts and 
warm human emotions than to a cold 
common sense that is comparatively 
rare. Some of these announcements are 
reproduced as illustrations to this article, 
and, we think it will be generally agreed, 
are thoroughly well designed to make 
the impression that the mere formal 
offer and explanation so often fail 
to do. 

It is interesting to note that the 
directors of the “ War Savings " cam- 
paign are asking all our principal 
advertisers to devote some of their 
newspaper space during the first week 
in December to a “ War Savings" 
appeal. 

It is already certain that a very large 
amount of space will in this way be 
contributed to the national cause. 

In conducting this particular effort, 
Mr. Bottomley has been assisted by 
Mr. Louis Kaufmann, of Truth. 

Just as we go to press we are informed 
that at the request of Sir Robert 
Kindersley, the Chancellor of the Ex- 
chequer has appointed Mr. G. A. 
Sutton a member of the National War 
Savings Committee. Mr. Sutton will 
specially represent the Press and Pub- 
licity work of the organisation on the 
Committee. Мг. Bottomley and Mr. 
Higham of course retain their execu- 
tive offices. 


(Paper Restriction Order—continued from p. 287.) 


measurement of any poster is not 
to exeeed 2,400 square inches, and 
prohibits the posting on any one wall, 
hoarding or place а number of posters 
relating to the same subject-matter or 
business which in the aggregate exceed 
a superficial area of 2,400 square inches, 
except at the place of business of the 
person advertising, in which case no one 
poster exhibited is to excecd the same 
superficial area. Not only the exhibitor 


but also the maker of the poster 1s 
liable for any offence against the Order. 

The Commission on November 8th 
granted a general licence to all persons 
to complete and exhibit posters which 
excecd 2,400 square inches superficial 
measurement, provided the printing of 
such posters was commenced on or 
before March 2nd, 1917. and were 
actually in stock on or before October 
22nd. 1917, with a printer, billposter or 
advertiser. 
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that the rates for advertisements in The Tatler are 
increased as from the Ist January next. The new 
rates are fully justified, indeed more than justified, 
by the present circulation of The Tatler, whilst they 
are made imperative by the price of paper. 


Even the rates now quoted are much below the 
standard recognised as being the proper value for 
this class of publication. · 


The management has striven, and still strives, to 
keep rates as low as possible, consistent with the 
cost of production, and has fixed its rates from this 
point of view rather than from that of the accepted 
value per thousand of this class of publication. 


If guaranteed circulations are compared, no publica- 
tion of the class offers better value than | 


cP ae T^ FE* А "EVE WN BP °5 


/ 
„Ма. NEAL. E uU» | = IA... Fa a INA. Ja d ИИ. _4 En. Tr. 


There threatens to be a serious shortage of paper 
next year and it may be necessary to considerably 
curtail the number of pages allotted to advertise- 
ments. Advertisers, therefore, who wish to share 
in the excellent results which The Tatler has been 
yielding should write at once for a new scale of 
rates, if they have not already received it by post, 
and secure what space they would like to book 


without delay. 


Address—The Manager, 
Advertisement Department, 
“THE TATLER,” 
6 Great New Street, E.C. 
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OVERSEAS ADVERTISING 
EEUU С 


Openings for Trade 


The Royal Colonial Institute has published 
extracts from a scries of reports which have 
been received by its Trade and Industry Com- 
mittee concerning trade prospects in various 
parts of the world, and thc best means of 
getting in touch with the different markets. 
It is, of course, realised that under present 
conditions it is not practicable to do much 
in the way of opening up new markets, but 
these reports are issued with a view to stimu- 
lating inquiries in readiness for happier times. 

The importance of closer study of foreign 
markets is emphasised, and correspondents 
impress the need of British firms sending out 
more representatives and providing them with 
better catalogues and samples. The reports 
are optimistic as a whole, and it is generally 
felt that the outlook for British trade after 
the war is good if manufacturers will adapt 
themselves to the requirements of the markets. 
For instance, the Kaffir fashion in blankets 
just now is for vertical and not horizontal 
stripes. Points like these are worth studving. 

From China a correspondent urges the im- 
portance of a morc energetic and thorough 
policy of advertising, saying : '*'The one way 


The Association of Advertising 
Women. 


AT THEIR last meeting Mr. F. E. Richards 
descended upon the Association of Advertising 
Women with some revolutionary ideas upon the 
subject of ** Art in Relation to Advertising." 

Mr. Richards has the courage of his opinions 
and needed them to the full in setting forth thc 
surprising assertion that the first object in 
advertising must not be to sell goods. The 
public, in Mr. Richards's view, must be given 
advertisements which will elevate their taste 
even if they do not pull such successful results 
as those in which only the selling point of view 
has been taken into consideration. 

Mr. Richards has an exalted opinion of the 
inherent soundness of public taste, and he 
regards advertising as a profession with which 
art in all its essential principles should go hand 
in hand. Genuineness, originality, the use of 
the brain, the value of personality and the 
importance of a sense of fitness were all essen- 
tial points which thc speaker urged should be 
used throughout the whole field of advertising, 
and art, in the highest sense of the word, can, 
in Mr. Richards's opinion, go hand in hand with 
advertising. 

A most interesting discussion followed, in 
which the members hotly contested many of 
the speaker's assertions from the point of view 
of practical experience. 

The next meeting will be held on Decem- 
ber 10th, at the Emerson Club, 19, Buckingham 

Street, W.C.2, when Miss Horniman will speak 
upon her dramatic experiences. 


to advertise with the Chinese is to let tlic 
consumer see the goods. Samples will do in 
some cases, goods on consignment in others, 
or even goods on deferred payment." Another 
correspondent in China, writing from Shanghai, 
draws attention to the establishment of 
British Chambers of Commerce їп various 
Chinese ports, and says that to them appli- 
cations should be made for local information. 
Only Britishers are available for member- 
ship. ; 

From Trinidad a correspondent writes that 
at no period has the necd been so great for 
British firms to have their own commercial 
representatives on the spot, and that if the 
market is to be controlled by our merchants 
they must follow its needs more closely, 
supplying better catalogues, and more samples 
of their goods. "These methods, they say, 
are being followed by the Americans. with 
the natural result that the trade which had 
been in the hands of German firms before the 
war is now falling to Americans. 

The Trade and Industry Committee of the 
Inscitute is ready to help British firms in 
obtaining information about any market. 


National Advertising Society. 
THE ADJOURNED quarterly meeting of the 
above Society was held on the 19th, Mr. C. D. 
Fustnedge presiding. 

The Chairman in reviewing the work of the 
committee during the past quarter stated that 
the finances were still satisfactory. Grants 
to the amount of upwards of £350 had been 
made by the Benevolent Committee. Onc 
member of the Voluntary Sickness Bencfit 
Fund had been killed in action, and although 
there was no liability upon the society to pav 
the death claim, the committee had made his 
widow and infant а grant of £20. Мо claim 
for sickness benefit in the Voluntary Section 
had been made, and the fund now stood at 
upwards of £500. 

As regards the State section this was pro- 
gressing, though not at the rate desired. The 
sickness experience was very light, £27 having 
been paid out during the quarter. The funds 
now to the credit of its members were upwards 
of £700. А Bill had recently been introduced 
into Parliament which would materiallv help 
their society in many ways. Transfers could 
be more easily arranged than at present, and 
the whole of the profits arising from the 
favourable experience of the members would be 
available for the bencfit of the members 
instead of being applied, in a pooling arrange- 
ment, to meet deficiencies of other societies. Н 
would therefore be considerably to the advan- 
tage of advertising men to insure in their own 
Societ y. 

The acts of the committee for the past 
quarter were unanimously approved. 
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From such widely-sundered places аз New York, Naples, and 
Algiers, letters have reached us in reply to our advertisement, 
offering to send to boná fide advertisers reprints of stories of successful 
Advertising Campaigns we have recently conducted on behalf of 
our clients. 


We were pleased to receive these letters, and to send copies of the reprints, 
because we consider it the duty of every Agency to stimulate interest in adver- 
tising in every possible way. 

The stories originally appeared іп “ The Advertising World," *' The Advertiser's Weekly," 


and “ Selling and Advertising.” They show what our work looks like from the standpoint of the 
well-informed and independent critic of advertising. 


We now have pleasure in repeating our offer to send copies of the reprints to any bond fide 
| advertiser in any part of the world, on application. 


TTART ES РООТ & CC T] 
C | Е А. - / | к AGIS CX Ф 2 i е; | 4 D., 
THE PERSONAL SERVICE AGENCY WITH 50 YEARS'EXPERIENCE 


180-181, Fleet Street, London, E.C.4. 


'Phonee : CITY 1473-4. Telegrame: "ADVEXERO, LONDON." 


ЕНИН ААИНИН 


E ШЇШШЇ ЇЇ ЇЇ ИШ ШШШ ШШ ШШШ ШШШ ИШИ 


|| ТИППИ ШШ АЩ Л TL ШШШД ШШ LEHNT RUANDA ALANI 


Just Published. | TI IT “ГОМ ПТ А 
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|^ DE R T FOUNDED AD.1863 
гаа REDRUTH 


НІЈРРАРГ 
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А DIDALA, Reconstruction Suppiement. 


Master Ma 
' е ап. “| WELCOME THE PUBLICATION 


| OF A RECONSTRUCTION NUMBER 
By W. Bevan James. OF THE CORNUBIAN."— 


It was Elbert Hubbard who wrote “A Dr. C. Addison, the Minister for 
Message to Garcia," which has been a mental Reconstruction. 


This number appeals to Capital and Labour 


tonic to millions. 


INITIATIVE, EFFICIENCY, ENTHUSIASM concerned in shipping, fisheries : iron ore, tin 


and other mining products : clay works and 


—the secrets of “doing things” successfully. ings. 
Cüich tbe acit of these as you reid ihis bracing allied manufactures : farms and small holdings 
sketch of a big man and his work. Every A few spaces remained when the “A.W.” 
ri ied and every employee „should have formes closed. Do not delay. Instruct your 
“Elbert Hubbard, Master Man." lt includes Agents, or send your order direct to-day. 
extracts from his writings. Clear type, good Remember we go to press for an early “ over- 


per, attractive portrait cover. Handy size seas mail” day. 
or easy reading. РЕ REYNA DS 
Ga. net. S UM, i 


е that every member of your Staff has а 
copy. Order from your Bookseller To-day. 


LONDON: C. W. DANIEL, LTD., 
GRAHAM HOUSE, TUDOR ST., E.C.4 
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THE ADVERTISING MAN'S LIBRARY 


GANTINE 99 
А Copy-writer's Novel 


“ The Judge's Ruling." 
Mills and Boon, Ltd. 


The advertisement copy-writer of to-day is, 
we may assume, so much in the habit of setting 
down *' the truth, the whole truth, and nothing 
but the truth " that the production of a work 
of fiction must present peculiar difficulties to 
him. 

Mr. Robert J. Kelly has, however, overcome 
the professional passion for veritv which, no 
doubt, he possesses; апа in The Judge's 
Ruling has given us a story which not even the 
most credulous would regard as belonging to 
other than the realm of makc-believe. Its 
points of contact with the world of reality are 
so slight as to be in effcct indiscoverable. 

The story has its ingenuities in construction 
—they unfortunately show themselves all too 
plainly—as well as in incident ; but it rests 
upon a framework of altogether unacceptable 
improbabilities. The long arm of coincidence 
is brought in at every turn to keep thc author's 
machinery in movement. 

In a somewhat similar way one or two of the 
characters of the story are not initially ill- 
conceived ; but Mr. Kelly's only recipe for 
individualising them seems to be to exaggerate 
their several peculiarities until they become 
grotesques, with only a conventional resem- 
blance to human beings. 

Yet notwithstanding its many defects and 
shortcomings The Judge's Ruling is not at all 


By Robert J. Kelly. 


unreadable, though it is sometimes irritating. 
The mad adventures of his chosen fantastics 
are entertaining enough to while away a very 
pleasant hour or two : all the more so perhaps 
that one's emotions are not in any way stirred 
by the perils and woes, villainies and exposures 
of what are so plainly merely Jack o'lanterns 
of their creator's imagination. 

That these. creatures have been given а sort 
of elfin life of their own we with pleasure admit. 
The reader feels that perhaps in some odd 
corner of dreamland just such quaintly eccen- 
tric beings might be led into just such a coil of 
cireumstances. For as long as the author is 
content to let us believe that his puppets 
belong to a brighter and madder world than 


* this they are in their own manner convincing ; 


as soon as he tries to convince us of their 
humanity we lose all belief in them. 

Mr. Kelly, unlike so many modern story- 
tellers, writes with a nice feeling for just 
expression and a refreshing sense of literary 
form. His work is sometimes too self-con- 
scious, it is never slovenly : which тау be 
counted to him for salvation. 

One of thesc days he will probably write a 
really first-class story ; though he has scarcely 
done so in The Judge’s Ruling. Whether that 
story will take the shape of an unashamed 
fantasy or incline to be a transcript of ordinary 
human happenings ме should not care to 
prognosticate. On the evidence of the book 
before us it might do either. 


“ How to Reduce Selling Costs." By Paul E. 
Derrick. Messrs. George Newnes. Second 
Edition. 


We note with pleasure that Mr. Paul E. 
Derrick’s book How to Reduce Selling Costs, 
reviewed in our issue of last December, has 
proved such a success that a second edition has 
been published. 

In this second edition Mr. Derrick has the 
advantage of being able to publish a number 
of testimonies from the heads of several great 
business houses, endorsing the views he has 
expressed, and paving tribute to the value of 
the hook. For instance, Mr. W. H. Webb, 
of the Old Bleach Linen Company, Ireland, 
writes: “Му genuine appreciation of your 
book is shown by my obtaining copies, and 
sending them to all our representatives on thc 
road. I personally read it very carefully 
twice. Iknow that I profited very much, and 
mv representatives have told me thc same 
thing." Mr. УУ. Н. Veno writes very much to 
the same effect. This confirmation of thc 
authors views Бу a large body of expert 
opinion is very valuable. 

Mr. Derrick, in the preface to the second 
edition, referring to these tributes says: “ As 
a pioncer in opening up a new point of view 
concerning a very old and immensely important 


subject. it is а great satisfaction to find ту 
conclusions received with such complete 
unanimity by those best qualified to pass 
opinion. It is also worth noting that the 
important Press of the United Kingdom 
unanimously supports my conclusions, and 
concurs in my appeal for reform in selling 
methods." 


“ Word Book of the English Tongue." George 
Routledge and Sons, Ltd. Is. 6d. net. 


A little book which, at the present time 
especially, should meet with a sympathetic 
reception is the Word Book of the English 
Tongue in which the author, who modestly 
uses only his initials, C. L. D., sects out to give 
English words as equivalents for the many 
words of foreign origin which have crept into 
our language. Objection may be taken Бу 
С. L. D. at the very outset to our use of the 
word equivalent in noticing his book. for wc 
realise that we are departing from his ideal, 
but the fact is that our author does not present 
us in his book with what we feel to be a satis- 
factory choice of other terms. And that. is 
where we think C. L. D. rather fails. Praisc- 
worthy as is his object. his desire to confine 
people strictly to the use of Old English or 
Saxon words seems tous sadly to limit nicety 
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Memorandum 
| Makea note of thisandmarkit Urgent 


On January 1st, 1918, the advertising rights on the cars of the 
Dudley, Stourbridge and District Electric Traction Co., Ltd., 
Birmingham District Power and Traction Co., Ltd., South 
Staffordshire Tramways (Lessee) Co., Ltd., and Wolverhamp- 
fon District Electric Tramways, Ltd., operated by the Birm- 
ingham and Midland Joint Committee, pass under the sole 
control of the Advertising Committee of the British Electrical 
Federation, Ltd. Consequently all spaces are now open to advertisers 
from that date onward. 


There are some 200 tram cars, which carry approximately 53,850,084 pas- 
sengers annually. Immediate application should be made for special positions. 


` For particulars and terms write to: 
THE ADVERTISING MANAGER, 


The British Electrical Federation, Ltd. 


1 KINGSWAY, LONDON, W.C.2 


BIG RESULTS £1,500 


from Small Expenditure 12/- Advt. 
FIGURES THAT SPEAK FOR THEMSELVES : 


A small advertisement in the ‘‘ Christian Herald” offering two Debentures of £25 each 
brings applications for over £1,500. 

Ai further proof of the extraordinary results obtained from advertising i in the ‘‘ Christian 

Herald," we would draw attention to striking fidures in connection with the advertising 
of a firm of Clothiers. This firm writes us that in February, 1916, when they were running 
а 2j inches wide column advertisement at a cost of 

per week, the average weekly 
£6 5s. result from the а was £50. 
Ог. W. С. HARTOG, M.A., F.R.S.L., etc., Pest of the Syndicate Publishing Co., writes on September 
27t to the 


CHRISTIAN HERALD 


2 pps feel s sure that it will interest you to know LN in response to T. small advertisements 

which this Company inserted in your paper during August, the worst time of the year for 

advertising, the total cost of which at your full rates amounted to £85, we have sold up to 

date approximately 1,500 Dictionaries at prices varying from Gs. За. to £1, and 

orders are still coming in at the rate of 20 to 30 per day. These figures testify better than 

any words I can say to the extraordinary pulling powers of your paper, and to the confidence 
which your readers have in the ‘ Christian Herald.’” 


Thus the '' Christian Herald °° is one of the foremost weekly periodicals — foremost in circulation. foremost 
ій responsiveness, foremost in results. Get the © C. H."' on to your list for a series contract NOW, at the 
strategical moment. The circulation hasaveraged weekly well over a quarter of a million copies for the fast 
20 years, and assuming each copy ís read by three or four persons, the advertisements come under the notice of 


OVER A MILLION READERS. 


There is now so much demand for advertising space in the '' Christian Herald,” advertisers should at 
once apply for Specimen Copies and Rate Card to Advertisement Manager, 6 Tudor St., London, В.С.4. 
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of expression, for many of the words he mis- 
likes appear to us to have no exact equivalent 
in the terms he prefers, forcible though our 
old tongue is. Good as it is to use, as far as 
may be, our fine old words, it seems а pity to 
narrow a language and restrict tbe choice of 
terms, That is why, while recognising the 
value of this Word Book, we feel we cannot 
fully praise it. We wil give one or two 
illustrations to show our meaning. Thus for 
" clergy " we are given “ the cloth or *' the 
shovel hat," both of which seem entirely to 
fail in their purpose, while for ** сое?” we are 
given * belly ache" or ‘* gripes.” 


Links with the Past: The Eagle end British 
Dominions Insurance Co. By A. F. 
Shepherd. 

Mr. A. F. Shepherd, organisation and pub- 
licity manager of the Eagle and British 
Dominions Insurance Co., has written for it a 
history of its origin and development which 
merits the warmest praise. And the book is 
something more. It is а sketch of the growth 
of the principle of insurance from its early 
days, outlined in simple fashion with a facile 
pen and a keen eye to the picturesque. We 
are told enough to make the subject very 
human and are never burdened with too much 
detail. Indeed, the “human” note is pre- 
dominant from start to finish, and tbe story 
is told in such an easy, readable manner as to 
make the book an admirable specimen of its 
kind. The Eagle Insurance Co. dates back 
for more than 100 years, and into its early 
days we get many an attractive peep, derived 
from old records and the like. 'The British 
Dominions Insurance Co. is an absolutely 
modern institution, and its growth, largely due 
to the quite exceptional skil with which it 
has been advertised, is one of the business 


romances of this decade. It shows that we 
have in our midst to-day in men like its 
founder, Mr. E. M. Mountain, master minds 
equal to the facing and successful overcoming 
of any of the problems which will have to be 
confronted in the near future. 

The manner in which the book has been 
produced is delightful. It is bound in calf, 
with gold tooling, and the end papers are 
charming specimens of this form of decoration. 
Its illustrations, too, are most attractive, some 
of them reproductions of Mr. E. Coffin's dainty 
pen-and-ink sketches and others from old 
prints. In allthey number about one hundred 
and ten, so it will be seen in this respect also 
that the volume is produced т. lavish style. 
The type is nicely set upon the page. For the 
choice of the somewhat hackneyed title 
* Links with the Past ” there may be excellent 
reasons. 


Daily Mail Year Book. 

The Daily Mail Year Book for 1918, now in 
its eighteenth year, was published a few days 
apo, and will be found extremely useful in all 
Offices and to all literary men, so wide a field 
of information does it cover. As the price 
is Only 9d. it is certainly within the reach of 
all. Naturally the war in its varied aspects, 
and the preparation for the peace to follow, 
play a large part in the mapping out of the 
contents of the little volume, and among the 
writers are Mr. F. W. Wile on ** What Ger- 
many Wants—Peace," Lord Sydenham оп 
‘Submarines and the War," Мг. H. W. 
Wilson, Mr. С. J. Wardle, M.P., on “ What 
Labour Wants," and Viscount Gladstone. 
As usual, full statistics are given as to the 
country’s trade and finances, population, the 
members of Parliament, and a thousand other 
subjects. 


A NEW ELEMENT IN ADVERTISING 


How the Conquest of the Air is Opening up a New 
Field of Action for Advertisers and Advertising Men 


IT IS no more than fourteen years ago that a 
roughly-sketched biplane, piloted by Мг. 
Orville Wright, was first induced to maintain 
itself in the air for some few yards. 

Not until 1908 was a flight of one mile 
achieved ; but before the end of that year 
Over seventy-seven miles Of continuous flight, 
occupying two hours twenty minutes, was put 
upon the records of aviation, 

This quick advance is typical of the rapidity 
with which flight with heavier-than-air 
machines has developed into what it has 
become to-day. It has been an all-round 
development, in speed, climbing capacity. 
lifting capacity, staving power, and, most im- 
portant of all, in reliability. 

A variety of special types of machines have 
been evolved, each possessed of its own special 
virtues, and some of these are no more danger- 
ous * mounts " to a competent airman than a 
bicycle is to its rider. 

During the past two or three years the 


development of the aeroplane has been stimu- 
lated to an astonishing degree by the urgent 
requirements of the war; but in any case it 
would have been speedy. 

To-day it has reached a point that makes it 
clear that in a world of peace, as well as in a 
world of war, the aeroplane will have a great 
part to plav. ]t will exert a powerful influ- 
ence upon every department of human 
affairs, for quick communication of ideas 
and quick distribution of commodities, with 
quick transit of passengers, are the most 
potent forces now shaping the future of 
civilisation. 

Already the aeroplane stands as the symbol 
of a great industry ; though that industry is 
clearly but the faint foreshadowing of what it 
will become. 

The industry has a very efficient technical 
Press of its own, and the amount and quality of 
the advertising carried by it affords one of the 
most illuminating evidences of the important 
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AIRCRAFT 


69 Bishopsgate. 
London,EC.2. 


Are you taking advantage of 
Aircrafts Advertising Pages? 


SEND FOR TARIFF :- 


Al RCRAFT, 69 Bishopsgate ЕС. 


position even now attained by aviation in the 
world's affairs. 

Since much of this advertising is directed 
solely to the future—the full output of the 
advertisers being ‘* for the duration " absorbed 
by the Government—it is plain that makers of 
aeroplanes, engines, parts and fittings are 
confident that peace will not mean any set-back 
to their industry, even of a temporary nature. 

Their confidence will surely be justified, for 
the endless possibilities of the aeroplane for 
business purposes other than military need 
only to be demonstrated to make an instant 
impression ; while numberless adventurous 
" joy-riders " will hail the advent of a new 
sport with enthusiasm, as soon as *'joy- 
riding" on aeroplanes or otherwise becomes 
once more permissible. 

Before long there will be a steadily growing 
influx of aviation advertisements into the 
general Press, but the technical periodicals, as 
in the case of those devoted to motoring, may 
be relied upon not only to maintain their 
position, but to grow with the industry they 
serve. 

Those who conduct such papers have an 
unusually interesting, if perhaps unusually 
difficult, task to perform, for they serve both 
"the trade " and the consumer. This multi- 
plies the occasions for exercising a nice sense 
of editorial tact and discretion, but it also gives 
to papers of this class a broad basis of useful- 
ness and security. 

Their lay readers аге enthusiastically inter- 
ested in their subject-matter, and so provide the 
advertisers with a circulation of a very select 
kind in which there is not the smallest per- 
centage of waste. They are as ready to listen 
to the salesman as though they had called at 
‘his office, for they want to know what he has 
to say. 

To readers such as these the advertiser can 
address himself at regular intervals, explaining 
his latest achievements and marking his pro- 
gress, with an assurance of obtaining an eager 
and interested audience of precisely the sort 
of people he most desires to reach. 

He may be as technical as he likes as long as 
he is not obscure, for he is speaking always to 
those who arc informed or anxious to inform 
themselves. 

It is fairly evident that the advertiser re- 
quires small inducement from without to sup- 
port publications of so useful a class. They 
recommend themselves to anyone capable of 
thinking. 

A highly specialised business cannot do 
without a highly specialised Press of its own 
in these days of scientific advertising—how- 
ever it may use the general Press in addition. 
It is very satisfactory to note that our newest 
industry will commence its peace-time opera- 
tions with a Press that is worthy of it. 


THE AEROPLANE. 


IT IS frequently the lot of the pioneer, through 
force of circumstances over which he has no 
control, to stand aside and watch others reap 
the fruits of his enterprise. Though The 
Acroplane can claim to be a pioneer aero- 
nautical newspaper, it-has happily been able 
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OFFICIAL ORGAN OF THE 
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to continue its work now that the much 
dreamed-of air fleet has come into being. 
The Acroplane started as a small weekly, when 
only those with great foresight could see any 
possibility of an aireraft industry developing. 
Now it is a large and important weekly, and 
the confidence with which it is regarded by 
the whole aireraft industry is proved Бу the 
strong advertising support which it enjoys. 
This confidence is very largely born of the 
prescience of those who have contributed to 
its pages for many years, and a most accurate 
forecast of the happenings of the future has 
been made throughout its career. 

The incidence of the present war was fore- 
seen, and the British Govemment consistently 
warned against the preparations which Ger- 
many was making for the creation of an over- 
whelming air fleet. Ав long ago as 1912 
The Aeroplane produced large diagrams demon- 
strating the menace which hung over this 
eountry from Germany, contemporary long- 
distance flights being cited as evidence thereof. 
The Aeroplane gave warning of what was to 
come when the Army Air Battalion consisted 
of only six officer aviators and when the Naval 
aviation only included four officers. Тһе 
early agitations for adequate aerial defences 
were continued consistently until the outbreak 
of war, in warning of what was to come. 
Since then the interests of the aircraft industry 
have been watched with jealous care, and 
publie opinion, aroused by fearless articles in 
The Aeroplane, has undoubtedly been respon- 
sible for many reforms in Government adminis- 
tration. 


FLIGHT. 


FLIGHT, WHICH enjoys the advantage of 
being the official organ of the Royal Aero Club 
of the United Kingdom, was established almost 
exactly nine years ago. Like many another 
fine property it started in a very modest way, 
as did the industry of which it is so worthy an 
exponent, but it has grown now to quite a 
bulky paper, consisting, as it does, of some 96 
pages weekly. Of these a very goodly pro- 
portion indeed are occupied by advertisements. 
In simple truth, perusal of a paper like Flight 
is something of a revelation to those who had 
not studied the development of flying, for it 
brings home to the reader the importance of 
the industry. 

Flight affords wonderful value for the three- 
pence charged for it. Describing itself as “а 
journal devoted to the interests, practice and 
progress of aerial locomotion and transport," 
the diagram illustrations of technical matters 
are among jts most useful features. While 
speaking of the paper, it may be added that its 
offices have just been removed to 36 Great 
Queen Street, Kingsway. 


AERONAUTICS. 


THE GREAT amount of advertising carried 
by Aeronautics is conclusive proof of the 
esteem in which the paper is held by those 
engaged in the aircraft industry, and of the 
extent to which the business has developed, 
for out of a 48-page paper 28 pages in a recent 
issue were taken by advertisers. "This was 


exclusive of covers. Nor was the issue а 
special number. Aeronautics is a weekly 
devoted to the technique and industry of the 
business, and its conductors are particularly 
proud of the fact that they foresaw and fore- 
told the brilliant prospects of the future. 
Already those prophecies have been in large 
measure fulfilled, and a greater future still is 
dawning for the industry. In that develop- 
ment Aeronautics is likely to play a worthy 
and an important part, and to share in full 
measure the prosperity the business is certain 
to enjoy. 

Even to-day, says a writer in a recent issue 
of the paper, ** Despite the excess profits duty, 
1 suppose there must be dozens of people 
paying supertax on the income they derive 
from the industry." The advertisements in 
Aeronautics certainly suggest that such is the 
case. The editorial matter is very informative, 
and the paper of the utmost value to all con- 
cerned in flving. 


AIRCRAFT. 


AIRCRAFT 15 in no way connected with 
any aircraft firm, organisation or political 
party, nor have the proprietors any interest 
to serve excepting that of the British aircraft 
industry. The aim of the journal is to 
present an accurate summary of the progress 
of aeronautics throughout the world. The 


. policy of the journal aims at gathering all the 


latest scientific developments, encouraging 
scientific research, developing the various 
branches of aviation, assisting the growth of 
auxiliary industries and arousing an active 
public interest in aeria] navigation. 

Committed only to serving the broad 
interests of the aircraft industry in the British 
Empire, its pages are wholly free from bias, 
and the proprietors claim that no other 
aviation publication has such & wide distribu- 
tion in foreign countries as Aircraft, whilst the 
fact that the size of the journal has been 
nearly doubled within a year, notwithstanding 
the difficulties associated with the publishing 
trade, speaks volumes for its progress, and the 
demands being made upon its space. 


TH E CAR. 


The Car is a paper which must not be over- 
looked by advertisers who wish to reach 
aviators and makers of aeroplanes and the 
accessories thereto. Its issues, and particu- 
larly the monthly supplement, are of supreme 
interest to advertisers. They are regularly 
read by manufacturers of flying machines, 
members of the air services, and a large propor- 
tion of members of the Royal Automobile and 
Royal Aero Clubs. Lord Montagu of Beaulieu, 
the founder of the paper, has long been recog- 
nised as à prophet and an advanced thinker in 
aircraft matters, and though the supplement, 
to which we have referred, was but recently 
started, The Car has been for years devoting a 
considerable portion of its pages to aviation 
matters. Articles and illustrations by recog- 
nised experts appear in each issue. "The excel-: 
lent paper on which The Car is printed enables 
the pictures to be reproduced in the very best 
style. 
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ADVERTISEMENT REPRESENTATIVES 
ГЇ ХМ THE WAR miiia 


How Sphere and Tatler Men have won Distinction 


By GEORGE KING 


THE EDITOR has asked me what my 
advertisement staff has done during the 
war. I would like to tell what the whole 
staff of The Sphere and Tatler has done, 
but as I am asked only about the 
staff of the advertisement department I 
will comply with his wishes. 

Prior to the war I had an outdoor 
representative on The Sphere, Mr. J. E. 
Bewsher, who remains with me still, 
being, like myself, too advanced in age 
to join in what has been rightly called 
“ A Young Man’s War.” He has been 
with me for many усагѕ and I regard 
him as a most valued assistant and a 
trusted friend. 

On The Tatler Y had two outdoor 
representatives, W. N. Campbell, who 
had retired from the Indian Army with 
the rank of Major before he joined me, 
and Robert Wells, whose hobby was the 
Territorial Artillery, in which he was a 
sergeant. 

Then I had two clerks in that depart- 
ment, George Tidbury, who was senior 
and “ make up ” clerk, and Gillies, copy 
clerk. All four are in khaki, and women 
have taken their places temporarily. 

First, as to Campbell. Naturally, as 
an old soldier, he offered his services on 
the outbreak of war. 

He was first posted as Major to a 
Kitchener Regiment in East Anglia, and 
a bit of a martinct he must have been. 
He was an old Anglo-Indian officer, you 
wil remember. He has related his 
experiences to me. “Just fancy," he 
said, ** these young Kitchener officers ! 
I order a parade at 9 o'clock, and some 
of them saunter on at three minutes 
past nine! I had to talk to them 
somewhat severely." I think we can 
all size up that “severely.” But they 
are vetcran soldicrs now, those young 
Kitchener officers, and well understand 
the need of punctuality. 

But Campbell was soon sent to a post 
where he could be тоге useful. He was 
appointed D.A.A.G. to the Indian Army 


in France—a rather well-paid post, by 


the way—having for his office a Bishop's 
Palace. 

With the transfer of the Indian regi- 
ments to Mesopotamia Campbell went 
there also, and became A.A.G. and 
Lieutenant-Colonel. I have had most 
delightful letters from him from that 
interesting part of the world. 

He has done good work there, for 
lately he has become Deputy Adjutant- 
General (there is only one higher rank, 
Adjutant-General) of the Indian Army, 
and that necessarily carries the rank of 
Brigadier-General, whilst he has re- 
ceived at different times the Distin- 
guished Service Order and the Russian 
Order of St. Vladimar, and more recently 
has become a Companion of the Order 
of St. Michael and St. George. 

My junior advertisement representa- 
tive on The Tatler, Robert Wells, has 
done finely, too. Before the war, as I 
have said, he was a keen Territorial. 
He went out with his battery and did 
good work. After a while he was given 
a commission in the Durham Light 
Infantry and saw much service at the 
front in France. Now he is attached 
to General Headquarters Staff in France. 

Of my clerks in the advertisement 
department whom I have mentioned, 
Tidbury is in the Flying Corps, and 
Gillies, his junior, is an officer in a 
renowned Scottish regiment. 

I am, and you will not be surprised, I 
think, proud of my advertisement staff. 

They all look forward to coming back 
to their work when the war is over, 
but I have made up my mind to insist 
that when Campbell calls at West End 
shops again for advertisements his card 
must say : 

“© GENERAL CAMPBELL, D.A.G., 
D.S.O., C.M.G.," etc. 
That ought to fetch them ! 


[We feel our readers will agree with 
us that Mr. King showed both judgment 
and perception in the selection for his 
staff of men who have since done so 
well for their country.—Eb. | 
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HESE two little illustrations give you a fair 

idea of two of the departments of the Norfolk 
Studio—''The Home of Ideas for Advertisers." 
Here we make advertisin$ and make it pay our 
clients. We write copy, prepare schemes, make 
designs and illustrations, and in fact do everything 
except place advertisements in the press. 
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E believe that the service we offer is useful to 

every advertiser, large or small. We should 
like to show you examples of some of the work we 
have done for others as evidence of our ability to 
be of assistance to you. 


| Е should come the opportunity of receiving 
NORFOLK you here at Racquet Court. (just a few doors 

from Ludgate Circus). Failing this, may we send 
STU DIO you a copy of our circular * How we can help you,” 


which gives particulars of our service and an idea 


RAC UET of our charges ? | m 
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MR. Н. C. DERWENT 


КВИНТ ААА ААА 
Ву SYDNEY WALTON 


BRADFORD IS one of the richest towns in 
the United Kingdom, whether you judge it Бу 
the standard of cigar arithmetic, by which I 
mean the number smoked, or by the number of 
motor-cars which, when there was a plethora of 
petrol, used to grace the streets of this York- 
shire centre. I forget the exact details, so far 
as Bradford is concerned, of that other gauge 
of wealth—namely, the response to the last 
War Loan—but the figures were strictly 
* amazing," to borrow that word which has 
crept into journalese. 

Let me say here what is not so obvious in 
London as it is in the North Country: that 
Bradford is quite distinct from Leeds. It is no 
suburb ; it is in fact a serious rival. Bradford 
has its own high prestige, and you do not win 
its sympathy and favour by beating the drum 
in Leeds, а fact which I hope all advertisers 
will duly “ make a note of," as Captain Cuttle 
(I think it was) used to say. 

Mr. H. C. Derwent is a very notable figure in 
the newspaper life of Bradford, as, indeed, in 
its public life, for he has made the newspapers 


given to social movements and noble charities 
The Bradford Daily Telegraph is the heart and 
soul of things. А list of its exploits in this 
direction makes one feel with new force and 
freshness how great and subtle and chivalrous 
is the power of the Press. 

After establishing the evening paper in а 
place of authority in the councils and energies 
of the town—and the career of the paper under 
the management of Mr. Derwent is almost a 
romance—he was one day summoned, as by a 
sudden trumpet call, to take charge of The 
Yorkshire Observer, Bradford's morning paper. 
I hear good reports of growth in circulation 
and in revenue under Mr. Derwent's shrewd 
and magical touch, and he would be the first to 
рау а tribute to the help he receives from his 
son, Mr. Raymond Derwent, the advertisement 
manager. 

A genial personality, beloved in Bradford, 
Mr. Derwent has in а peculiar measure the 
confidence and goodwill of the busy town. 
Two sons of his have died for their country 
during the war, and in that freemasonry which 
exists among "ай! newspaper men our sym- 
pathies go out to him in his sorrow. 
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IN THE PROVINCES 
Ci U0 1 HH 


What Advertisers and Advertising Men are doing in 
Provincial Centres—from the Special Correspondents of 


“The Advertising World.” 


Bradford. 


The members of the Bradford Advertising 
Club had the pleasure early in the month of 
listening to an excellent address on ** Business 
as a Science " by Mr. Meadows, principal of the 
Leeds Sheldon School of Business. The lec- 
turer showed that the smallest or largest busi- 
ness transaction followed well-defined laws, and 
as they were observed or neglected so did cer- 
tain results ensue. The salesman must exert 
his power, his personality, on the customer in 
such a way that a common agreement could be 
arrived at before a sale resulted. The science 
of business was growing, advertising was 
highly specialised and no resting on Oars was 
possible if we were to keep pace with our 
enemies or our friends. | 


Cardiff. 

The Cardiff Business Club is happilv in a 
very sound state and has entered upon the 
winter session with the prospect of its proving 
a complete success. At the date of the 
last annual report, the club had a mem- 
bership of 300, a very creditable state of 
things, which shows that it is alive and active, 
and I am glad to learn that since then the 
membership has been increased by another 
fiftv. It is true the club has not yet a home 
of its own, and the committee say that at the 
present time it is impossible to secure pre- 
mises, but as soon as conditions become 
favourable permanent headquarters will pro- 
bably be secured. The Cardiff Business Club 
is fortunate in having as its president one of 
the leading commercial men of the day in the 
person of Lord Rhondda and it is not likely 
that any organisation over which he presides 
will go to sleep. In a *''message" to his 
fellow members Lord Rhondda says: “Гат 
sure that business men in Cardiff will lose no 
opportunity of taking their employees into their 
confidence in the problems which face them, 
and will regard with sympathy the reasonable 
demands of labour. I think they will find 
that the employees, with the lessons of the 
War before them, will not be behindhand in 
responding. Far more depends on the spirit of 
the relations between Capital and Labour than 
on any machinery for securing co-operation." 


Dublin. 


There is considerable advertising activity in 
Ireland at present, and it is certain that all the 
Irish daily newspapers are now carrying—or, 
are being offered—a greater volume of general 
publicitv than since the beginning of the war. 
The Irish Independent, for instance, is com- 
pelled to *turn down” daily columns of 
display advertising, and, I understand, The 
Cork Examiner, The Irish Times, and The 
Belfast Evening Telegraph have also had to do 
the same. Leading cross-Channel national ad- 
vertisers have been well to the fore in (һе 
principal Irish media—cocoa, medicated wines, 


breakfast foods, and proprietary medicines 
being the commodities featured. The London 
departmental stores still reap a big direct trade 
harvest from the Irish provinces. 

An exceptionally fine show was made bv 
most of Dublin's retail houses during the 
annual “ Irish Week" Window Display of 
Irish-manufactured goods, in the opening week 
of November.  Particularlv striking were the 
displays made by Messrs. Switzer & Co. 
(drapers, ete.) and Messrs. Kapp & Peteson 
(pipe manufacturers). The art of window- 
dressing in the Irish capital has been verv 
highly developed in the last two years. 

The * waste paper saving" campaign has 
been much in evidence in Irish press adver- 
tising. A few Belfast and Cork firms have 
been sharing the publicity, but the half-dozen 
houses in Dublin have practically monopolised 
attention in this respect. Messrs. P. O'Reilly, 
Ltd., and Duan & Co. have been the steadicst 
advertisers for waste paper stocks. Messrs. 
Kenny's Agency has been responsible for the 
work of the first-named firm, and I am informed 
that the campaign is to be still further extended 
and will embrace the provincial press. 

Tractor advertising in abundance and on the 
most liberal lines is almost a standing feature 
of the Irish dailies. All the chief motor car 
firms are carrying one or more agencies for 
various makes of tractors. Messrs. Thomp- 
son's Motor Car Co. and The Dublin Motor Co. 
have been the biggest oceupiers of space. 

Messrs. McConnell’s Advertising Service, 
St. Andrew Street, Dublin, have opened branch 
Offices in Belfast and Cork, at Donegall Place 
and South Wall respectively. Mr. R. B. 
Buchanan (formerly of the staff of The Belfast 
Evening Telegraph) has been appointed as 
Ulster representative, and the province of 
Munster is covered by Mr. J. H. Kent. This 
development represents an innovation in 
advertising practice in Ireland, and, in the 
case of Cork, Messrs. McConnell’s advent in the 
southern capital marks the establishment of 
the first advertising service office (with resident 
representative) in that city. 

Messrs. O'Keeffe's ‘Advertising Agency, 


D’Olier Street, Dublin, are putting out a new 


series of advertisements for *'Gibsol" the 
Irish skin ointment. 

Messrs. McConnell's Advertising Agency is 
now controlling the advertising for The Redu- 
cine Co. and the press publicitv for the Cork 
Branch of Messrs. Thompson's Motor Car Co., 
Dublin. 

Pressure of space last month prevented my 
referring to the remarkable “ International 
Magna Charta” press advertising campaign 
handled by Messrs. Кеппу’5 Advertising 
Agency. Dublin. It represented bv far the 
most ambitious large scale advertising scheme 
offered to the Irish public—in the political 
category, at апу rate. Considerable public 
interest was aroused by thec/campaign. 
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SUBSCRIBERS' ADVERTISING 
CEDIA E 


In this section we review each month the Advertisements 
and Advertising Literature, and answer the questions 
pertaining to their advertising, sent by our Subscribers, 


free of charge. 


с Subscribers are cordially invited to ask 
our opinion upon any advertising matter. 


Replies and 


reviews will be dealt with under assumed names if desired. 


MR. J. W. BRYAN forwards us a copy of a 


booklet he has prepared for thc Birmingham 
Small Arms Co., entitled Autobiography of 
a B.S.A. Motor Bicycle for 10,000 Miles. 
The cycle tells its life storv in bright and 
easy fashion, at the same time managing to 
impart many hints to its owner as to how 
it should be treated. Any motor cyclist into 
whose hands the brochurefalls will read it with 
sympathy. The booklet is produced in good 
stvle, being well printed on antique paper 
with ample margins, so that it is very 
attractive to the eve, while a number of 
daintily drawn pen-and-ink illustrations, 
printed in blue, give added attractiveness to 
the pages. The text matter is set in 12-point 
Cheltenham, and is well placed on the pages. 
Altogether the Autobiography is а very 
workmanlike production. 


MESSRS. CHAS. T. ROBEY, LTD., send us 


a copy of their new gramophone catalogue 
and record list. The former is printed in 
two colours, a flat tone of buff on white 
paper being used as a background for the 
illustrations and type, which are in black, 
the tone block being cut through round 
the edges to give a border effect, with 
pleasing results. Illustrations are very 
freely used and the type pages are well 
laid out. The display of colour on the cover 
is very generous indeed, and we suggest 
that а little more restraint might have been 
shown with advantage. As it is, the effect 
is rather gaudy. The cover of the record 
list, too, is а trifle commonplace, and we 
think it would pay Messrs. Robey to expend 
rather more money on the designing thereof. 


THE GOLDBERG ADVERTISING AGENCY, 


Customhouse Quay, Wellington, N.Z., send 
us several examples of newspaper adver- 
tising which they have done for various 
clients.. These are about 4 inches wide 
and from 3 to 5 inches in height, un- 
pretentious but effective. Тһе best-of 
them in our opinion is that for Messrs. 
George Fowlds on the subject of adver- 
tising collars, for it has a little of that talk 
on the subject which appeals to men who 
like to be well dressed. 


THE RELIANCE RUBBER CO., 212-215 


Upper Thames Street, E.C., send us a copy 
of their admirable house-organ *'' Rubber- 
ware Sales.” It is well produced, and, 
bound in a handsome cover of a dcep grev- 
blue mottled paper, presents an attractive 
appearance. Designed primarilv, we gather, 
for its own travellers and for the retail 
salesmen of its goods, the end in view should 


be amply fulfilled by the well-written, 
practical and stimulating notes which 
it contains. This particular issue of 
" Rubberware Sales" is designed to help 
a rubber goods week, and with the booklet 
are sent out specimens of publicity matter. 
This house-organ seems to us to be a pub- 
lication very useful to those for whom it is 
designed. As we are now referring to 
house-organs we may add that we have 
not been able to devote much notice to 
them lately because there have been so many 
demands on our limited space, but we are 
alwavs pleased to review any that contain 
special] features. 


MESSRS. JAMES THOMSON & SON, mer- 


chants and manufacturers, of Edinburgh, 
Glasgow and other cities, send us copies of 
recent issues of their house journal, ** The 
Accessory,” which is now nearly three vears 
old. We are pleased to be able to congratu- 
late Messrs. Thomson upon a very attractive 
and workmanlike publication. In the last 
issue * Hermes " has something to say on the ° 
subject of free advertising which will provoke 
a smile from publicity men, for it overflows 
at their expense with quict humour, that 
will be appreciated by those off whom he 
scores. The paper is very readable, and the 
attractive cover, printed in two colours from 
a fine line drawing makes an excellent in- 
troduction to the inside pages. 


MESSRS. BARNETT SAMUEL & SONS, 


Ltd., Worship Street, E.C., forward us a 
copy of a booklet they have issued concerning 
their * Decca” portable gramophone, with 
special reference to its suitability for use in 
camps and rest tents. In size demy 8vo, it 
is pleasinglv produced, being printed on 
glazed paper in chocolate, with blue-grey 
for initial letters and decorative details. 
The text is described as ** The Autobiography 
of a * Decca °,” and the work is turned out 
in good st yle. 


MESSRS. JOHNSON BROS., of Dublin and 


Belfast, forward us a copy of their railway 
map of Ireland. It will prove very useful to 
firms which have business relations with 
Ireland, and especially to commercial 
travellers, for every passenger station is 
marked on the map. It has been checked by 
the different railway companies and so may 
be regarded as authentic in every respect. 
The map is one vard long by about 28 
inches wide, so it is beautifully clear, and 
being mounted on linen with rollers is of a 
substantial character that should be a useful 
and enduring advertisement for the firm. 
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But we think Messrs. Johnson would have 
been better advised not to have sought their 
quite legitimate publicity in such a very 
obvious fashion, for they have printed their 
name in 25 inch letters diagonally across the 
map, thereby almost blotting out some parts 
of it. Many firms, who would like the map, 
would hardly care to hang up in their offices 
such a very pronounced advertisement for 
another house. We think Messrs. Johnson 
would really have obtained far better adver- 
tisement by printing their name in one 
corner or at the top or bottom in сотрага- 
tively small letters. The map is so excellent 
that it is a pity the firm have rather defeated 
their own ends. 


THE BLACKBURN AEROPLANE AND 
MOTOR CO. send us a set of four blotters 
they have issued which are likely to prove 
very acceptable, and therefore afford good 
advertising. Two of the cards illustrate, in 
colours, the marks of rank worn by officers 
of the Navy and the other two some of the 
principal British. naval and military ribbons 
and the ribbons of certain of the principal 
Orders of our Allies. In these days when we 
are all so much interested in naval and mili- 
tary matters we like to know the ranks of 
the officers we pass in the streets and to 
identify the ribbons that they and the men 
wear for gallant services rendered. But it 
is difficult to carry them in our heads and so 
these cards will be welcome as useful forms 
of reference. We think, however, the printers 
have not alwavs been very happy in getting 
the colours quite the right shade. 


MESSRS. С. А. VANDERVELL & CO, 
Acton, send us a novelty in the way of 
reminder advertising which they have 


In the House of Commons on November 2nd 
Mr. King asked Sir Auckland Geddes whether 
he would publish the names of the papers to 
which was paid £54,041 9s. in connection with 
the publicity campaign for national servicc. 
Sir А. Geddes in reply said :—The following 
sums were paid to the principal newspapers :— 
Daily Mail, £2,680 15%. 9d.; Daily News, 
£1,434 7s. 6d. ; Daily Chronicle, £1,082 1s. ; The 
Times, £1,050 10s. 84.; Daily Telegraph, 


issued. It consists of à moon chart for the 
month of November, printed on a postcard, 
and is an ingenious device compiled by the 
company's chief engineer, Mr. A. H. Midgley. 
The chart is divided into squares, one for 
each of the twenty-four hours of the day and 
for each day of the month, so that there are 
720 squares in all. Round about new moon 
times the hours of darkness squares are 
solid black, and then with the growing moon 
light creeps day by day across the black 
squares. With the waning moon the process 
is reversed. Mr. Midgley deserves to be 
congratulated. 


MESSRS. JOHN SHANNON & SON forward 
us а copy of their house organ, ** Shannon's 
Magazine," and, we are glad to note that 
it keeps well up to its old high standard. 
The whole atmosphere of the magazine 
shows the admirable relations existing be- 
tween the staff and their chiefs. That this 
impression should be created by a perusal 
of the firm’s household literature must be of 
enormous value to them. From а technical 
point of view the magazine is well produced, 
but its appearance would be improved by 
wider margins between the edge of the type 
and the edge of the paper. 


MESSRS. MACNIVEN & CAMERON, LTD., 
Waverley Pen Works, Birmingham, forward 
us а couple of attractive leaflets to advertise 
their pens. The feature of each is а very 
dainty drawing, one by Mr. Lewis Baumer 
illustrating a lady at home writing to hus- 
band or brother in the trenches, and the 
other, by Mr. Oakdale, shows an officer in 
the trenches writing home. Of course, both 
use fountain pens. The drawings are excel- 
lent, and are reproduced in colours. 


- £1,007 1s. 10d. ; Morning Post, £737 8s. 11d.; 


Yorkshire Post, £655 10s. 11d. ; Glasgow Herald, 
£636 4s. lld.; Scotsman, £536 185. 6d.; 
Manchester Guardian, £410 8s. Аз there are 
over 2,000 newspapers in Great Britain, the 
clerical labour involved in tabulating the 
smaller sums paid to other newspapers cannot 
be supplied at such short notice, and it is 
hoped that the information now given will 
suffice. 


YOU CAN USE ONLY TWO PAPERS 


to reach readers of Sunday picture papers. 
Their success proves they are the most 


fascinating of all the Sunday papers. 


not 


Why 


test this profitable class of medium 


by using the Illustrated Sunday Herald? . 
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ADVERTISING “LUXURIES” 


ҮҮТ TETTE TNT LLL] 
Plain Speaking by Sir Auckland Geddes. 


SIR AUCKLAND GEDDES, Director of 
National Service, was the speaker at the Ald- 
wych Club lunch on November 14th, when he 
made some important references to the question 
of advertising what he spoke of as luxuries. 

The chair was taken by Sir Woodman 
Burbidge, Bt., the large muster including 
Mr. Cecil Beck, M.P., Sir William Bull, M.P., 
Sir Thomas Dewar, Bt., Sir Hedley Le Bas, 
and Sir H. E. Morgan. 

The Chairman, in: introducing Sir Auckland 
Geddes, referred to that gentleman's speech 
at Plymouth, in which reference was made to 
advertising, and said that he (Sir Woodman) 
felt that if they wanted economy to be prac- 
tised in the nation it was necessary to advertise. 

Sir Auckland Geddes, in a very lucid speech, 
explained the aims and objects of National 


Service in providing men for the Navy, Army : 


and the essential services. Referring to 
advertising he said : I know quite well there 
is а very large amount of advertising which 
leads really to economy. I turn to labour 
saving, to teaching the people how to use 
things which will cut down labour in their 
own houses and which will eut down labour all 
over the country. That is all to the good. 
But you know there is an enormous amount 
of advertising going on at the present moment 
which is not making for economy either in 
labour or money. You know, as well as I 
do, that there is a great amount of stuff being 
sold at the present time which is not really 
necessary. There are things being sold such 
as elaborate fur coats for ladies which are not 
really wanted, and some of those very smart 
and beautiful cushions which I am sure 
ladies could do without for a little longer. 
Then some of the jewellery which is being made 
and sold could be done without for a little 
while longer. All that sort of thing is absorb- 
ing energy. It is absorbing energy in manu- 
facture and in distribution. At the present 
moment we have people advertising for hands 
to make metal cigarette cases in the very 
centres where we are trying to find men of the 
same class and degree of skill to work on aero- 
planes. At the very moment when we are 
looking for girls we have advertisements for 
. Enamelled advertising plates have been 
proved to possess a usefulness which was never 
foreseen by their makers, for on the occasion of 
а Zeppelin raid recently on an East Coast town 
one of these plates was the means of diverting 
a bomb and so probably saved the lives of 
three people. Erected above the front of a 
house was a large enamelled plate which set 
forth the fact that in May, 1915, the place had 
been wrecked by a bomb from a Zeppelin. A 
few wecks ago another enemy airship passed 
over and a bomb was dropped on the very 
same house. But this time the explosive charge 
in its descent struck the iron plate and thereby 
had its course changed, so that, though the 
front of the house was wrecked, the back of 


girls to dress dolls and fix wigs on them. The 
doll-makers are able to pay wages on the 
same scale as the aeroplane makers. That is 
obviously а misdirection of human effort. I 
appeal to you all to help us to avoid this 
useless waste of energy on the things which 
do not matter, which are really luxuries, which 
really are not necessary, which are not help- 
ing us to beat the Germans. I say get that 
advertising into more useful channels, and 
discourage people who want to waste energy 
like that. I am asking many of you to sacri- 
fice a great deal, but I find al] over the country 
one has only to appeal to one's fellow country- 
men and they always respond, however great 
the sacrifice may be. ]t is a most urgent 
thing at the present time that we should shut 
down all this waste, and go to the people who 
are at present working on things that are not 
necessary and move them gradually to essential 
industries. "The biggest step we who are 
civilians and anxious to help at the present 
time can take—and there wil] be more things 
later—is to see that there is no waste labour. 
In doing that we shall take a really long stride 
towards seeing that the war is pushed on with 
greater energy and victory brought the nearer. 


In the speech at Plymouth, to which Sir 
Woodman Burbidge referred, Sir Auckland 
Geddes said : 

‘** Look at the advertisement pages of almost 
any newspaper, and see the waste that is urged 
upon the women of the country. I am told 
that the papers cannot help it : they must con- 
tain advertisements or go under. I know their 
position is difficult. | Newspapers are ап 
essential pait of our war organisation, but that 
does not modify the fact that their advertise- 
ment pages contain matter for which the 
advertisers are responsible, but which in its 
intention and result encourages waste of money, 
waste of human energy—just waste. 

* As Minister of National Service I want to 
say to vou here and now, that your first duty 
to the State is to use nothing, to buy nothing 
that you can get on without. Save everywhere 
and lend your savings to the State if you seek 
to help your country." 


the place, in which were three people, was 
spared. The enamelled iron sign was made by 
the Chromographic Enamel Co., Wolver- 
hampton, who are very pleased naturally at 
the new use for their armour plating. Our 
sympathies go out to the unfortunate occupiers 
of the house who have had their place smashed 
twice in two and a half years. 


Messrs. Ed. Bennis & Co. are arranging a 
series of lectures dealing w;th the development 
and present practice in connection with auto- 
matic stokers, etc., this being part of their 
advertising scheme. They are prepared to loan 
a number of lantern slides illustrating the 
subject. 
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ITEMS OF 


INTEREST 


[ar] TTA n 


Mr. Allan Jeans, president of the Newspaper 
Society, was married recently to Miss Ada 
Macdiarmid, daughter of the late Mr. James 
Macdiarmid, of Forres. 


Mr. H. Gilbert Oakley, formerly hon. secre- 
tary of the Incorporated Society of Adver- 
tisement Consultants, is now serving in the 
No. 2 Cavalry Officers’ Cadet School, and is 
stationed at Kildare. 


Mr. Herbert Greaves, formerly advertising 
manager to Messrs. J. & М. Philips & Co., 
has joined Messrs. W. S. Crawford, Ltd. Mr. 
Greaves originated and carried through -the 
* Dainty Dot " campaign which was described 
in our last issue. 


We learn with regret that Lieut. M. F. 
Travers-Cleavers, M.C., R.F.A., was wounded 
in the right knee last month in the fighting at 
Ypres. He was taken to Queen Alexandra's 
Military Hospital at Millbank and we are 
pleased to say he is now progressing very well. 


Mr. Charles James Douglas Derry, founder 
and head of the big drapery firm of Messrs. 
Derry & Toms, Kensington, died on October 
25th at the great age of 97. Until a short time 
before his death Mr. Derry was vigorous and 
active, and continued till his last illness to take 
a keen interest in the business he had started 
sixty уеагз ago. 


Mr. Chas. F. Higham, the publicity manager 
to the War Savings Committee, organised the 
Press arrangements in connection with the 
great meeting at the Albert Hall, when Mr. 
Lloyd George and Mr. Bonar Law spoke on 
war savings. Mr. Higham's successful arrange- 
ments for the comfort and convenience of 
ie pressmen were greatly appreciated Бу 
them. 


The new geared electric engine starter, put 
ou the market by Messrs. C. A. Vandervell, as 
described in our last issue, is the invention of 
Mr. A. H. Midgley, chief engineer and technical 
adviser to the firm. 


Mr. L. D. Falk has just celebrated the 25th 
anniversary of his entrance into the firm of 
Messrs. D. J. Keymer & Co., advertisement 
agents, of 8 Whitefriars Street, E.C. He 
joined the firm on November 7th, 1892, when 
he left the City of London School to enter the 
service of the company of which he is now 
manager. The late Mr. D. J. Kcvmer came 
to these same offices in 1844, and died in 1894, 
so that Mr. Falk served under him for two 
vears. The business has been carried on for 
seventy-three years in the same building. 


Mr. Herbert Bussy, the advertisement 
manager of The News of the World, was recently 
entertained to lunch by a large party of friends 
to mark his joining the Army. Мг. Bussy was 
presented with a large leather cigarette case, and 
the ** pals” who gathered round the table signed 
a menu card so that their guest might have it 
as а souvenir of the occasion. The company 


consisted of the following gentlemen : Messrs. 
Wareham Smith, V. J. Reveley, P. J. S. 
Richardson, A. S. Sharp, Tom Bench, Charles 
A. Cooper, James V. Wright, William Bridge- 
Collyns, R. E. Wright, Allen C. Rose, R. 
Montgomery, Richard A. Hurst, A. L. Wright, 
George Wetton, E. Greenwood, Alfred Johnson, 
Walton Harvev, Stephen Mil'iken, M. H. Wade, 
Herbert Owen, J. C. Akerman, J. Peace and 
Marcus H. Smith. 


Miss Beryl Heitland, vice-president of the 
Association of Advertising Women, con- 
tributed to a recent issue of The Common Cause 
an article on “ Advertising," as one of a 
series of essays on *` Some New Occupations 
for Women." "This is part of what Miss 
Heitland has to say as to qualifications for 
* representing " : '* A keen sense of humour, 
tact, cheerfulness in face of failure to secure 
an order, perseverance and eterna] optimism, 
are about the only things that will bring a 
woman through the troubles and trials of 
representing. She must be able to discern 
the humour of the man with whom she has to 
deal, and she must be a good listener as well 
as a good talker.” 


.Messrs. John Swain & Son announce that 
in order to meet an immediate advance in 
wages granted throughout the printing and 
allied trades, and а further increase agreed 
upon for January Ist, they have decided, as 
from November 19th, to advance their current 
price list 25 per cent. instead of 12$ per cent. 
as heretofore. 


The Alliance Advertising Association, of 
Cawnpore, have closed their London office 
for the time being owing to the fact that the 
staff have been taken for military service. 
Immediately after the war the Association 
expect to ге-ореп the office. 


The Taylor-Critchfield-Clague Company, of 
Chicago, announce that they have changed 
their name to that of Critchfield & Co. Their 
Export Service Department notify us that 
they are anxious to receive rate cards and 
information regarding newspapers, magazines, 
and all publications wherein they might have 
occasion to place advertising for clients who 
are anxious to do export business. 


The advertising of the Sentinel Steam Wag- 
gons which is now being undertaken is а par- 
ticularly interesting account in that the adver- 
tisers admit their inability for the present to 
supply the goods advertised. Their courage in 
entering the advertising arena during war time 
to build up a goodwill for future trade, pro- 
vides an example which we should like to see 
more extensively followed. 


The electric display lighting of New York, 
including the huge advertisements which have 
made Broadway historic and have earned for 
it the title of the Great White Way, have been 
suppressed except between the hours of 7.45 
and 11 p.m. It is estimated that 125,000 tons 
of coal annually will thereby be (saved) 
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We note with pleasure that advertising 
salesmanship and retail business are well 
represented in the modern business section of 
the Finsbury Public Library, a classified guide 
to which has been compiled by Mr. Н. G. T. 
Cannons, the borough librarian. Among the 
newest books on the subject is Mr. C. F. 
Higham's * Scientific Distribution," but Mr. 
Paul E. Derrick's work is not included. It 
may be that the catalogue went to press some 
time ago, but И “ How to Reduce Selling 
Costs " is not now on the bookselves it ought 
to be placed there without any avoidable 
delay. 


The new Paper Restriction Order was the 
subject of a question in the House of Commons 
on November 5th, when Mr. Bowerman asked 
Mr. Wardle if he was aware that the new Order 
had the effect of withdrawing the licence pre- 
viously accorded to advertisers of using posters 
in stock before the first restriction order was 
madc, and that this would result in millions of 
posters being rendered useless. Mr. Wardle, in 
reply, said : The general licence was issucd with 
a view to giving poster printers an opportunity 
of disposing of the stocks in their possession. 
The question of renewing it is now being 
reconsidered by the Paper Commission. In 
the meanwhile I understand that the Com- 
mission are ready to consider applications for 
special licences, and to grant them if satisfied 
that the existing restriction involves individual 
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firms in a substantial loss without any counter- 
vailing economy in the use of paper. 


The latest of the Truth supplements relating 
to great businesses is devoted to the Ardath 
Tobacco Co. 


The claims to our warmest sympathy and 
support for the mercantile marine were 
advanced at the Aldwych Club after-lunch 
meeting on November 20th by the Rev. T. 
Eynon Davis, general secretary of the British 
and Foreign Sailors’ Society. Mr. Philip 
Benson presided. 


Mr. J. H. Solomon, well known in the 
advertising business, has joined Messrs. 
Siviter Smith, of Siviter House, Birmingham, 
and 10 Lincoln’s Inn Fields, London, to look 
after the service organisation in the Metropolis. 


As a supplement to the November issue of 
* Hello" Mr. John Hart has published a 
booklet entitled ** Does Advertising increase 
the price of the Goods to the Consumer? " 
The booklet consists of a collection of views 
by some of the most important advertisers, 
manufacturers, retailers and distributors of the 
United Kingdom. The writers are such very 
influential men that their testimony cannot 
be ignored, and they are almost unanimously 
of opinjon that advertising decreases the cost 
of goods to the purchaser. Mr. Hart suggests 
that it would be a good thing to send copies of 
the pamphlet to retailers. 


BUSINESS GOING OUT. 


Messrs. Chrisp Thomas & Bros. Ltd., 
Bristol, are using good spaces in West of 
England papers and some space in national 
media for Fripp's toilet soap. The business 
is being placed direct. 


Messrs. T. B. Brown are placing the adver- 
tising of *“ Sycura," a textile made by the 
Lanura Co., Ltd., Leeds. 


99 


* Salvis," a morning tonic, is being adver- 
tised direct by The Salvis Company, Black- 
burn. 


The advertising of the Cowling System 
(pianoforte tutor) is being placed direct from 
Albion House, New Oxford Street. 


Messrs. Baker Bros, 30 & 70 High Street, 
North Finchley, are taking spaces to advertise 
their Durobo for boots. The business is 
being placed through Messrs. Wilson. 


The West End Advertising Agency (Messrs. 
Dixon) have been entrusted with the publicity 
campaign for the Allwin Folding Carriage for 
Messrs. Sidney Allwin, Ltd., Sidway Works, 
Granville Street, Birmingham. 


Hennessy’s Brandy has been very widely 
advertised. of late, and large spaces in a 
number of media have been taken for the 
purpose. The publicity campaign has lately 
been entrusted to Messrs. S. Н. Benson, Ltd. 


Churchman's Contact Maker for starting 
motor cars is being advertised by Messrs. 
Chas. Pool on behalf of Mr. Ted Churchman, 
50, Cranmer Road, Brixton, S.W.9. 


Messrs. W. Barratt & Co., Ltd., “ Foot- 
shape " Works, Northampton, are placing the 
advertising of their * Boots-by-Post " through 
Messrs. Smith's Agency. 


The Press advertising of Messrs. Allev & 
MacLellan for their Sentinel Steam Waggons 
has been entrusted to Messrs. Charles F. 
Higham, Ltd. "The same firm are also under- 
taking the Press advertising of the Colonial 
Bank. 


The advertising campaigns for Lord Roberts 
Memorial Workshops and the Nation's Fund 
for Nurses are being placed by Messrs. Charles 
F. Higham, Ltd. 


Contracts for advertising during this winter 
have been placed by Messrs. Charles Е. 
Higham,. Ltd., for Messrs. Waring & Gillow, 
The Gramophone Co., Messrs. W. Butcher & 
Sons, Messrs. Sidney Pullinger & Sons, Messrs. 
Moore & Moore, the Sorosis and Saxone Shoes, 
and Goodrich Tyres. 


The International Co., 13 Cowcross Street, 
West Smithficld, E.C., are placing direct the 
advertising of their supplies of fish. 


The Austin Motor Co., Northfield, Birming- 
ham, entrusted Messrs. A. J. Wilson with the 
publicitv campaign for their demonstration of 
farm tractors at Northfield. 


Messrs. S. H. Benson placed the ** Com- 
rades of the Great War" advertising, verv 
big spaces being taken for the purpose in a 
large number of media. 
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NOTES ON MEDIA 
ERUIT 


Tute proprietors of The Daily Chronicle lately 
made the important announcement that they 
have been compelled 
to advance the price 
to one penny. This 
course has been necessi- 
tated by the increase 
in the cost of paper and materials, апа the 
change came into effect on November 19th. 
The alternative was the further cutting down 
in the size of The Chronicle, and the pro- 
prietors felt that in view of the many im- 
portant events now happening in all parts of 
the world they could not adopt that course 
without sacrifice of thc interests of the readers. 

We feel sure that this decision will not have 
the effect in any way of diminishing the extra- 
ordinary popularity of the paper or its value 
as an advertising medium. Bookings of space 
in The Daily Chronicle are remarkably heavy, 
and Mr. Richardson has been compelled, like 
many other advertisement managers, to 
decline lots of orders. 

$ 

Mr. HERBERT Bussy let one page in The 
News of the World for the issue of Novem- 
ber 25th for £1,155, 
which is claimed to be 
the highest price ever 
paid for a page adver- 
———————————————— tisement in any paper. 
It constitutes a landmark in the history of 
British advertising. 


"THE DAILY 
CHRONICLE "’ 


" THE NEWS OF 
THE WORLD.” 


я 
THE energy that has been thrown into the 
direction of the business side of The Pall Mall 
——————————,‚ (11266 БУ its. adver- 
tisement manager, Mr. 
H. W. Morris-Pugh, has 
resulted of late in its 
securing à generous 
measure of patronage from advertisers. On 
November 9th the conductors of the paper 
brought out a literary number which contained 
rather over 94 columns of publishers’ announce- 
ments, apart from other advertisements. 
# 

THE popularity of the cover page advertising 
spaces of Punch is proved by the fact that 
all of them have been 
sold for the coming 
vear, and it is further 
worthy of note that 
when an advertiser has 
tested the results from using such spaces he 
nearly always continues to take them. Not 
more than thirteen are sold to any one adver- 
tiser, and the firms whose announcements 
will occupy those spaces in 1918 have all used 
them for several years. Further, there is a 
long waiting list. 

Punch's Almanack, published in the middle 
of the month, is, as ever, delightful, both in its 
literary and pictorial matter. The keen per- 
ception which characterises its control, vear in 
year out, is again displayed, and the Almanack 


“THE PALL 
MALL GAZETTE" 


"PUNCH" 


reflects the general opinion of the day with its 
usual faithfulness, wit and humour. In doing 
so it will harldv commend itself to our enemies. 
The two-colour plate, from a drawing by Mr. 
Bernard Partridge, suggesting the uses to 
which certain well-known people might be 
put, is a distinctly humorous effort. АН the 
available advertising space is occupied by firms 
of the highest repute, as no doubt it would 
have been if three times as much room had been 
available. 

я 
Tue Aviation and Military Motoring Number 
of The Sphere which wasissued on October 27th, 
was both handsome and 
instructive, and it bore 
evidence of the brains 
at work in its produc- 
tion, which is one of 
the distinguishing features of the direction 
of the paper. The cover presented а 
dramatic portrayal in colours of а fight 
in the air, a strong bit of work but un- 
signed, and there were besides many other 
page or double page illustrations in full 
colours, or in two colour half-tones, the artists 
including Montague Black, R. M. Paxton, 
G. H. Davis, W. E. Wigfull, F. Matania, Chas. 
Wvllie, and D. Macpherson. Many other 
excellent illustrations were also used, and the 
articles were helpful to those who wish to 
know more of the wonders of airmen and air- 
craft. The number totalled 68 pages, exclu- 
sive of covers, and it carried a fine show of 
advertisements, some of them in colours. 

a 
The Passing Show is enjoying such a large 
measure of the favour of advertisers that week 
by week it is unable 
to carry all the busi- 
ness that is offered, 
and it is obliged to turn 
down orders. Reference 
to our Volume of Advertising tables will show 
that the paper is there described as °* full,” 
and at the same time is given a record of the 
total space for the month. From what we 
have just said it will be understood, therefore, 
that the total number of pages occupied by 
advertisers does not represent the amount 
they would like to take, but the total the con- 
ductors of the paper can spare for the purpose, 
having regard to the quantity of paper they 
are allowed to usc. 


"THE SPHERE" 


“THE PASSING 
SHOW" 


s 
Mns. W. Носн SrorriswoopE has produced 
another verv attractive number of Winter's 
Pie, the Christmas 
number of Printers’ 
Pie, and it should cer- 
tainly prove very 
—— popular. Many well- 
known artists and writers have contributed to 
make it entertaining, and we hope that when 
readers at home have enjoved it they will 
give pleasure to others by sending it on to our 


“WINTER'S 


PIE" 
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men at the Front or in the Navy, or to hos- 
pitals and camps. The price remains at a 
shilling. Advertisers have given Winter's Pie 
а very generous measure of support, about 
thirtv-seven pages being taken up by their 
announcements. 
я 

Mrs. Asquirus "Love Letters” constitute 
a conspicuous attraction in the November issuc 
of Pearson’s Magazine. 
These ** Love Letters " 
have been much talked 
about and make excel- 
lent reading. In secur- 
ing this feature the editor of Pearsom's did а 
smart thing, but it seems to us curious that an 
article so ** pulling ” and on the advertising of 
which so much money has been spent, should 
have been placed practically at the end of the 
magazine. 


" PEARSON'S 


MAGAZINE " 


я 
The Glasgow Evening News, for the third vear 
in succession, have organised their *` Jock's 
Box" fund for the 
sending of Christmas 
gifts to Scotsmen on 
active service, in all 
branches of His Majes- 
tv's Forces. In the first year fully £5,000 in 
money and £1,000 worth of goods wcre re- 
ceived and despatched as comforts to the 
sailors and troops, while twelve months ago 
nearly £8,000 in money alone was raised, 
mostly in small subscriptions, and almost 
70,000 men participated in the distribution of 
the gifts. It is hoped to make the present 
effort a record success. 
a 

Wit the advent of the tillage era in Ireland 
The Irish Homestead has sprung into much 
prominence. Its editor, 
Mr. Geo. Russell, 
and its founder, Sir 
Horace Plunkett, have 
been influential in lift- 
ing agricultural Ireland out of the slough of 
despair, but the part played by this very 
vigorous business-creating paper has been too 
much hidden up to now. The agricultural 
co-operative societies, whose organ it is, have 
a combined trade turnover of about six million 
pounds. 


'" GLASGOW 
EVENING NEWS" 


" THE IRISH 
HOMESTEAD” 


It will prove a good medium. 


Tur advertising manager of The Christian 
Herald is in the happy position of being able 
— to point to some truly 
remarkable results of 
advertising т that 
paper. In one case a 
single column advertise- 
ment, costing £6 5s. per week, brought to 
the firm which inserted it ап average wecklv 
return of £50, and in another case Dr. Hartog, 
director of the Syndicate Publishing Company, 
writes that in response to three advertisements 
which the company inserted in The Christian 
Herald in August at a total cost of £85 the 
Syndicate had sold to date 1,500 dictionaries 
of a net value of псайу £500, and orders 
were still coming in. The net trade sale of 
The Christian Herald is now over 250,000 copies 
per week, exclusive of those sent to subscribers. 
3s, 

THE conductors of The Cornubian, an old- 
established paper published at Redruth, are 
issuing shortly a num- 
ber which will not only 
be of great value but 
also a novelty, too. 
It is entitled a ** Recon- 
struction Supplement," and as its name implies 
is to be devoted to the reconstruction of our 
industries after the war, with special reference 
to those of Comwall. The number will appeal 
to capital and labour concerned in shipping, 
fisheries, mining, clay works and farms and 
small holdings. Dr. Addison, the Minister of 
Reconstruction, will write a short introduction, 
and among other contributors will be Sir E. 
Robbins, Sir A. Robbins, Mr. Е. E. Green 
(authorof ** The Awakening of England "'), who 
will deal with Cornish agriculture ; Mr. W. 
Trethewy, china clay expert, who will write 
on china clay ; and Mr. E. Walker, who will 
treat on the reconstruction of the mining 
industry. 

It is pleasant to note that enterprise such 
as is evidenced by this publication is by no 
means confined to our great centres of popu- 
lation, but that the remotest corners of our 
realm are awake to the profound importance 
of the subject. This is a matter for real 
thankfulness. Indeed, we fancy Comwall is 
rather giving a lead to the newspaper world in 
this respect, so far as county weeklies are con- 
cerned. 


“THE CHRISTIAN 
HERALD ” 


“THE 
CORNUBIAN " 


BRITAIN'S MOST FERTILE FIELD 


is Lancashire and district ; the most indus- 
trious, the most thickly populated, and the 
greatest wage-earning area in the British Isles. 
Itiseffectively covered by the Daily Dispatch, 
noted as one of the most profitable mediums 


for creating business. 
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"Сг. Chairman and Gentlemen! 


ALDWYCH CLUB 


The Paper Restriction Order. 


A MEETING of the members of the Aldwych 
Club and their friends was held on November 
13th, at the Club, to discuss the question of the 
new Paper Restriction Order. Mr. W. T. 
Harverson was voted to the chair. 

The Chairman said they had with them the 
chairman of a committee which had done 
very useful work for some time, a work which 
had not been fully appreciated. The meeting 
was called to strengthen the hands of the com- 
mittee in the line of action they proposed to 
take. He thought they would have totake a very 
strong line indeed, and the more they could 
support the committee the better. Every 
individual should take some active part in the 
propaganda work to secure the rescinding of 
the Order. He suggested that they should 
invite the trades unions to assist them. 

Mr. А. E. Canney said the Committee of the 
Chamber of Commerce, of which he was chair- 
man, had been considering the matter. They 
had been constantly at work and had ap- 
proached the Board of Trade and the Paper 
Commission. Certain concessions had been 
granted which were of a very helpful character 
= with regard to material in hand and also with 
regard to the one-third use. But the Restric- 
tion Order swept away all those important 
concessions and they were left in a rather worse 
position than they were before. They had 
come up against a prejudice against adver- 
tising, and there was an intention to do some- 
thing under cover of that Order which the 
Paper Commission was not appointed to 
accomplish. Paper users, too, were lectured 
on the wickedness of advertising in war-time. 


ADVERTISING IN WAR-TIME. 


They were told all advertising was waste. 
The committee felt that under cover of the 
Order the trade of the country had been hit 
at, but not perhaps with the intention to do 
so. The Paper Commission was not a widely 
experienced body in the commerce of the 
country, and labour was not represented on 
it. The committee felt they must now go 
for something more than concessions. They 
should go for the abolition of the Order, which 
hit trade very heavily. Also something more 
should be done than by a Committee of the 
. Chamber of Commerce. They should go to 
the traders of the country and point out the 
inequality, unfairness and confusion which 
the Order would cause in the trade of the 
country. They did not know what was going 
to happen after January 315. They must 
safeguard their position after that date, when 
much more stringent orders might be brought 
upon them. The paper users wanted to get 
the support of business firms, the trade unions 
and the chambers of commerce. 

At the request of various gentlemen Mr. A. 


Chadwick read the Paper Restriction Order 


‘and the revising Order. 


Mr. T. B. Lawrence moved *''That this 
meeting of traders affected by the Paper 
Restriction Order Consolidation Order calls 
for the rescission of the Order, and pledges 
itself to support to the full the action of the 
special committee of the Chamber of Commerce 
to that end." 

Mr. D. E. Richards seconded the resolu- 
tion. 


ILL-INFORMED COMMISSIONERS. 


Mr. Bates said the committee of the Cham- 
ber found that the committee of the Paper 
Commission had no correct data as to the 
amount of paper used. They spoke of ship- 
loads being used for posters, but hardly a 
shipload was used for that purpose in a year. 
There was a great prejudice against advertising 
and printing. The officials did not understand 
the situation, Interested traders should be 
asked to join with the printers. 

Mr. H. C. Hill thought that of all the com- 
mittees formed by Government departments 
for various purposes the Royal Commission 
on Paper had been the most conspicuous 
failure. It had caused & most prodigious 
waste of paper, and it restricted the small 
user, leaving the greater users to do what they 
liked with what paper they could get. The 
more powerful interests had not hesitated to 
crush the weaker. The Commission had made 
regulations which had created а practical 
monopoly in one class of advertising as against 
all others. And now the Commission took 
power to decide the extent to which people 
should advertise, а most dangerous thing to 
advertisers and advertising men. If the germ 
of that power was allowed to take root and 
become a permanent institution, if that was 
what it meant, they were faced by serious 
dangers. There would be the faddists who 
were opposed to everything in the way of 
advertising, and there would be the difficulties 
of starting any new enterprise which, like 
Messrs. Selfridge's, would be built up by 
extensive advertising, carefully and wisely 
planned and of value to the community. The 
Board of Trade had shown the most appalling 
ignorance and want of sympathy with adver- 
tising. They had viewed it as a parasitic 
growth on business that people would be 
better without. The Board was not even 
consistent, for while one department was 
restricting advertising another was holding 
an exhibition in war time. 

Replying to a question, the Chairman said 
he thought under the Order а new business 
would be restricted from doing anything in the 
way of advertising by circulars or posters. 
Any of those present who knew Members of 
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Parliament should use influence with them 
and seek their support. 

Mr. Richards said they should press for 
more representation оп the Commission, 
including representation for retailers. 

Mr. T. Russell suggested that a letter request- 
ing support for their views should be addressed 
to all Members of Parliament. 

Mr. A. F. Shepherd moved the following 
resolution, which was carried unanimously : 


Developing 
“ EMPIRE RESOURCES " was the subject 
considered at the meeting of the Aldwych Club 
Debating Circle on October 23rd, when the 
chief speaker was Mr. Wilson Fox, M.P., who 
with Lord Milner was one of the founders of 
the Empire Resources Development Com- 
mittee. To the work and aims of this com- 
mittee Mr. Fox devoted his address. Sir Wm. 
Bull, M.P., presided. 

Starting with the assumption that when the 
war was over we should be faced with an addi- 
tion of about £6,000,000,000 to the National 
Debt, Mr. Fox showed the necessity of finding 
means to meet the intcrest thereon and to 
reduce the capital. Ordinary sources of re- 
venue, such as we now knew, would not be 


Mr. Bottomley on 
THE CONNAUGHT ROOMS, Great Queen 
Street, were crowded for the Aldwych Club 
lunch on October 24th, when Mr. Horatio 
Bottomley spoke on his recent visit to the 
Front, with various references also to his 
favourite theme of a Business Government. 
The chair was taken by Sir Henry Dalziel, 
M.P., who was supported on his right by Mr. 
Bottomley and on his left by Mr. J. S. Elias. 
Among others present were Sir Woodman 
Burbidge, Mr. Herman Darewski, Мг. J. M. 
Hoygge, M.P., Sir Hedley Le Bas, Mr. A. 
McCullum Scott, M.P., Mr. J. W. Pratt, M.P., 
Mr. W. В. Pringle, M.P., Mr. J. Roche, M.P., 
and Mr. Gordon Selfridpe. 

Sir Henry Dalziel, in introducing the guest, 
said they entertained that dav a great journal- 
ist, a great orator and a great Bohemian. It was 
a striking tribute to his popularity that the 
demand for seats had exceeded the records 
of similar occasions. No one who had witnessed 
the success of the great organ of public opinion 
of which Mr. Bottomley was the editor 
could challenge his claim to be a great editor. 
Mr. Bottomley had been a great advertiser, 
and he (Sir Henry) said to him once when 
John Вий was being started: “ You must 
be spending a great deal of money on your 
new paper." Mr. Bottomley replied: “I 
am not spending any, I am incurring a tre- 


“That the Paper Commission be requested 
to place in print before all users of paper the 
real position in respect to stocks and supplies, 
and before arriving at any Orders for the 
regulation of supplies and use of paper, all 
classes of users of paper should be invited to 
constitute a responsible committee with a view 
to presenting to the Paper Commission in 
concrete form the position and requirements 
and views of the various classes affected.” 


the Empire. 


sufficient for the purpose, and to effect that 
end it would be necessary enormously to develop 
the resources of the Empire. That must be 
done by the help of the State under suitable 
conditions, and by giving the State direct 
interest in tlie results. But the supporters of 
the scheme did not advocate general State 
interference with trade and industry. They 
must look for profitable openings to reduce 
waste and effect economies. "They must build 
up the productive power of the Empire on the 
widest basis. 

Captain L. S. Amery, M.P., Mr. Victor Fisher, 
Colonel Sir Hamar Greenwood, M.P., and Mr. 
Moreton Frewen also spoke. 


his Visit to France. 


mendous lot of liability." Не (Sir Henry) 
added that his advertising friends would 
recognise the subtle distinction. There was 
one period of Mr. Bottomlev's life in which 
he had been almost persuaded to join the 
Church, but he was proof against the suggestion. 
What the Church had lost journalism had 
gained. 

Mr. Bottomley, in the course of his address, 
said the club was earning the reputation of 
being the home of hustling hospitality. Its 
president was perhaps the most powerful 
man in England to-day. Is was said the pen 
was mightier than the sword. Whereas the 
ordinary soldier was limited to one sword, 
their president wielded at least a dozen pens, 
and wielded them to the benefit of the whole 
of the community. Proceeding to speak 
of what he had seen at the front Mr. Bottom- 
ley said he came back prouder than ever of 
their race and more confident than ever of 
a speedy and glorious victory for thcir arms. 
Having touched on the question of a Business 
Government as one of the lessons of the war, 
Mr. Bottomley said he was convinced they 
were infinitely nearer the end of the struggle 
than many of them believed. The spirit of 
the men was magnificent, and he thought they 
might eat their Christmas dinner in the enjoy- 
ment of peace once more. 


“A Nation of Shopkeepers.” 


AT THEIR meeting on November 6th Mr. 
Francis W. Goodenough, chief engineer of the 
Gas Light & Coke Company, and chairman 
of the British Commercial Gas Association, 
spoke to the members of the Debating Circle 
on “А Nation of Shopkeepers.”” Mr. Gordon 
Selfridge presided. 


Alluding to the fact that the phrase shop- 
keeper was regarded by some persons as 
rather a term of reproach, Mr. Selfridge said 
that in the United States the shopkeeper, or 
merchant, occupied the position of strength 
and importance to which his ability entitled 
him, and the term was not one of discredit. 


November, 1917 


THE ADVERTISING WORLD 


339 


He was anxious that the business man, ог 
merchant or shopkeeper should win for himself 
in Great Britain the position among his fellow 
men to which he was entitled. 

Mr. Goodenough asked the question : What 
was the objection to trade? The war was 
having the effect of breaking down the feeling 
of snobbism which separated one class from 
another, and they hoped it might further do 
so. Was the feeling due to the way in 
which sometimes trade was conducted? If 
that were so they must rémove the 
cause. The trouble might be that no standard 
of proficiency or training was required of men 
going into business as was demanded of men 
going into many callings. That, he thought, 
was one of the reasons why the shopkeeper 
did not take a better position. The business 
man must insist on education which would 
make for efficient business organisation, and 


they must raise the standard of service that 
they might have reason to boast of being a 
nation of shopkeepers. 

The Chairman, in thanking Mr. Goodenough 
for his address, remarked that in some of the 
colleges in the United States there were courses 
of instruction in business matters. The war 
debt of Great Britain would be paid by the 
commercial and not by the professional 
classes. 


A Triumph of Medicine. 


At the meeting on November 13th, Mr. 
Sydney Walton in the chair, Dr. Woods 
Hutchinson, an American physician, spoke on 
“ My Visit to the Italian Front." In it he 
described the wonderful advance made of 
late by the medical profession in reducing, 
to an astonishing degree, the amount of death 
from disease in the Allied Armies. 


SALES MANAGERS' ASSOCIATION 


Control of Retail Prices. 


THE WINTER Session of the Sales-Managers' 
Association opened with a dinner at the 
Holborn Restaurant on October 18th, Mr. W. 
Beable presiding. 

Dinner was followed by a debate, opened 
by Mr. Thomas Russell, on the motion : ** That 
the control by manufacturers of retail prices 
is inimical to sound sales management." 
Mr. Russell defined “ sound " sales manage- 
ment as extending right down to the final 
purchase of goods by the consumer. The 
function of a sales-manager, he said, was to 
sell the maximum of goods. Whatever raised 
prices diminished sales. High prices meant 
low sales. The expression "'anti-cutting," 
often used in connection with price-mainte- 
nance, showed the animus of the system, which 
Mr. Russell denounced as immoral, because 
unfair to the consumer; inefficient, because 
it taxed the consumer without benefiting the 
producer ; and unprogressive, because its whole 
tendency was to bolster up the inefficient 
retailer against the competition of the efficient. 

Mr. Russell said, in conclusion, that he was 
on the side of freedom in all things—free trade, 
free competition, and the free right of a 
shopkeeper to do what he liked with the 
goods which he had bought. 

Mr. E. S. Daniells, President of the Associa- 
tion, traversed the arguments of the зреаКе1 
in every detail. He denounced the immorality 
of price-cutting, which injured the reputation 
of advertised goods, being used by price-cutters 
as a bait to sell unbranded merchandise at 
higher prices than those charged by their 
neighbours. The price of Ingersoll watches 
had been raised three times during the war, 


but sales had nevertheless increased. There 
were shops in the neighbourhood where 
unadvertised watches were sold at three 


different prices in nickelled, oxidised or о 
cases, though the shopkeeper paid the same 
price for all three. Мг. Daniells asked how 


it would be possible to regulate the prices of 
unbranded goods. а 

Mr. Е. В. Jones said he was astonished that 
Mr. Thomas Russell could stand up and argue 
that the interests of sales-managers requircd 
the abolition of price-maintenance. He ob- 
jected to this being stigmatised as price-raising. 
Price-maintained articles, by standardising 
quality, protected the public, and the interest. 
of manufacturers who maintained prices 
compelled them to keep quality up to the 
mark. Counting the benefits received bv 
traders and the public from price-maintenance, 
it was amazing to hear anyone venturing to 
criticise it. 

A visitor asked whether the suppression of 
the small shopkeepers by the price-cutting 
competition of the large shops and multiple . 
traders would not place manufacturers at the 
mercy of the latter and of co-operative socie- 
ties, which were notorious for substitution of 
inferior goods, and for the low rate at which 
they paid their employés. 

In his reply, Mr. Russell said that adver- 
tising to the consumer would protect manu- 
facturers against the danger suggested by tlie 
last speaker, who was the only person to 
propound any real argument against the sale 
of goods at the natural price. Рисе-тат- 
tenance necessarily meant price-raising. Shop- 
keepers would not organise to keep prices 
down. Не concluded by saying that 
Mr. Jones, Mr. Daniclls and other speakers 
had made out an excellent case for advertised 
and branded goods, and by doing so imagined 
themselves to be defending something greatly 
different —namely, price-maintenance. As for 
the contention of Mr. Daniells that prices of 
unbranded merchandise could not be regulated 
it was only necessary to mention two unbranded 
articles which were sold at regulated prices in 
London at the present time—namely, milk 
and bread. 
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SOCIETY OF MOTOR ADVERTISING MANAGERS 


Co-operative 
AT THE meeting of this society, held on 
November 9th at the Aldwych Club, Mr. L. 
Brandes (Messrs. Straker Squire) read a paper 
on ‘Co-operative Advertising: Mainly 
Abroad.” Mr. Emest Reinhold presided. 

Mr. Brandes said that in advertising the 
individual note was generally uppermost, and 
he wished to show what was done in the way 
of co-operative advertising in the United 
States—the typical country of original adver- 
tising enterprisc—in the case of the California 
fruit growers. There were about 8,000 such 
growers, ranging from **one man shows" to 
wealthy trade corporations. "Their advertising 
campaign had to range from absolute luxuries 
to kitchen garden produce. The example of 
those 8,000 co-operators was the more relevant 
because sometimes they had gluts and some- 
times the reverse, and the fact that the scheme 
had been running for a number of ycars showed 
that it must be financially sound and yielded 
satisfactory results. The scheme he (Mr. 
Brandes) proposed recommended the adver- 
tising in a national way of the whole of the 
British motor manufacturing resources in the 
world's international markets. No doubt 
there were pitfalls, but he believed they could 
be overcome. 

The question came under five heads :—1, 
Formation of a fund, etc. ; 2, Control of fund 
by a committee ; 3, Utilisation of experienced 
specialists for every foreign country to be 
worked ; 4, Scheme of distribution of inquiries 
received ; 5, Commercial exploitation and 
following up Of inquiries received to such 
a point that it can be handed over to the 
individual participants. As to the fund, a 
minimum subscription of, say, £100 for each 
participant appealed mostly to him. The 
method in vogue in the U.S.A. of levying а 


On November 17th The Birmingham Gazette 
produced its 176th anniversary number, and 
we offer to our contemporary hearty con- 
gratulations on attaining such a remarkable 
age, coupled, as it is, with a splendid virility. 
In every sense of the word The Birmingham 


Gazelle is а live paper. In honour of the 
occasion a special issue, running to sixteen 
pages, was produced, and it contained 


Advertising. 

percentage on turnover seemed too complicated, 
at least for a start. The fund would be con- 
trolled by а committee. 

The propaganda should be of a trial duration 
of, say, twelve months, and take mostly the 
form of inspired and paid-for editorials, the 
usage of the British Motor and Allied Trades 
badge in all display advertisements, and as a 
preliminary canter, in order to test the feasi- 
bility of the scheme, he suggested concen- 
trating for a pre-determined period on one 
particular country, and as a choice he sug- 
gested Spain. 

Similar schemes in other industries had been 
wrecked by petty jealousies aroused in the 
distribution of the inquiries received, and in 
the commercial exploitation and following up 
of the new trade possibilities. Advertisements 
must give the address of the commercial 
attaché in the country in which the advertise- 
ment appeared and the Board of Trade would 
help in distributing enquiries to names on 
their lists in accordance with the articles 
asked for. 

From advertising they could go on to a 
co-operative selling campaign, and this must 
be well managed or advertising would be 
wasted. 

In conclusion Mr. Brandes urged his hearers 
to be prepared for the new conditions which 
would prevail after the war. 

In the discussion which followed Mr. Webb 
expressed doubt as to the wisdom of placing 
orders with commercial attachés. Mr. Dela- 
cour thought that the principle of co-operative 
advertising should not,be difficult of applica- 
tion to their industry and he considered it 
might be taken up by their society. In 
Germany the system had been successfully 
applied. 


features of exceptional interest. One of 
these was entitled “ Birmingham’s Story 
of the Year—a Record of Achievement,” the 
contributors including the Lord Mavor of Bir- 
mingham, the Lady Mayoress, Mr. Neville 
Chamberlain, Sir Whitworth Wallis, two pro- 
fessors of the University, and several members 
of the City Council. The anniversary issue 
had a very fine show of advertisements, 
national and local. 


MARTHA AND MARY 


each has her favourite paper. 


You can only 


reach Daily Sketch readers through that 


paper. 


you are neglecting them. 


If you do not use the Daily Sketch 


Think it over. 
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THE POPULAR MONTHLIES—OCTOBER 


(DISPLAY AND CLASSIFIED—PAGES) 


Strand | Cassell's | Qwiver | Mor | ск Nash's Ы Pearson's| Windsor 
SN pest ce e e | Е FU шк epe qup, 
631 401 34$ | 293 | 131 204 | 24$ 23$ 283 
| $ World пий А 
Connoisseur wide od M | Royal | Grand ‘Novel Мах. London Сера 
38} | 264 | 144 17} | 163 | 174 | 16 41} | 10 
Special Note—Insets are not included. 
PROVINCIAL NEWSPAPERS—(Penny) 
(COLUMNS) 
Bristol Times 
Date and Mirror and Mercury 
^m 2 = > Д w >| rm > > т 
Sa A = E FEET: Е 
= ш Кы wL = v, ол 
1917 za dá E ZA SAHA g 
— | | |  —— үт, m" = 
Sept. 24 |1 3 | 114 4 | 1] 118 63 
25 |21 2. 11] 3 $ 53 104 
26 | 12 | 33 104] 21 14 74 8 
27 |44| 3 | 104 : | 4 7 6 


Oct. 


* Including Auctions. 5128 or Согоммѕ: Bristol Times and Mirror, length, 24 ins., width, 24 ins. Glasgow 
Herald, length, 244 ins., width. 24 ins. Sheffield Daily Telegraph, front раве, 21 ins.: inside, length, 23 ins., 
width, 2$ ins. Liverpool Рау Розі, length, 24 ins., width, 23 ins. 


N.B.—In the case of some of these provincial publications we have not been able to check 
the figures given, and in consequence do not accept responsibility for their accuracy. 
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We shall be pleased to answer any queries addressed to us by American corre- 
spondents, and to furnish them with any exact information required. Detailed 
reports of the market conditions affecting particular commodities will be furnished to 
responsible enquirers. Replies of general interest will be published in this Supple- 
ment, others will be forwarded through the mail. Communications should be addressed 
to (Transatlantic) Information Bureau, THe ADVERTISING WorLD, Sardinia 
House, Kingsway, London, W.C. 

Advertisements in this Supplement are censored by us ; and statements made in 
them may therefore be accepted without reservation. 

iu óc 2269 Holborn. Bus dedi and Cables : “ Adverwarld, London." 


TELL THEM ALL ABOUT IT! 


| RITISH consumers believe that all British-made 
W9, articles are the best of their kind in the world, 
W| and that all foreign-made articles are mere 
| imitations to be tolerated because they are 

ү; | apt to be cheap, but for no other reason. 
Куч Б Л | This idea, which consciously or sub- 
Ф 4 JF| consciously dominates the minds of the vast 
| majority of the people to whom they must 
appeai—is one which American traders in the 

Brit:sh market must seriously take into account. 


It represents а prejudice that will cause every one of their 
claims to be heavily discounted unless it is properly met. More 
especially will this be so if whatever American article may be in 
question is indeed offered at a lower price than that to which 
British purchasers have been accustomed. 


Ап unfamiliar cheapness is not in itself a sure attraction in this 
country. That the best is really the cheapest is a firmly held article 
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of faith here, and unless full assurance of quality can be given, the 
lowest price in the world will not induce any to purchase but those 
driven by dire poverty. 

А cheapness that is not fully accounted for will cause even the 
most excellent article to be suspect—the success of the sportsman 
who wagered that a trayful of sovereigns could not be sold at a penny 
each in a couple of hours on London Bridge may be remembered. 


This is more or less true in relation to purchasers everywhere ; 
it is nowhere else so true as in Great Britain. 


Therefore the trader who is able to put on the market a standard 
article at less than what has come to be regarded as the standard 
price will do well to explain precisely why he is able to do so at the 
outset, and to explain again and again at frequently recurrent 
intervals. 


The reason for the low selling price of his specialty may be the 
exceptionally favourable situation of his factory—unusual facilities 
in the matter of raw material supplies ; complete standardisation of 
material and methods ; high efficiency in factory organisation ; most 
modern equipment in plant; huge output. 


Any or all of these may afford more than sufficient explanation 
how it comes to pass that the highest quality and the lowest price 
can both characterise the same article. 


But how and why it is that these things enable a first-rate 
article to be sold at а third-rate price the ordinary consumers will not 
understand unless the most patient and detailed exposition of the 
whole sequence of cause and result is laid before them. 


Advertisers who are able to offer sound goods at & moderate 
price can adopt no more useful plan in their endeavour to gain the 
goodwill of the consumer than to describe the methods of production, 
and, in some cases of distribution, that enable them to give such 
good value for money. If they can support their own statements by 
some authoritative and independent testimony so much the better. 


By thus taking the public into their confidence advertisers 
could disarm prejudice and anticipate criticism. Their openness and 
straightforwardness will of itself carry them а long way into public 
favour. By showing that they have nothing to conceal they will 
invite, much to their own advantage, comparisons with more reticent 
competitors. 


It does not require very close investigation to reveal the fact that 
there is à growing demand for advertising of & more definitely 
informative character. The public is becoming more and more 
sceptical of unsupported statement and self-recommendation. Even 
in relation to old-established and familiar branded commodities this 
tendency plainly shows itself. Naturally it is much more pronounced 
when a novelty is in question. 


The future will find the advertiser who cannot or will not ** show 
cause " for every claim that he makes ever more and more dis- 
regarded. The effect, powerful as it has been found to be, of mere 
" general publicity " and *''reminder" advertising will become 
progressively smaller. То be successful every advertising campaign 
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REVISION 


OF THE 


ADVERTISEMENT RATES 


FOR 


HE. increase in the circulation of “John Bull,” 

coupled with the rising cost of production, render 
it necessary for us to announce a further change in our 
advertisement rates. 
Commencing with the issue dated February 
2nd, 1918, the charge for trade announce- 
ments will be at pro rata of £250° per page 
for the back cover, first white page, and 
pages reading matter, and £9** per inch in 
column form next matter (3 cols. to page). 


Recent circulation figures are :— 


September 1 CH" 1,499,342 
October 6 ... = -— 1,654,812 
November 17 "m A" 1,728,495 


Our new rate works out at less than 3s. per page per 
thousand, and the journal is still the cheapest-rated 
periodical in the world. 


Orders at the current rate of £200 per page | 
will be accepted for insertion up to and in- 
cluding January 26th issue (space permitting), 
but beyond that date all insertions must be at the 
neto rates of £250 per page and £90 per column 


PHILIP EMANUEL 
Advertisement Manager 
á ODHAMS, LIMITED 
» $1,250. 85-94 LONG ACRE 
$45. LONDON, W.C.2. 
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will have to be primarily educational: that is to say it will have to 
provide exact information and teach the public how to reason 
from it. 


At the present time openly informative advertising is all the 
more effective in Great Britain owing to the habitual reticence of so 
many British manufacturers and traders. They have been so 
accustomed to rely upon “ the goods " as their own recommendation 
in the past that they do not realise that even the best wine needs all 
“ the bush ” it can get in these days of keen competition and critical 
consumers. 


We should welcome an outburst of frankly informative American 
advertising in Great Britain for no reason more emphatically than 
because it would do something to convince our home manufacturers 
and traders that the time for relying wholly on “ general publicity ” 
has gone by. 

Meanwhile the American advertiser who enters the British 
market has a great opportunity to make a position for himself and his 
commodity by being more explanatory and communicative in his 


The Advertising World 


methods than is common here. 


The opportunity will not always exist, for British business men 


are more widely awake to-day than they ever were before. 


But it 


exists now for whoever has the enterprise and intelligence to take 


advantage of it. 


SOME OPPORTUNITIES AND THE 
etmi WAY TO SEIZE THEM mulu 


Notes of an Interview with Mr. V. J. Reveley, а worthy 
connecting link between American and British Advertising 


“EVERY ADVERTISING proposi- 
. tion," said Mr. Reveley, “ 15 so much 
a thing by itself that it is not at all easy 
to speak of advertising problems in 
general terms without danger—without 
some danger—of being misunderstood. 

“А great many of the failures of 
advertising are in fact caused by the 
assumption that the methods that have 
proved successful in the case of one 
commodity, or of one market, will of 
necessity prove cqually useful in 
another. 

“ This is a capital error, but one that 
it is fatally easy to fall into. The temp- 
tation to try to repeat a success often 
proves irresistible. Moreover, the adver- 
tiser who has succeeded in one instance 
is very apt to be intolerant of advice and 
disdainful of criticism when embarking 
upon a new venture. 

** The advertiser will always be taking 
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unnecessary risks unless he sedulously 
preserves an open mind and is eager to 
utilise the information and assistance 
of those who, in their own fields of 
action and experience, ought to be 
better equipped than himself. Particu- 
larly is this the case when he sets out to 
operate in a market unfamiliar to him. 

" In many ways the American and 
British markets are so similar that the 
differences. between them are often 
overlooked. 

‘* The chief of these differences is that 
imposed by the huge area of the one 
market and the small area of the other. 

** An enormous number of Americans 
are bound to rely upon advertising when 
bent upon purchasing either necessaries 
or luxuries. There is no well-supplied 
store within their reach. It is not so in 
Great Britain. The British people are 
so closely packed within, their own. 
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CHICAGO FROM THE LAKE 


The United States 


and 


The United Kingdom 


are daily becoming more closely united by the 
increasing intercourse of their peoples. The friendships 
which are being forged in the great furnace of war 
will have a salutary effect on the future business 
relationships of the two great English-speaking races. 


Already an immense chain of business houses are 
linking the resources of the two countries for the 
common needs of the Military, and looking forward 
to the days of peaceful industrial development. 


THE DAILY MAIL 


will prove to manufacturers: desirous of instituting 
branches in the United Kingdom a powerful factor 
to success, 


Its influence is of a thoroughly national character, 
and is the premier power in any advertising campaign 
in the British Isles. 


CARMELITE Ned LONDON, 
HOUSE, E.C. 
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tight little island that practically all of 
them are "within easy reach of an 
important marketing centre. 

" Consider what this means. Millions 
of Americans have no other guarantee 
of the quality of the goods they purchase 
than that afforded by the advertiser's 
name or brand. They purchase on the 
strength of claims convincingly set 
forward in Press advertisements, cata- 
logues or booklets ; and if satisfied with 
the goods are thereafter customers that 
the advertiser can rely upon. 

“The reliance of the customer is 
placed upon the brands which mark the 
goods that have met his approval. The 
advertiser is thus enabled by direct 
advertising to the 
consumer to build 
up a goodwill that 
is of stable and 
unassailable 
value. 

" In Great Bri- 
tain the majority 


е 
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“Му son, deal 
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is very likely indeed to meet with 
disaster.” 

* There is another important effect 
of the difference in area size between the 
British and American markets which 
it is important to note. 

"'The advertiser who wishes to 
‘cover the country ' by means of Press 
advertising has in Great Britain a group 
of ‘ National’ dailies that can offer 
him a great proportion of the facilities 
he requires. Usually he will have to 
use other media as well, but these 
great dailies will provide him with 
the principal part of his requirements. 

** It is, of course, not so in America. 
The area of the country is there so vast 
that a daily Press 
with anything 
approaching a 
national circula 
tion is a practical 
impossibility. 

" Consequently 
the advertiser who 


of the people desires to appeal 
when they are e to the whole of 
buying go to а with men who the American 
shop for the goods eonstituency finds 
they require. advertise, you that the great 
There is always a j magazines and not 
shop close at ll the newspapers 
hand. wl never lose are the best, and 
“They patronise indeed the only, 
one shop rather by it.” means by which 
than another he can attain his 
mainly because Benjamin Franklin, object. 
the shopkeeper, . "To the posi- 
or his representa- я tion attained by 
tive, has won the leading 
their esteem and American maga- 
they have come zines we have no 
to believe that parallel in this 
he can be trusted country. Wenever 
to deal fairly with them. They are shall have, for purely geographical 


very prone to rely, in short, morc upon 
the retailer than upon the brand as a 
guarantee that they will obtain good 
value for their moncy. 

“ Consequently, the value of the 
direct advertiser's goodwill in Great 
Britain is often dependent to a much 
greater extent upon his relations with 
the retailer than it is in the U.S.A. 

** The advertiser who attempts to do 
business in this country without making 
the establishment of good relations with 
the retailer one of his first considerations 
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reasons. 

“The majority of these magazines 
are carefully printed on good paper, 
and the most delicate and complicated 
work of the artist or designer can be 
reproduced in them in perfect style. 

" This has had a profound influence 
in determining the nature of the displavs 
most favoured by national advertisers 
on the other side of the Atlantic. The 
artistic value of many of them is far 
grcater than all but a few exceptional 


examples produced.on this side. 
(Continued, on page X) 
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The senes of letters which are being published month after month from American Firms 
and Agents, whose advertising appropriations represent no mean figure, praising the 
Erwood Agency, should interest all advertisers seeking High-Class, Result-Pulling, and 
Novel Advertising Service. The following is another of the series :— 


WYLIE B. JONES ADVERTISING AGENCY, 
BINGHAMTON, N.Y., U.S.A, 


W. L. ERWOOD, LTD., August 28th, 1917. 
ЗО Fleet Street, London, E.C., England, 
Gentlemen, —In the past ten years we have 

recommended at least half dozen of our clients who 

were starting business in Great Britain and her 

Colonies to place their business through you, and 

in every instance our clients tell us that you have 

handled their business in a very satisfactory way. 

One point that was brought especially to our 
attention is the way in which you have taken their 
American copy and Anglicized it, as one might say, 
зо that it was adapted to your markets, Many an 
American advertiser has lost his foreign advertis- 
ing expenses by not having his copy adapted or 
rewritten to the needs of other countries. 

The writer has visited your offices on Fleet 
Street and personally investigated your system for 
sending out orders, checking insertions, and paying 
the publishers, and was well pleased with the 
businesslike way in which every department in your 
large business was handled, 

In some ways it would be an education for 
American Agencies to see the methods in use by you 
that minimize the expense of handling business and 
of avoiding mistakes, 

We take pleasure in recommending your Agency to 
American advertisers who think of placing business 
in Great Britain or any of her Colonies, We feel 
confident no other Agency can give better service, 
and few can equal yours.—Very sincerely yours, 

WYLIE B, JONES ADVERTISING AGENCY, 
(Signed) Wylie B. Jones, President. 


The Erwood Agency is an old-established concern, with ramifications all over the world. 
If you want advice on British, Foreign or Colonial Advertising, consult Mr. V. J. Reveley, 
the Managing Director. 


W. ES ERW OOD, L IM | TEL 


International Advertising Specialists d Commerce Prornoters 
30, 31 & 32, FLEET STREET, LON DON, ENGLAND 


Telephone: Holborn 1195, Telegrams and Cablegrams: " Banningad, Fleet, London,” 
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THE NORTH-EAST COAST 


(Tyneside, Wearside, Tees-side) 
SHEFFIELD 


and 30 miles radius 


BIRMINGHAM and the Black Country 


The Big 
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Right in the First Flight 


of the most powerful mediums in the king- 
: dom, the BIG 3 will prove their value to 
space users who are desirous of reaching the 


buying public inthe BUSY 3. 


The BIG 3: 

“The Northern Echo." 

* The Sheffield Independent." 
“ The Birmingham Gazette.” 
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London Offices : 
17 BOUVERIE 
STREET, 
E.C.4. 
'Phone 5107 City. 
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" Our efforts have of necessity been 
directed mainly to achieving the best 
results possible within the limitations 
imposed by quick printing on ‘ news ' 
paper, and in this field we can challenge 
comparison with any of our contem- 
poraries the world over. 

“Т mention this as one of the chief 
reasons why so often the kind of 
display that has been found very 
successful in America proves to be 
unsuited to the conditions of British 
advertising. 

" In the matter of copy, too, it is 
seldom that what has been used in 
America will serve its purpose here 
without some modification. Apart 
from idiomatic differences in the speech 
of the two countries, there are number- 
less cases where words themselves 
have different shades of meaning ; so 
that unless American copy is ‘ trans- 
lated ' it may often, to British readers, 
surround the advertiser's proposition 
with an undesirable ‘ atmosphere.’ 

" It will be understood that I am 
passing no adverse criticism upon 
American copy when I say that in 


practice I have seldom found it ad- 
visable to use it in a British campaign 
without a fairly free re-handling. 

* Before the American advertiser who 
makes his entry into the British 
market in a businesslike and intelligent 
manner there are, it need hardly be 
said, greater opportunities to-day than 
ever presented themselves in the past. 

“ For one thing the American who 
attempts to do business in this country 
will have no nationally prejudiced 
opposition to overcome, but will on the 
contrary be assured of a warm welcome. 
This means much more than it would 
be easy to set down in words, for a 
prejudice is a great deal more difficult 
to break down than a reasoned objection. 

“Then during the reconstruction 
period there will be such а huge demand 
for all kinds of commodities that no 
article of genuine utility, if it is known 
to be available, will be likely to lack 
purchasers. 

"]t must be remembered that 
practically every household in this 
country will require to be more or 
less refitted after the war. Since 


Great Britain’s Premier Illustrated Weekly. 


A HOUSEHOLD WORD 
for nearly half a century, * The Graphic" has 


held its own ш all intelligent homes, and as 


such offers a unique opportunity to advertisers. 


The life of every issue at the time of its publi- 


cation has been estimated at from five to six 


months. 
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(ONE of the most remarkable changes 
that the great war has brought about 
1s the disappearance of the quasi-religious 
prejudice against the Sunday newspaper. 


The imperative need of knowing the 
latest news from the various theatres of 
the war has broken down barriers that 
seemed impregnable, and the Sunday 
newspaper has found its way into 
thousands of homes from which here- 
tofore it had been rigidly banned. Nor 
will the door, once opened, be shut 
again, for the perusal of a paper that, 
like 
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has consistently conformed to the highest 
standard of journalistic tradition, and 
has endeavoured to give its readers not 
only all the news of the day, but autho- 
ritative and informative articles on the 
great issues of the hour, must bring the 
conviction that such an organ of opinion 
is indispensable to the thoughtful and 
intelligent public. 
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August, 1914, household repairs and 
renewals have been so much neglected, 
owing to the diversion of all our 
financial and industrial resources to 
war purposes, that there will be an 
absolute necessity for general re-equip- 
ment at the earliest possible moment. 
“The same applies to numberless 
commercial establishments, quite apart 
from the vast amount of all kinds of 
manufactures that will be required 
for such reconstruction in this country, 
and conducted from this country in 
Continental fields, as comes under the 
head of public works." | 
“With all this reconstruction and 
re-equipment in prospect—and most 
urgently to be demanded as soon as ever 
it comes within the bounds of possi- 
bility—it is perfectly plain that there is 
practically no kind of advertisable com- 
modity that could not be placed upon 
the British market at the very earliest 
moment when shipping facilities are 
available, withevery prospect of success. 
" Let me suggest a few classes of 
American commodities which occur to 
me as particularly likely to commend 
themselves to the British public : 


“ All sorts of toilet fitments, which in 
point of view of beauty and utility 
excel those manufactured in this coun- 
try. 

** Office fitments of every kind. 

“ American confectionery. 

“ Gas and oil heaters. 

" Gas generating plants for country 
houses. 

“ Portable buildings of every descrip- 
tion. 

* Toilet articles and soaps. 

“ Labour-saving devices of all descrip- 
tions both domestic and general. 

* Motor grass mowers, which can be 
seen all over America in use on golf 
courses and gentlemen's estates; they 
effect an enormous saving in labour, 
time and expense, and are practically 
unknown in this country. 

“ Labour-saving devices that can be 
found in use in almost every American 
garage, which are practically unknown 
here. 

“Tinned soups and other tinned 
edibles, baking powders and cereals of 
all kinds. 

" Paints and varnishes of every 
description. 


Billposting for Beginners 


[{ you do not know the ropes, you need 


the Service Billposting Contractor. 


If you 


do know the ropes, you know that the 
Service Billposting Contractor is indispensable. 


New-comers are invited to consult us, without charge or 


obligation. 


We are the Service Billposting Contractors for the 


United Kingdom—London included. 


ETAILED COSTS, town by 

town, and all practical informa- 
tion for Advertisers will be found in 
Mr. Cyril Sheldon’s great book 


BILLPOSTING 
PRICE 11s. POST FREE 


The only manual in existence. 


РЕ. = 2 E AM ж. 
“ N $ ~ 4 f "w 
D % | "1! T - Ame. Р, 
C." la 7r. сч» 5^ & 
“eas ‘A > $ { 1 ^ i 4 | 
LS } - | r 1 $ | а, 
b " "" ta ^ А и І -— t 
ы v d. 25°. Map sao і e 
E ==; — < — B E P "d 
wa C » у А. mien end 
А 7 


Y. 


85-87 COOKRIDGE ST., 
LEEDS 


XII 


November, 1917 


The Advertising World Special Supplement 


DOUBLE FRONTS 

re | 21"х 33" 

wis £8 PER PAIR PER ANNUM 
Jr 36 ~ < ~ WEEK 


STAIRCASE PLATES 
19х38" 
TOP PLATES #2 РЕВ ANN.. 
CENTRE PLATES £20- >: 
BOTTOM PLATES £3 =“ = 


SIDE 
CAN BE USED FOR EITHER 
PLATES OR POSTERS. . 


PLATES 12'6'*23 £|3 PER ANN. . 
POSTERS 12’0”х21” 6/- PER WEEK. 


FOR RATES AND PARTICULARS 
APPLY TO THE ADVERTISEMENT MANAGER 
THE LONDON GENERAL OMNIBUS COMPANY, LIMITED. 
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“ Porcelain baths and wares. 
“ Branded oranges and dates. 
** Self-generating gas lamps. 
** Oils of various kinds. 
“ Petrol savers and substitutes.—All 
- sorts of inventions in connection with 
motoring. 
** Cooking apparatus. 
“ Every type of American motor саг. 
“ Engineering of many descriptions. 
* Tractors, ploughs, and every class of 
agricultural implement. 
“ I do not, of course, suggest that in 
these lines American advertisers will 
have no competi- 
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and selling points is essential until a 
market has been more or less captured, 
and until the commodity has become 
generally known they must hark back to 
their method when they first introduced 
their commodities to the American 
public, and have their publicity propa- 
ganda modelled generally on some- 
what similar lines to that used then. 
It is fatuous to imagine they can con- 
tinue here from the point they have 
reached in their American methods. 
Of course, some American firms use 
nothing but educational advertising, and 

to such this does 


tion to meet from not apply. 
temporaries—they an increased 
will probably have amount of Ameri- 
keener competi- Britain is veritably can advertising in 
tion to face in the this country would 
future than they another world to ше prove beneficial 
ever had in the stay-at-home Ameri- to the British ad- 
past — but they cans. Not only are the vertising indus- 
will have certain obiective fact f try. 

И аР es “ Тһе attitude 


advantages in pro- 
ducing and selling 
many of the 
classes of goods I 
have mentioned ; 
and in any case 
the demand will 
be so extensive 
that there will be 
plenty of room 
for them as well 
as our own manu- 
facturers. 

“ Many Ameri- 
can advertisers are 
inclined to think 
that because their products have been 
given a large amount of publicity in 


ethe States’ such publicity has 
procured for them а world-wide 
reputation. They therefore imagine 


that educational advertising is not 
necessary when appealing to the 
publics of foreign countries. This is a 
mistake which has cost many an 
American firm a fortune to correct. 
Advertising bristling with arguments 


everyday existence un- 
known to them, but 
they are generally un- 
aware of the little 
amenities of the out- 
look of the man in 
the street. 
FRANK DILNOT. 


of the American 
business man to- 
wards advertising 
is one which 
might with  ad- 
vantage be more 
generally adopted 


over here. 
* In America 
advertising is 


generally under- 
stood and re- 
spected—here it is 
often still regar- 


ded with suspicion 
and distrust. In America, too, the 
advertiser is always out to get 


the best in the way of advertis- 
ing materia and service—here Һе 
is usually looking for the cheap- 
est. 

* This being so, his example, when 
brought closely under the notice of our 
own advertisers, should strongly make 
for the betterment of British advertising 
in all its departments." 


Publisher's Note 


With the first of these Supplements we sent a letter requesting firms who received them to 


let us know whether they were interested зп the export business. 


We have had many replies 


thanking us for the Supplements, and asking us to continue to forward them as they were 
found to be of great service, bub from some of the recipients no reply has come to hand. 
As the edition is limited and the demand considerable we can only forward copies to those 


who express a wish to receive them. 
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particular interest to the 
Y» m D “ 7. ED "» $ рр . gs - = А " жи - &- » 
| British Manufacturer from OUI U.S.A. Associate House. 


JOHN HADDON & CO. 


| This month we publish a note of 


There are Three Million Motor Cars 


in use in the United States. 


There are less than 300,000 in use in Great Britain. One person in 
thirty-three affords a Motor Car in America—only one in about 200 
affords a Motor Car in Great Britain. 

The United States has a greater spending power than has 
any other country : she consumes more per head of nearly every 
product of labour. Wages are from 40% to 75% higher in 
America than in England. Her standard of living and scale 
of wages are the highest in the world. Her prolonged neutrality 
has accumulated for her National assets of £1,400,000,000 and 
three-quarters of the world's supply of gold. Irrespective of 
current exports America's imports for one month (May, 1917), 
exceeded those of the corresponding month in 1914 by £ 23,289,130. 


The United States is the logical field for British Export Trade 


— — M EEUU оны 


What is generally accepted to be the most perfect method of marketing goods exists 
in the United States, and it is made possible through the medium of its specialized 
press. Americans are a reading public. No other country has so many publications— 
there are 25,000 periodicals published in the United States. 

Apart from this, Americans are the greatest advertisers in the world. They BELIEVE 
in advertising. The average American manufacturer of a staple article could not 
prosper unless he advertised. The consuming public of the United States expects 
him to advertise, and so standardize his product. 

The present association of Great Britain with America bespeaks vast possibilities. 
The wave of sympathy for Great Britain which has permeated the United 
States on its entrance into the war, further cements the friendship of the two 
great countries and batters down what formerly were obstacles to trade. Now is 
the time for British Manufacturers to take advantage of the situation thus created. 


J. ROLAND KAY CO. 


INTERNATIONAL ADVERTISING AGENT 
SPECIALISTS IN PUBLICITY IN THE UNITED STATES, 
CONWAY BUILDINGS, ~~~ CHICAGO, U.S.A. 
ASSOCIATE HOUSE OF JOHN HADDON & CO. 
Багар ee in the с? of London in pores 
SALISBURY SQUAR L 


E. ONDON, E.C. 
AND AT SYDNEY, CAPE TOWN, CALCUTTA. BUENOS AIRES 
— AND RIO DE JANEIRO, ——————— 


We invite correspondence to, and consultation in, either 

London о! 'hicagso from any interested i Trade Develop- 

Londo " Ga So Í 1 y interested in Trade Dev i 
ment between the two Countries. 
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MARKET POINTERS 


[uli [ILLUD 
In Reply to In Reply to 
“Т. W. Co." * McDermott." 

It would certainly be very unwise to Our opinion is that you would do best 


leave the * trade" Press out of your to find out the right man to handle your 
calculations. The leading trade papers proposition here—come over yourself 
occupy very and look for him, 
strong positions . if possible—and 
in their several then lcave him as 
spheres, and are free à hand as 
& recognised | possible. 

medium of com- dá You don't know 
munication be- the market, and 


tween the manu- cannot operate 


facturer or “Be deliberate except through 
wholesaler and the someone who 
retailer. That it e does. The problem 
pays to utilise the ш your plans resolves itself into 
influence that А a question of your 
they command and bold in exe- ability to select 


a competent ad- 
viser, and willing- 
ness to back your 


cannot be ques- 
tioned. ә 94 
No doubt it is cuting them. 
possible for an judgment by 
aggressive and giving him a fair 
energetic adver- H. GORDON SELFRIDGE. chance to make 
tiser more or less good when you 
to force the hand have done so. 


of retailers, but vd If he fails to 
it is bad policy to justify reasonable 
doso. То gain the Е. expectations after 
goodwill of those an  unhampered 
through whom his trial, blame your 


goods are finally distributed to the con- own judgment, and say good-bye 
sumer is worth the expenditure of much to him; if he succeeds don't let him 
labour and money in this country. We ро because he is making too much 
may refer you to some observations of money out of your proposition, and 
Mr. Revelcy, who is *interviewed" in somebody else is willing to handle it 
this issue bearing on this point. for less. 


N.B. 


НИ DU. Ск LAG xw" >. 


Б 9 SS ia Ss Se SS аа => РИ ЕН РЕ — 5—8 


E particularly direct the attention of our American readers to the service 

that can be rendered them by THE ADVERTISING WoRLD Information Bureau. 

They may be assured that whatever advice or information it offers 13 given by an 

absolutely independent authority, and is not influenced by a regard for any interest 
other than that of the enquirer. 

Everything the advertiser requires to know about the British market and the most 

practically useful methods of operating in it we are in a position to supply to responsible 


applicants. 
The A. W. Information Bureau, 


Sardinia House, Kingsway, W.C.2. 
XVI November 1917 
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The Season s C. omplinicnts. 
| R. PUNCH and [КУЫШ 


EIN tisement Manager extend 
ү the Season's Greetings, 
sincerest Good Wishes for 
| | 
ШОМА a Happier New Year and their warmest 
D o thanks to the hundreds of Advertisers, 
| US Advertising Agents and Advertising Man- 
B iC 


| 

DA. 

a | | x» 
Hs 

| 

| 


, 


\ agers’ who have so willingly helped in 
V making 1917 the TENTH consecutive 
tw В year of notable Increase of Advertising 
d v Revenue. 

дү Punch Office, 


Nineteen Seven- 
teen. 


А December ДЕ”. 
\ [ Ay | | №: Twenty-fifth, + —77 


Advertisement Manager, ** Punch.” 


EP dd V dee 


Unique service in the 
North and East Lam 
cashire field 15 afforded 
by the " Northern Daily 
Telegraph " by reason of 
($ net. sale being un- 
equalled by the combined 
net sales of all other daily 
or weekly newspapers 


within the area. 


And North and East 
Lancashire holdsathickly 
populated industrial 
community, whose wage- 
earning capacity is not 
exceeded by the workers 
of any other part of the 
kingdom. 


Head Office 
BLACKBURN 
London Office 
85 FLEET STREET- 


Digitized by Google 
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QTIOD АНА 


ШШШ -- 


In the above booklet we show the various screens 
used in the production of Half-Tone Blocks, with 
explanations on the best screen to use for tbe 
purpose for which the block is required. 


RAV кз е 
Somers Bodl 


All naera of Blacks should. «end 
for a сору of this neeresting 
Heohlet, It i FREER upon 
application to. Head Ottice 
SKETCHES, PHOTOGRAPHS, HALF-TONE, 
NE AND COLOUR BLOCKS PRODUCED 
FOR ALL PURPOSES. 


PRESS ETCHING CO., LTD. & 
12 WINE OFFICE COURT, 
FLEET ST., LONDON, Е.С. 


Telegrams : 
Ibo 2907-8. "" Collotype, London.'' 


ПЕ pnt TUOS o P Bp C E n n 


tion Box-lops Labels | 
Cartons verset 


$ 


ЗЕЕ PERE АИС CIARA o O ИАА 


ШИ ПАДОНКЕ PR Bn TT T TATO 


- 


kE 


ТВОИ UE А КНЕ ШЇ ШШ И ИЩ ШИШЕ t etta ИШЕ А lic ИШЕ ER 


AFTER THE WAR Б OVER. 


what will your position be in comparison with your trade rivals ? 


In some way or other you must advertise to hold your trading status апа build 
a bigger business to meet the war taxation which will fall heavily от the retail 
trader for many years to come. 

What amount in cash do you get bach cach week for the 
money vou spend on advertising ? 
The cost of all your publicity should be “a paying investment, or if merely an 
expense, tolerated " to keep your name up," should be entirely eliminated. 
The progressive retail advertisers who formed the A.R.A. " combine " have 


secured their advertising appropriation against problematical results. One of 
them, wien sending a Requisition for more copy, voluntarily wrote as follows :— 


dois а pleasare for us to entinst this work te von, is arc know from 


ШЕШШ 


WEE i ШИШИК ИШ А ЛИЛ И ИШ ШЕ 


| 


pest. capeiience that the tone of the copy mill be such that the 
- H . 4 ДЈ 
advertisements we now rcquire will be real business bringeis. 


Has your advertising that character 2 If not, why not " retain " the A.R.A. as 
your advertising advisers > 


WHAT ARE YOU GOING TO DO ABOUT IT 


ASSOCIATED RETAIL ADVERTISERS 
= 34, ESSEX STREET, IN THE STRAND, LONDON, W.C.2 


е 9 


m" АА А eni АВЕ 


АКЕ ИТКОН КЕИПИН UNDE 


quU 


At your service, if not already "retained " for your town and trade. 


ШШШ 
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The Clearing House for Advertising Men 


This Bureau will furnish employers (free of charge) with full particulars of the 
qualifications and experience of suitable men for any position they have vacant. 


Advertisng men desiring appointments can have their applications filed on 
the Register for a fee of 10/6. This includes :— 


1. The retention of their qualifications on the Register until suited. 

2. The insertion of their advertisement under box number in the weekly list of 
situations vacant and, unless suited previously, the insertion of an inch 
advertisement of their qualifications on this page. 

3. The sending of copies of abstracts of their qualifications to employers having 


vacancies on their staffs. 


Address for Letters : 


The '* АЛ.” Professional Bureau, Sardinia House, Kingsway, W.C. 2. Telephone : 


HOLBORN 2269 


These advertisements are inserted subject to the rules and regulations 
issued by the Director of National Service. 


В. 44) 
Assistant Advertising Manager. 
Inside position wanted in newspaper or other 
advertising department. Had а thorough 
training on the advertising side of newspaper 
work. Able to write copy, and has also a good 
all-round knowledge of provincial newspaper 


management. Salary £4 per week. Age 30. 
Discharged from army. 

Copywriter. (B. 43) 
Lady requires appointment as Advertising 


Manager ог Assistant. Has held that position 
in two well-known firms’ advertising depart- 
ments over a period of five усагѕ, At present 
with important ageney, but Jeaving at the 
end of the усат. Salary £312 per annum, 
Age 2S. Single. 


Advertisement Manager. (B. 37) 
Ten years with a large London store; five 
years advertising expert with well-known 
agency. Over military age. £250-£300. Can 
commence new duties at once. 


(B. 35) 
Advertisement and Sales Manager. 
Has had full control of large advertising 
appropriation over a period of nine years. 
Greatly experienced in dealing with selling 
staffs and outdoor representatives. Competent 
organiser. Fully qualified to take control of 
entire office staff. Age 30. Married. £400. 


Copywriter (B. 34) 
Thoroughly experienced сору and layout 
man is open to accept responsible position in 
Midlands, Birmingham preferred. 


Part Time Copywriter. (B. 41) 
Experienced advertising man requires work. 
Capable of turning out good forceful copy at 
short notice. 


Advertiser's Assistant. (B. 48) 
Lady who has held this position in a large Lon- 
don Store is open for similar employment at 
once. Salary £250. Age 26. Single. 


Box “ Azency Artist.” 
A Large Agency require the services of а' 
competent Artist апа Letter Man. 


Box “ Photo." | 
Copywriter and Assistant Advertisement 
Manager required in London office of national 
advertising manufacturing firm. A know- 
ledge of photography required. 


Box.“ Textile.” 
Assistant Advertising Manager (Lady) required 
for a leading provincial wholesale drapery house. 


Box “ Copy Clerk.” 
Junior Copywriter wanted in a London agency 
Office. 

Box “ Drapery.” 
wanted for a large 
London Drapery Louse. Good salary to 
thoroughly competent man who can take 
entire charge of department. 


“ » 
Box “ Monthly. 

А good canvusser wanted on a well-known 

sporting monthly. Salary and commission. 


Box “ Printing.” 
Copywriter (ladv) wanted for an important 
London printing house. Must possess imagina- 
tion and be able to make rough sketches and 
lay-outs. 

Address all answers in first place (0 : 

Professional Burcau, Tur ADVERTISING WORLD, 
Sardinia House, Kingsway, У.С. 2. 


Advertising Manager 


Commercial Artist 
of experience for designing Press advertise- 
ments; charge of art dept. Apply Fredk. Е. 
Potter, Ltd., Pen Corner House, Kingsway. 
London, W.C.2. 
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ANAGING DIRECTOR of 


Sixpenny weekly in London 
with special class circulation, 
wishes to correspond with smart, 
liveadvertisement representative 
who can bring undoubted good- 
will with West End, Country 


== А gl t the latest 
list pon жей vil т, House, General and Motor Ad- 


vince you of the value | vertising, and is friendly with 


of Indian Heats: the London agents. Generous 
Are you participating to terms and full opportunities 
the fullest extent > If н 

. given to really smart man or 


not, then write to us. We 
are Specialists and can woman. 


ist you. Advertisi : 
THEN de E asc ges State details of present employ- 


all Indian languages. ment, age, present average 

m weekly turnover, and qualifica- 
Alliance Advertising Assn. | tions in own handwriting to 

LIMITED. “ Canvasser, ' с/о A.W. Sardinia 
INDIAN ADVERTISING SPECIALISTS House, Kingsway, W.C.2. 
CAWNPORE-INDIA. 


LANTERN SLIDES 
FOR ADVERTISING 


made to order, in any quantity, plain or 
eoloured, at lowest price concurrent with 
first-class execution. V. de Bont, Technical 
Photographer, 9 Millman Street, W.C.1. 


BADGES 


SATIN FLAGS : SOUVENIRS 


Designs and Estimates submitted free for any kind of 
Metal or Enamelled Badges, Silver and Gold Medals, 
IURATI! Souvenirs, etc., etc. ШИИТИ 
OUR DESIGNS & VALUE ALWAYS THE BEST 


AN ARTISTIC BADGE CAN BE USED AS THE 
"BACKBONE" OF AN ADVERTISING SCHEME 


THOMAS FATTORINI 
Badge Manufacturer, BOLTON 


ALSO AT BIRMINGHAM, LONDON AND SKIPTON 
—————————————————————M————À 


p 


Indian © Colonial 
Adverts ing. Expert Advice 


from Personal 
Шел» of Ma-kets and 60 years’ experiente. 
WRITE FOR PARTICULARS. 
D. J. KEYMER & CO. 
$ WHITEFRIARS STREET, LONDON, 
Telephone No.: 5310 Holborn. 


ADVERTISING 
COUNSEL 
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This department of The Advertising World exists 
for the sole purpose of assisting subscribers, by 
giving them detailed and reliable information upon 
any subject connected with advertising. It is also 
able to advise in the marketing of goods at home 
or abroad, even to the extent of giving you the 
name of the agent most suitable for your purpose. 
All this service is quite disinterested and FREE. 


(1) Enquiries must be made on business letter headings (we do not under- 
take to answer enquiries relating to subjects other than advertising). 


(2) Information upon the status of advertising agencies, supply houses, etc., 
is only supplied in confidence to actual advertisers. 


FROM A GLASGOW OFFICE. 
Will you kindly put me in touch with the 
the standing and value of this publication 7 


FROM AN AMERICAN ADVERTISER. 
Will vou give us a little information regarding the flect of the war on the jewellery stores 
and retail watch manufacturers in England ? 


FROM A NORTHERN ADVERTISER. 


Could you kindly supply me with a list of advertising agencies outside London ? 


FROM A SOUTH . AFRICAN ADVERTISING SUBSCRIBER. 
Wil! vou be kind enough to recommend me a correspondence course of advertising and 
salesmanship ? 


FROM A FIRM OF ANILINE COLOUR MANUFACTURERS. 

We are requiring a supply of boxes similar to samples enclosed. Will you be good enough 
to assist us into a good market ? Please ltet us have all the copies of your Export supple- 
ment, which we understand gives a free service to exporters. 

FROM A SCOTCH CITY. 

Please let me know what cities or boroughs are issuing regular guide books, and how they 
obtain their advertising. 

FROM A LARGE NUMBER OF SUBSCRIBERS we have had enquiries as to the Consolidated 
Paper Restriction Order. One subscriber in Ireland states Та’ his firm have all their 
3-colour blocks for a catalogue completed, and want to know what they are to do about 
it. In another instance 800 blocks are in hand at the blockmakers, and are practically 
completed. To all these enquiries we have replied that the Order, up to the time of 
going to press, stands as published, but that а strong committee of the London Chamber 
of Commerce are making strenuous efforts to get some relaxation of the Order. 


Exporter, and give me your opinion as to 


is the Evening Standard. И has no equal 
for reaching well-to-do people in London 
and the home counties. И can give you here 
the right publicity with no waste and no 
over-lapping. 
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IRCULATES in one of the best ferred during 1917 


industrial areas of the West 
Riding of Yorkshire, and is the only 
local newspaper for the Brighouse, 
Elland, and Hipperholme districts. 


у 
The ECHO is the paper to which = X 
the public look for reliable and the 
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most complete reports of local events. 2 К Oy [7% Jd л, 
The ECHO is the paper on which = dc 
advertisers rely to give the utmost LTI 
publicity to their announcements. wish their clients the 


The ECHO is a safe medium for 
reaching the purchasers in districts 
where the number and variety of 
trades ensure $004 and constant 
employment. 


ҮШ Н IR LEE REGLAS TE Ht t 


Compliments of the 
Season and the best 
of Luck in 1918. 


FREEMAN'S JOURNAL, Ltd. 
118, Fleet Street, London, E.C 


Wr LIRE S MR US GN EC OC ML QM CE Advertisement Offices : 
Rates and fuller particulars from the 27, Westmoreland Street, Dublin, 


Pablishers, Brighouse ИИИНИН FREUE EU UP ERN 


АМ OUTWARD AND VISIBLE SIGN 
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О ONE will believe that you are commercially alive unless you 
give some unmistakable sign of vitality. 


The sign that cannot be overlooked is an Oldham sign ; for it 
will be unlike any other, as individual as you are yourself. 


We have for many years made it our business to invent and construct signs 
that are exactly fitted to represent individual enterprises. 


Ask us to suggest a sign for you—and test the quality of our ingenuity and 
the value of our experience. 


J. OLDHAM 


SIGN 


ADVERTISING 
SPECIALIST 


Foot of York Rd. 
LEEDS 


SIGNS TO COVER ALL YOUR NEEDS 


MADE AND FIXED BY OLDHAM, LEEDS 
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HE vans of Carter Paterson & Co 

and Allied Services cover daily an area of 
4060. square miles 

with a population of 8,000,000, the whole 

of the City, West End, and all the London 

and suburban residential areas. 


HENCE YOUR EXHIBIT BY 
POSTERS ON THESE VANS 
SECURES THE WIDEST AND 
MOST PROFITABLE PUBLICITY. 


Apply or write to the Sole Agent for the advertising 


on the above vans :— 


J. WEINER'S 
“VAN-AD” POSTER SERVICE 


32, Shaftesbury Avenue, 
London, W.1. 


Telephone : 1128 Gerrard Telegrams : “ Lithoprint, 
(3 lines). Piccy, London.” 
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R. HIGHAM invites correspondence with manufacturers 
who contemplate increasing their output to combat 


German competition after the War. He can show them 
how to secure increased turnover rapidly and economically. 
IMPERIAL HOUSE, KINGSWAY, LONDON, W.C. 

C 


His address 1$ 
Р А I YT B Y H U G H C E ] 1. 
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Law Reports 


THE ONLY INDEPENDENT ADVERTISING TRADE PAPER PUBLISHED IN GREAT BRITAIN 


NO PRINTER, ADVERTISING AGENT, NEWSPAPER OR ENGRAVER HAS THE 
SMALLEST INTEREST IN ITS PROPRIETARY OR ANY VOICE IN ITS CONTROL 


IE passing of an Old Year and the birth of a 
New Year may be nothing more than the tick 
of the clock that bridges an arbitrary mark 
upon the calendar. None the less it is an 
occasion upon which the most callous of Time’s 
wayfarers is inclined to pause, and consider 
whether out of the experiences of the immediate 
past he can find some foreshadowing of the 
hazards of the immediate future. 


After a year so full of momentous happenings, and before a year 
that seems so big with fate, one’s reflections must indeed be deeply 
and darkly coloured ; but they need not all be sombre. We need 
call upon no unreasoning optimism to see that the shadows behind 
us are luminous with glory and the mists before аге brightly shot 
with hope. 


We at home have not had an easy time of it during 1917. In 
cvery department of our commercial activities the strain imposed 
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by a shortage of vital supplies, a lack of competent workers, and 
more particularly by the impossibility of forecasting the conditions 
of even the most immediate future, has grown more intense from 
month to month. And its increase has not been regular and calcu- 
lable. Except that it has become more and more rapid as time 
has passed it has been so erratic as to baffle апу attempt to discount 
its unwelcome promises. 


The astonishing thing is that despite all natural difficulties and 
artificial restrictions British manufacturers and traders have con- 
trived for the most part to “ carry on," in one fashion or another, so 
successfully. 


In our own sphere the facilities ш normal times open to ad- 
vertisers have been drastically limited, mainly owing to what is 
rapidly approaching a paper famine, but in part due to the severely 
limited supplies of other essentials, among which skilled labour is thc 
chief. 

Because of this, and the absolute inability of a large number of 
prominent advertisers to obtain the raw materials of production, 
the volume of advertising in this country during 1917 was very 
considerably less than that of the previous year. 


More than enough advertising, however, was forthcoming to 
utilize to the full all the desirable space, material and service that 
were available. Space in the advertisement columns of all leading 
newspapers and periodicals was at a premium ; such advertising 
material as could be offered, of whatever kind, found a ready sale 
even at figures that might well have been regarded as prohibitive ; 
and the energies of the limited number of reputable agents, able 
artists and competent copywriters who remain in commercial service 
were taxed to the uttermost. 


Taking every disability into account it is much more than 
merely creditable to all parties concerned that the average quality 
of advertising matter issued during the year was well up to the pre- 
war standard. What this has meant is best known to those service 
agents who have had to supply bricks, not only without any possi- 
bility of obtaining a sufficiency of straw, but with all their reliable 
brickmakers gone “ to the wars." 


The advertising record of 1917 is, indeed, in general a record of 
unprecedented difficulties manfully faced and tackled. If all of 
them have not been overcome—for a shortage of raw materials is of 
the most stubborn kind of fact—most of them have been circumvented 
in one way or another with surprising success. 

We have had a thorny piece of ground to plough and cultivate, 
but looking backward we can plainly see how greatly the harvest 
exceeded our most rosy expectations. Once more we have found 
that our fears for the future, perhaps natural enough in times such 
as these, were vastly exaggerated. | 

It is in the light of this experience that we should look forward 
to1918. That it will see us subjected to burdens heavier than those 
we have hitherto suffered is so probable that it may be accounted 
certain, but then, we are in much better trim to bear them than 
before. We have been in training in our own field of action and 
have discovered that we are able to endure without disabling injury 
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a great deal more of shock and strain than in the piping times of 
peace we would have sworn must prove fatal. So there is no need 
for us to let our misgivings damp our courage. Advertising has 
proved itself capable of withstanding some of the hardest assaults 
that fortune can bring against a modern business even in war-timce ; 
and it is not likely to succumb to any of those that threaten it in 
1918. 


The patriotic part of advertisers and advertising men at home 
is to pursue their commercial activities courageously, persistently 
and with redoubled keenness. “И my advertising must become 
less in quantity it shall такс up for it by becoming better in quality "— 
that is what the advertiser should set down for himself as the sound 
war-time policy. Advertising is the great weapon, both of offence 
and defence, in the equipment of latter-day commerce ; and it is for 
British advertisers and advertising men to see that а weapon so 
important to the national future is not allowed to become rusty or 
blunted by neglect, whatever the conditions of the moment may bc. 


PAPER 


HE most difficult of the problems that will 
confront advertisers during 1918 will be those 
oceasioned by the shortage of paper. "There is 
every indication that this is rapidly approach- 
ing, if it has not already reached, a point at 
which, very drastic regulations of the use of 
paper for whatever purpose will have to be 
formulated and enforced. Otherwise a series 
of quite avoidable commercial disasters will 
demonstrate the clumsiness and lack of foresight with . which 
this paper problem has been handled from the first; and an amount 
of ill-feeling will be engendered that may work a deal of mischief 
before it is allayed. 


There is, of course, no purpose to be served by disguising the 
fact that the: only manner in which paper can effectively be 
economised in any further degree is by some general interferencc 
with the production of newspapers and periodicals. Economics 
of considerable magnitude have, as we all know, already been 
effected in this direction ; but many of us are of opinion that, in the 
circumstances, they might be carried farther, even a great deal 
farther, without irreparable injury being done to any one of the 
many interests involved. 


In France, as it appears, newspaper circulations are to be curtailed 
all round to the extent of fifty per cent. We should be sorry to 
see such a measure become necessary in this country ; but do not 
think that even so it would occasion much hardship, while in many 
directions it would come as a most welcome relief. 


Whatever plan the Paper Commissioners or the powers behind them 
may adopt to achieve their end, what that end should be is clear. 
They should make it the basis of their policy to see that all the 
paper available is shared by those whose ordinary usage gives them 
a title to a part of whatever тау be distributable in just proportion 
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—that is, they all should have ап amount representing so much 
per cent. of whatever quantity represented their normal supply 
during an agreed period in the past. 

It is not for the Paper Commission to determine whether this 
or that class of paper consumers may be neglected entirely while 
another receives full measure. That is or should be matter for con- 
sideration by a higher authority ; which should deal with it, not as 
a paper question at all but as a question whether it be desirable 
in the public interest at the present time that certain businesses 
should be suspended—for that is what in a great many instances 
it amounts to. 


So far the Paper Commission seems to have contented itself 
with inconsequent tinkering here, there, and everywhere, instead 
of dealing as a whole with the problem it was set to solve. Asa 
result it has landed us in a situation that threatens a catastrophic 
disturbance of an important part of our commercial organisation. 

We hope that at long last it will find itself compelled to act upon 
wider views and with a firmer grasp, and that it will realise that 
its most important function is not merely to evade the inconveniences 
of the moment but to keep an eve on the future for the rest of us. 


CIRCULARS 


T length those advertisers who depend upon 

j| the circularisation of customers for a large 
part of their trade are beginning to become 
aware of the extremity of their danger. 
But for the enthusiasm and determination 
of a few among their number they would 
probably have found themselves, quite 
unexpectedly, submitting their necks to the 
axe of “ Dora " on January 31st next, uncom- 
forted by even the poor satisfaction of having uttered a word of 
protest. 


Fortunately for themselves they are being made aware in time, 
though not a day too soon, of the fate that is in store for them, 
unless they rouse themselves to avert it. 

A committee of the London Chamber of Commerce has been 
formed, with Mr. C. E. Town as Hon. Secretary, to organise a 
revolt against ** Dora's " latest exhibition of irresponsible tyranny, 
and it is being powerfully and widely supported. 


In the form of a “ humble petition," it has framed a damning 
indictment of the proposal to single out advertisers who chance to 
use circulars, for peculiar and condign punishment under the alto- 
gether false pretence that they are in an exceptional degree 
responsible for a huge paper consumption that must now be checked. 
This “ petition " is being backed by thousands of good names, 
and will furnish a representative deputation with a remarkably useful 
introduction when it goes to have a little serious conversation with 
the President of the Board of Trade. 

It is hoped that the representations which can be made to this 
important Minister will produce the desired effect of a drastic 
modification of the Paper Restrictions Consolidation Order, 1917, in 
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so far as it relates to circulars; should they fail to do so the 
“ petitioning " Committee possess other resources of by no means а 
negligible kind, to which, no doubt, they will immediately betake 
themselves. 

Meanwhile we advise every advertiser, ecte., interested in this 
matter—and there are few unaffected by it, for every description 
of catalogue, price-list, booklet, and even form letter “ printed 
or written,” is interdicted by it—to communicate with Mr. C. E. 
Town at the Committee’s headquarters, London Chamber of 
Commerce, Oxford Court, Cannon Street, E.C., with a view to 
adding something to the strength of the protest that is being madc. 
Everyone who does so should also become a missionary among 
his fellows, and get them to follow his example. 


If only a fair number of those upon whom the proposed interdict 
will press most injuriously will in this manner unite, and make 
their voices heard, суеп the cloak of * Dora " will not be sufficient 
to prevent the clear justice of their demands from becoming too 
apparent to be ignored. 


But they must take action at once. The fatal 31st of January 
will soon be here; and it is easier to crush an Order in the egg than 
to bring it down on the wing. 


LYONS SAMPLE FAIR 


УТ 15 by now fairly well assured that Lyons is to 
take the place of Leipzig as the home of the 
world's greatest “sample fair." Short as its 
history is it can point to a splendid record of busi- 
ness done at the Fairs already held, and the 
arrangements already made by manufacturers 
and traders for the Fair of 1918 are such as to 
show that in every department it will far outstrip 
its predecessors. 

The future of the Fair is being planned upon the most compre- 
hensive scale. It enjoys the direct support of the French Govern- 
ment, and there is every reason to suppose that it will before long 
receive the support of the other Governments of the anti-German 
Entente in a special and official manner. 

A great many British manufacturers and merchants have bv 
now become aware of its great and quickly growing importance. 
Those who do not happen to have had this impressed upon them 
should makeenquiries of others better informed, and they will perceive 
that the annual Fair at Lyons is becom ng a fixture not to be ignored 
without loss. As a beginning they might read the notes published 
in the supplement at the end of this issue, which will tell them much 
that they will desire to know. 

In supporting the Lyons Sample Fair because it is commercially 
worth while to do so British traders will have the additional great 
satisfaction of knowing that they will be rendering more cfficient a 
piece of machinery that is bound to do first-class work in capturing 
enemy trade. It will be no less pleasant to them to reflect that 
France. which has suffered so much and wrought so splendidly for our 
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common cause, will in future gain whatever prestige and profit may 
accrue from the holding of this great world-market within its borders. 


The 1918 Fair opens at the beginning of March, so there is no timc 


to lose if representation in it is desired. We shall be pleased to give 
any information in connection with it that our readers may require. 


WAR BOND BOOM WEEK 


Tis not at all easy to estimate the money valuc 
of the gift made by advertisers to the State 
during the War Bond Boom Week, but the 
most competent judgment assesses it at not 
less than £100,000. 

This' is surely a most generous contribution, 
more especially when it is remembered that 
the advertisers who offered it are paying in 
taxation, etc. a tribute rather more than 
less heavy than that exacted from business men in general, and that 
they are themselves among the most consistent and substantial 
subscribers to the War Bond issuc. 


And in congratulating the advertisers who gave their space we 
must not forget the agents upon whom fell the task of providing 
suitable matter to fill it. Most of these agents are working with such 
depleted staffs that they are overstrained by the attempt to cope 
with current business ; and to many the Boom Week scheme meant 
that they had to do work already completed all over again. Never- 
theless, they somehow found the time and energy to tackle this new 
task with enthusiasm ; and to them is undoubtedly owing a great 
part of the success achieved. 


As a matter of business interest, it is unfortunate that the 
Boom Week effort of private advertisers was accompanied by so 
many other efforts, public and private, that it will never be possible 
to ascertain even approximately the actual results secured by it. 
There is, however, not the slightest reason to doubt that they were 
such as would more than satisfy even the most expectant. 


The interest aroused among the general publie by this campaign, 
as disclosed by innumerable remarks and conversational fragments 
that might everywhere be overheard, was adequate proof that it had 
not failed in its intention. 


TO ADVERTISING MEN 


xl; should like to draw the attention of all ad- 
vertising men to the announcement made by 
Mr. G. A. Sutton, that at the request of the 
Chancellor of the Exchequer he has assumed 
responsibility for the direction of the Press 
and other advertising for National War Bonds 
and War Savings Certificates. 


as 
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Эме Жы ДК © Mr. Sutton further announces that he ш- 
vites every salesman, sales manager and ad- 
vertising man to send him any suggestions likely to advance the 
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object he and his able colleagues have in view. We are sure those 
addressed will rally to the support of Mr. Sutton and his co-adjutors 
in this work of publicity, and we have the more pleasure in directing 
attention to Mr. Sutton's appeal from the fact that we have our- 
selves been asked by several correspondents to what quarter they 
must send suggestions. Letters should be addressed to Mr. Sutton, 
at the National War Savings Committee, Salisbury Hotel, E.C.4. 


As Mr. Sutton says, the work is of national importance, and 
we know he can with confidence appeal to the patriotism of all 
engaged in advertising and salesmanship in any way to help in 
raising funds for the carrying on of the war and in impressing the 
importance of economy. “ Therefore," says Mr. Sutton, “I offer 
no other reward than that they will be helping their country and 
the consciousness that they are doing so." 


In these grave times a great call is made to every man to do 
what he can to serve his country, according to his gifts and opportuni- 
ties, and those who can help in the direction we have indicated will be 
rendering real service and that, too, on the lines in which they are 
best fitted by their training to give aid. 


The direction of this campaign is in good ians for Mr. Sutton 
has great experience, and to him, it will be recalled, belongs the credit 
of having persuaded the Government to use the * Buy War Bond " 
We look with confidence to seeing 


cancellation stamp on letters. 


some very interesting publicity for the cause in question. 


Therc is 


a good case and it will be in good hands, and now advertising men 
have the opportunity to show what they can do. 


CORRESPONDENCE 


Advertisers and the War Bond 
Week 


Editor, THE ADVERTISING WORLD. 


Dear Sir,—With few exceptions, the 
national advertisers’ special advertising 
for War Savings reflects our national 
characteristics. Whenever Peace comes 
we shall celebrate it .by hiring car- 
penters to decorate our streets and 
public buildings, and retailers will com- 
mission show-card writers to design 
suitable mottoes to celebrate the over- 
throw of militarism. 

We shall have strect processions of 
motor lorries and drays, horses de- 
corated with paper rosettes, and plump 
Britannias seated on beer barrels. Col- 
lecting boxes will be carried by comic 
clowns, and George Robey will be 
knighted. 

A great opportunity has been missed 
bv the traders of this country. The 


War Savings Committee gave ample 
time for most advertisers to have 
enlisted the services of the best artists 
and writers. 

In my opinion the bulk of the War 
Bond advertising by the traders of thc 
United Kingdom was one-twentieth 
patriotism, and the rest “ Business as 
Usual." 

The Government asked for free space 
—they were quite clear on this point— 
and the man who mixed up his business 
announcements with War Loan adver- 
tising resembles the man who gives his 
daughter a Christmas gift of a box of 
cigars, 

Napoleon was right when he dubbed 
us a “‘ nation of shopkecpers.”’ 

Peace will come some day. How 
will the national advertisers celebrate 
it ? 

Yours truly, 
C. BRuNNING. 
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MR. HARRY TEMPEST VANE, С.В.Е.. 
ВАНИЕ 


Ву A. J. 


IN PARTICULAR because Mr. Vane 
showed himself such a firm believer in 
advertising in the black days just after 
war had broken out, I think he fully 
deserves to be the subject of one of the 
series of portraits in the “А.М.” 

It meant a great deal of courage to 
continuc to advertise in that time of 
crisis, when the fate of the British 
Empire seemed to be in the balance and 
nobody knew what might happen. But 
Mr. Vane had courage, he believed that 
all would come right, and events justi- 
fied his decision to “ carry on." Mr.. 
Vane appreciated the necessity of adver- 
tising and he realised, even in that fatc- 
ful August, the enormous importance of 
retaining the valuable international 
goodwill of the Napier Co., of which he 
is joint managing director. So he has 
consistently advertised since the begin- 
ning of the war, though at first, as we 
remember, many firms in his own as well 
as other branches of business ceased to 
do so. He appreciates to the full how 
short is the public memory and how 
essential it is to keep the name of a firm 
and its products steadily under public 
notice. And Mr. Уапе has followed out 
his policy despite the fact that the 
Napier Co. is entirely under Government 
control and has no goods to sell. 

1115 interest in advertising, too, is of a 
practical kind, and he gocs into it very 
thoroughly, not being content to leave 
it to another, but holding a meeting 
with his advertising manager at least 
once every week when all current 
events are fully and exhaustively dealt 
with, copy passed and general arrange- 
ments made. 

Enthusiastic as to the future of the 
British motor industry, he is an ardent 
supporter of all that concerns its welfare 
as a whole, taking no narrow views of 
his duties as managing director of his 
firm. Here, again, he shows his 
breadth of view. A membcr of the 
principal societies to further the inter- 
ests of the industry, he has advocated 
the imposition of a tax on tmported 
vehicles while British manufacturers 
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are engaged in war work. He has had 
the satisfaction of seeing this policy 
adopted by the Government. 

From all this it will be realised that 
Mr. Vane is a busy man, and while he 
does not object to working late he has 
a great faith in commencing early. So 
he invariably starts work punctually at 
nine every morning. A somewhat strict 
disciplinarian, he is easily approachablc 
by any member of the staff on a matter 
which requires attention. Mr. Vane 
believes in sparing neither pains nor 
expense to make any manufactured 
article the best that can be produced. 
His contention is that so long as any 
article is good, both in manufacture and 
value, it is bound to sell, provided that 
it is made known. 

I have but little space left for 
details of the “ Who's Who ” variety. 
but a few words should be added of thc 
purely biographical nature. 

Mr. Vane has spent practically the 
whole of his business life with two firms. 
the Dunlop Pneumatic Tyre Co., as it 
was then called, and Messrs. D. Napier 
and Son. The service of thc former 
company he entered in 1894, and his 
abilities being soon recognised he was 
promoted three years later to the posi- 
tion of assistant manager of the Clerken- 
well Road depot, then the most impor- 
tant of the company's organisations. 
and in 1900 he became manager. His 
association with the Napier interests 
commenced in 1904 when he joined thc 
staff of Messrs. S. F. Edge as secretary. 
That company had then thc sole selling 
rights of the Napier cars, and also the 
rights in all forms of Napier engines. 
Later he became joint managing direc- 
tor with the head of the Napier housc. 
and on the amalgamation of the business 
with that of Messrs. D. Napicr & Son he 
was appointed general manager. with a 
seat on the board, and afterwards joint 
managing director. 

On the institution of the new British 
Order of Knighthood Mr. Vane was 
made a Commander of it in recognition 
of his company's work for the Empire. 
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NEW ESTABLISHMENT ОМ 


AN 


EMI OLD FOUNDATION nme 


How the “ Cameron” 


fountain pen quietly stepped 


into a front-rank position—A war-time achievement. 


WITII ONE of the chief difficulties 
often attending the introduction to 
the market of a new branded article 
the advertisers of the “‘ Cameron " pen 
did not have to contend. 

They possessed at the outset the 
goodwill of the retailers, who repre- 
_ sented their line of communication with 
the purchasing public, and so had no 
need to worry about securing an 
immediate and effective distribution. 

The name and fame of Messrs. 
Macniven & Cameron have behind them 
a centurv-and-a-half old reputation. Tnis 
means much in regard to their relations 
to the public; it means more as con- 
cerning their relations with “ the trade." 
A friendly relationship between makers 
and vendors which has endured so long 
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Safety Fillers 


JUST PRESS THE BARS 
AND THE PEN FILLS INSTANTLY 
The illustration below shows the 
| extreme SIMPLICITY in filling. ' 
Besides the added boon of complete salety in 
the pocket or satchel, they possess ача gola 
iridium pointed niba, produced 
BRITISH skill and work. f 
They are the only Fountain Pens fitted with 
| distincUve nibs to reproduce the action of the Od 
famous steel pens. 
маа TO GUIT EVERY ӨТҮК OP WRITING 
WITH ВАЛ ЕВЗ NIB, 10/6 
WITH WAVERLEY NIB, 72/6 
WITM MINDOO NIS, 15/- 
Send for liustveted 1406 
B MACNIVEN & 
| CAMERON L? 


WAVERLEY PEN WORKS 
в: 


E FOT ЕГУ КН DEPOT самоа DEPOT 


мг 
30 Shes Lane. Е.С. Тм toss n reet ww 


eat Regent airnet 


SIMPLE AND DIRECT EXPLANATION 


is a potent factor indeed when a new 

article is to be put upon the market. 
With every advantage in the matter 

of distribution however, the “Cameron ” 


fountain pen could not have been 
brought so speedily into the position it 
already holds without lively and exten- 
sive advertising. 

The advertisers had a scund com- 
modity to offer. Without entering into 
any ипсаПса-ѓог comparisons, it may be 
stated that the “ Cameron” fountain 
pen is among the best of its kind. It 
has, morcover, sufficient character | of 
its own to enable it to be sharply 
individualised in the advertisement 
copy. Behind it is the guarantee 


The Pen to Depend on 


HE feature that makes the Cameron unique is 


its simplicity in filling—just dip the pen into 

ғ ink-bottle, press the bars, and it is ready for 
iui at once. No mess—no blo ts—no inky fingers 
—no hunt for mislaid fillers or special bottles of 
ink. The Cameron pen is the pen to depend on 
Note, too, the distinctive gold iridium-pointed nibs to suit 
each style of writing. 


With Plain Nib, 12/6; with Waverley, 15/.; with Hindoo, 15/-; 
with *J," 15/.; with Bankers, 15/- 


Send for illustrated list 


MACNIVEN & CAMERON, Limited, 
Waverley Pen Works, Wing. 


Leedsn ; уз. Shoe Lane. Е.С. 4. Edin ЕУ т as ow 
L Wee Барс: Я Puto: Eie. Bund à Ca py 


They come аз a bona ond a Мез do men. 
he Pishwich the Owl and the Wavericy Pen. 


| 
| Safety Self Fillers 


SOUND CRAFTSMANSHIP 


represented bv the name and fame of 
Messrs. Масшуеп & Cameron. who 
perhaps mainly by means of that 
memory-haunting couplet : 

“They come as a boon and a blessing 


to men, 
The Pickwick, the Owl, and the 
Waverley pen,’ рар 


have become the most universally 
known of British pen-makers. It may 
be added that the “ Cameron“ is 
British-made throughout. 


С 
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IN FRONT 


HE Cameron Satety Self-Filler 
has taken its place in. the 
front rank of Fountain Pens— 
tas the pen that leads the band 


№ Pen 5 зо concemient — when empty jusi put in 
am ink boule and press the hars No filler ‘te. 
hnd. ne special ink -bottle to search tor 
Now эме ann s 0 meet are the Ase билсе gois 
etdium (sona niis enduding the famous Waverley: 
There э, o n эш every dividual suse 


Safety Self Fillers 
Wah Phan 126 with Waverley. 1$/. wuh Ник. 
1$ эс Ј 1$. wath Bankers ]$/ 
e^ B à зат. vhs asl bb ata As 
Ном tor Гая L's 
MACNIVEN & CAMERON, 14. 


фоне ts oc. t Wpveriey Pen Werks, 


Spa BIRMINGHAM guari Deus 


Vi, roms o. o ba^ ocd э Ытыыр > c» 
м, Pabani te Os ond the Warin Pro 


NE OF THE MOST 
EFFECTIVE DISPLAYS 


It will thus 
be seen that 
the copy- 
writers had a 
good brief to 
work upon, 
and an exam- 
ination of the 
displays re- 
produced will 
show that 
they made ex- 
cellent use of 
the material 
at their eom- 
mand. 

We all have 
our own ideas 
as to how a 
given adver- 
tising proposi- 
tion should be 
presented, 
and are apt 
somctimes to 
criticise ad- 
vertising 
matter rather 
in the dim 
rushlight of 
personal pre- 
Judices ап 
in the broad 


daylight of common sense. 
Some, perhaps, wil be inclined to 


regard the “ Cameron ”’ 


announcements 


as “lacking i in distinction and individual 


character, as well as 
family like- 
ness that r 


can be so The Thoughtful 

useful in con- Gift 

tinuity, xa 
Ourown 


opinion 
rather leans 
that way ; 
but we long 
since caine to 
understand 
that there ——.. 
are тапу 

different ways of singing 
tribal lays and that everv 
single one of them is 
right — in short, that 
there is an endless variety 


Safety Self Filler 


in the subtle 


of means by which 
may achieve his ends, 
complain of one style of advertising 
simply because it does not happcn to be 
another serves no useful purpose. 

With sufficient 


tie PERSENT DAY РОТАМ PER 


- we 


` the 


the adventitious aid of any 
" in advertising advocacy, and they 
would sccm to have judged correctly. 

Beyond the plainest of plain state- 
ments they only allowed themselves 
the use of a catch-phrase or two and 
some eye-arresting illustrations. A 
number of their advertiseraents were 
by deliberate intention no more than 
catalogue extracts. 


* Cameron ’ 


the advertiser 
and that to 


wisdoin—since the 
results were satisfactory—the adver- 
tisers of the 
present their case in the most straight- 
unembroidered and unpre- 
tentious manner. They judged it to be 
strong enough for them to dispense with 


decided to 


writing his cheers 


{ meron men. 
сп. ћ м 
"T 


MACNIVI* & CAMERON WAVERLFY РЕМ WORKS BIRMINCHAN 


A TOUCH OF SENTIMENT 


© clever- 


Their most favoured 
spaces have been ten- 
inches- single- column in 
the dailies, and half- pages 


The March ef the Cameron Pen 
steady march from 
ice and — 


pr gress OF the Same оп 


} $ cess го successi 


- rgo em 


© | sion ан Self me a Ф 


£ = es 


TWO HALF-PAGES 


—hoth up- 
right and 
* across "— 
in the week- 
lies. 

А mong 
* National " 
dailies they 
have made 
revular use 
of The Times, 
The Daily 
Telegraph 
апа The 
Morning 
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WRITING HOME WITH А 


Safety Self Filer 


а зачини 
FROM THE COLOUREO FRONT PAGES OF TWO ATTRACTIVE FOLDERS 
n ———— ae 


77 


Post, as wel as occupying every cess of the “ Cameron " campaign can 
Monday a special position in The Daily be credited entirely to the Press. It may 
Mail. In the provinces some thirty not have created the distributing facili- 
leading dailies were used. 1—5, though it certainly extended them, 
. Space was also secured in The Illus- but it was altogether responsible for the 
trated London News, The Graphic, The | consumer demand. 
Sphere, The Sketch, The Tatler and The The planning of the campaign and 
Bystander, in which ** Cameron" 
announcements have heen a con- 
stantly recurrent feature since 
their first appearance. | 

In addition to these pubrnea- 
tions, which form the regularly 
employed flect of media, a selec- 
tion of the more widely circulated 
‘ popular" weeklies carried a 


limited number of advertisements. | — үтер 
Difficulties in the way of obtain- Колы The НИ ld Self Filler 


. . A Cameron song to old-fashioned methods of a чаша 
ing supplies have limited dealer Дете рео by using а seperate filer or special ink bottle — you 


А • Tes gg . er choses. | 
aids ` to a few showoeards and тер 


one or two folders. In view of the 72719: Beaters. 104 


° Ы е JUST PRESS 
window and shop display material itl EE poem 
+ TNE BARS 


supplied by other fountain pen TEE EEG ышы 
151 ] 1$ , МАМІЙСНАМ. 
manufacturers advertising in this — ,,, envi а me чыш ба vio d ene : 
PARIS: Kirby Beard & Са. Lod, $ Ros Азын. 


department will certainly have to 
be extended. 


As it stands the advertising suc- A PICTURE WITH A MORAL 
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The Pen that Fills Itself 


The wise journalist always uses а Cameron Pen. He knows the 
old-time trouble and inconvenience of using a pen with a separate 
fller—hc- remembers how thought was disturbed when the ink ip 
his pen gave out and the filler was not to be found. But the 
Cameron Pen is so casy to fill :— 


И empty—dip into the ink bottle—press the bars and it's full. 


No waste of time—no interruption of thought—no inky fingers or 
smudgy work—with the pen that fills itself. 


Safety Self Fillers 


There are five distinctive nibs for the Cameron Pen, and the 
varies to the nib. 


MACNIVEN 8 CAMERON, Ltd., 
Waverley Pea Works, Birmiaghem. 
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For Menof 


Business 


The men of the Mid- 
lands, famed for their 
business talents, will 
be quick to grasp 
the advantages of the 
Cameron Pen. 

To fill the Cameron, simply 
put it into omy ink-bottle 
and press the bars. No 
loss of time or interruption 
to thought in hunting for 
fillers or special ink-bottles. 
The Cameron has five dis- 
tinctive kinds of nibs— 
select the style which suits 
you best. 


„Са 
the smooth ` 
-J and 
qualities o 
„ tbe gold oib. 


W ith Plam Nib, 12/6; Waverley, 

15/-; Hindoo, 15/.; 'J.' 15/-; 

Bankers, 15/ 

At aij Stationers and Dealers. gust Lis 
Send for Ilustrated List to 

Macniven & Cameron, Lid 

Waverley Pen Works Birmingham 


SS eee 
STRAIGHTFORWARD AND UNPRETENTIOUS PRESS ANNOUNCEMENTS 


preparation of designs and copy are 
in the hands of Messrs. Mather and 
Crowther, Ltd. 

The ‘‘Cameron’’ campaign is, of 
course, only in its infancy. The results 
secured, even apart. from the fact that 
it is fathered by advertisers who long 
ago proved themselves convinced 
believers in the power of commercial 
publicity, are bound to ensure its 
growth to imposing proportions. 

It will be instructive to note the 


extension and modifications of the 
present policy that arc adopted from 
time to time under conditions more 
nearly approaching the normel than 
those now prevailing. 

Meanwhile we welcome the establish- 
ment of a new commodity which is sure 
to be represented by publicity matter 
creditable to those who issue it, as much 
in their capacity of advertising prac- 
titioners. as of quality manufac- 
turers. 


OPENINGS FOR TRADE IN VENEZUELA. 


Turk British vice-consul at Caracas calls 
attention to the opportunities which cxist in 
Venezuela for the sale of United Kingdom 
drugs and pharmaceutical preparations. Cer- 
tain well-known lines of such goods, he says, 
are sold in the country, but the annual import 
value thereof is only about 10 per cent. of the 
total. 'The necessity of advertising is strongly 
insisted upon by our representative, and he 
urges that United Kingdom firms might with 
advantage adopt the methods of their French 
competitors. He says that three French 
houses represent three groups of French 
manufacturers of patent medicines, and each 
house has an agent who travels the northern 
republics of South America. This agent is 
authorised to advertise extensively, such 
being most essential. The expenses of propa- 
ganda are charged by each agent to his Paris 
house, which apportions the expenses among 


the manufacturers forming the group the 
house represents. 

The British Vice-Consul at Maracaibo writes 
to The Board of Trade Journal on the prospects 
for the development of British trade in that 
district, saying that great prosperity awaits 
the district on the termination of the war, when 
trade channels will be ready to receive larger 
imports from the United Kingdom, but that it 
must not be forgotten that the market for the 
last twenty years has been almost entirely 
dominated by Germans, and a careful study of 
the needs of the Venezuelan people, and the 
conditions under which successful trading 
can be carried on, must therefore be made. 

He adds that ** a serious handicap in the past 
appears to have been the lack of suitable 
advertising matter for probable buyers. The 
issue of catalogues in the Spanish language, 
with terms and prices stated, is yery essential, 
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VARIOUS AND SUNDRY 
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* The world is so full of a number of things."—Robert Louis Stevenson. 


Boycotting 
Enemy Trade 

Whatever steps the Government may 
or may not take in the matter, a 
growing number of British business 
men, in every department of production 
and distribution, seem determined to 
boycott enemy manufacturers and 
traders for some period following the 
declaration of peace. There is also on 


record a declaration by the Seamen's 


Union that it proposes to do the same 
thing, whatever Whitehall may say— 


and we have seen that our merchant 


seamen know how to make their 
intentions effective by the action they 
took in connection with the Stockholm 
Conference. 

It is impossible not to sympathise 
with the movement, but I doubt 
whether it will tend to bring peace any 
nearer. The enemy countries may well 
fight on in desperation when they 
regard the future which defeat will 
open to them. 


For Our 
Soldiers’ Sake 

Many of my readers, heads of great 
firms, or holding influential positions 
therein, being in a position to render 
the desired help, I have real pleasure in 
calling their attention to an appeal 
made by the Earl of Cottenham. It is 
that they would lend their motor 
lorries and similar vehicles for the 
transport across London of soldiers 
on leave. Thousands of our gallant 
men have to cross London late at night, 
when the “‘ tubes ” are closed and no 
buses are running, to get from one 
terminal station to another. To tramp 
the distance with their heavy kit, 
weighing close on 100 lbs., is a serious 
matter, and so to help them the Motor 
Transport Volunteer Corps was started, 
and has carried some 500,000 men on 
leave across the metropolis. 

More lorries are needed. The petrol is 
supplied by the Government, but the 
. drivers give their services. Glancing 


Ж 


through the list of firms already lend- 
ing lorries I note the names of many 
big advertisers, and I am sure others 
will help now their attention is drawn 
to the matter. Offers of aid should һе 
addressed to Acting Adjutant the Earl 
of Cottenham, 31. Walbrook, E.C.4. 


м 
The Man and the Gun 


An interesting letter has come to 
hand concerning the original of the 
gun shown in the poster “Оп Her 
Their Lives Depend "—an appeal to 
girls to enrol as munition workers. The 
writer is Lieut. С. S. Bower, R.G.A., 
7th Siege Battery, B.E.F., and he says: 


MUNITION E 
WORKERS iU. деше Т 
ба FREE TRAINING 


a 
m" 


A POSTER WITH A STORY 


* I have just returned from leave, and 
have scen in "buses and trams in London 
several placards displaying the adver- 
tisement. You will be interested to 
know that the original of the picture 
($.е., the gun) was taken/from a photo- 
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graph of one of the guns of this battery. 
I am writing to ask if you will be good 
enough to send те three or four copies 
of this placard. You will, I am sure, 
realise that they will give much pleasure 
to the officers and men of the battery." 
The poster, I may say, was one which 
Mr. Sydney Walton had printed when 
he was at the Ministry of Munitions. 
Copies were duly forwarded to Lieut. 
Bower. 


AN AMERICAN ADVERTISER'S VERSION 
OF A FAMOUS BRITISH ORIGINAL 


The Story of * Dirty Dick" . 
The story of Harry Furniss's famous 
drawing of the tramp who “ used your 
soap two years ago," is recalled to my 
mind by secing the poor reproduction 
of the sketch which has been adopted 
by the makers of an American soap. 
The idea for the drawing no doubt had 
its genesis in a testimonial to Messrs. 
Pears’ soap, which was given in October 
1888 by Miss Mary Anderson, the 
famous beauty. This testimonial was 
reproduced on the back page of Punch 
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and in many other places. Tributes to 
the soap were also received about the 
same time from Madame Patti, Mrs. 
Langtry and Miss Marie Roze, and these, 
with Miss Anderson's testimony, were 
representcd as coming from **the Lily, 
the Nightingale, and the Rose." In 
April, 1884, Punch published Harry 
Furniss’s drawing with the title “I 
used your soap two years ago, since 
then I have used no other." It was a 
tremendous hit, and attracted world- 
wide attention. 


Ж 


Its Advertising Value 

The late Mr. Barratt tried very hard 
to induce the ргоргісіогѕ of Punch to 
sell the copyright of the drawing to 
Messrs. Pears, but they steadfastly ad- 
hered to their rule not to part with the 
copyright of such drawings for adver- 
tising purposes. However, eventually 
Messrs. Pears bought the original, and 
Punch gave them permission to usc 
it for advertising purposes. That draw- 
ing is now one of the treasured posses- 
sions of the firm. Since then the 
witty sketch has been reproduced by 
them very frequently, in all sorts of 
media and all over the world. Curiously 
enough, however, unlike so many other 
famous pictures and sketches, it has 
not been employed, I think, by other 
artists for the purpose of political 
caricature. 

Messrs. Kirk, whose reproduction cf 
the drawing I show here, are not the 
only firm who, to put it mildly, have 
made use of the design without per- 
mission. There have been several 
other offenders, specially in South 
America. Messrs. Kirk have robbed the 
original of some of its merit by repro- 
ducing it in half-tone instead of in the 
original line, and they have altered and 
not improved the happy inscription. 
Furthermore, they have _ introduced 
extrancous mattcr into the background, 
also to the detriment of the drawing, 
though the little portraits serve to 
illustrate my reference to the lily, the 
nightingale, and the rose. 


Ж 


A War Bond Suggestion 

In a letter to The Globe, Mr. Chas. D. 
Clayton revives the suggestion that 
the Treasury Notes should. Ъе utilised 
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By courtesy of " The British Printer." 


THE CHEQUE AS A "QUALITY" ADVERTISEMENT 


for the advertising of the War Loan. 
He says: “ What a finc opportunity of 
advertising war savings is lost by not 
utilising the back of Treasury Notes! 
A panel in the ‘sky’ space, with 
wording on the following lines: ‘A 
scrap of paper caused the war. This 
serap of paper lent to your country 
will help to end it. Think it over,’ 
would surely have the desired effect." 
I hope the Treasury authorities, too, 
will “ think it over.” 


'At Last ! ж 


I congratulate the Post Office on the 
step they have taken in introducing 
the cancellation stamp, “ Buy National 
War Bonds Now," on lctters passing 
through the post. From time to time 
the postal authorities have been urged 
to adopt such a course when the various 
war loans were issued, so that the im- 
portance of helping the country by 
providing the necessary funds might 
be steadily impressed upon the pcople. 
At last the authorities have yiclded, 
and credit for the fact must be given to 
the National War Savings Committce. 
Long since a similar coursc was adopted 
by the Canadian Government, in re- 


spect of war loans raised in the Do- 
minion, and it was also urged in the 
columns of THE ADVERTISING WORLD. 
It is significant of thc intense con- 
servatism of our governing bodies that 
it should have taken three full years of 
pressure to induce the Post Office to 
adopt a suggestion. 


E i 


Good Advertising and 
Patriotism 


In connection with the visit of the 
"tank" to Trafalgar Square, а good 
many firms were quick to see how they 
might combine patriotism with good 
advertising for themselves. Thus on one 
of the first days when the landship was 
doing business in the Square, Messrs. 
Martin, the cigar shippers and tobac- 
conists, marshalled 430 of their cm- 
ployees in a procession to the tank, 
headed by the band of the Coldstream 
Guards. “ Will other firms follow ? ” 
was the challenging inscription on the 
banners. Arrived at their destination, 
each of the employes took out a 
certificate which had been presented 
by the firm, which also gave a ccrtificate 
to each of the musicians, — 
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“The Byng Boys” Standard 

How thoroughly the original ** Byng 
Boys ” lived up to their title when they 
were led by thc Third Army's Com- 
mander was illustrated, says a writer in 
The Billposter, by an incident which 
Mr. John Ilassall told me. Shortly 
after the Canadians had made one of 
their successful little pushes Mr. Наз- 
sall received a note from one of them 
telling him that they had carried 
throughout their advance a copy of his 
well-known poster showing George 
Robey and Alfred Lester as the boys 
from Byng, astounding the Germans by 
the appearance of this new kind of 
regimental standard. 


м | 
The Bullet Torn Banner 


To this singular story of poster 
colours, The Sunday Evening Tele- 
gram tells the sequel as follows : ** De- 
spite the care taken of the ‘ colour,’ 
when the lads of the Maple Leaf dug 
themselves in, and came to examine 
the picture of ‘The Byng Boys,’ they 
found something like a dozen bullet 
holes in it. Otherwise it had borne the 
journey unscathed. I hope the poster 
has been preserved for the War Museum 
now being formed.” I can understand 
the astonishment of the Germans, for 
it is something absolutely new for 
troops to go into battle with a poster 
as their banner. The little incident, too, 
sheds light on the spirit in which our 
soldiers face the risks of an attack. 
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How Not to Do It 

My attention has been directed to 
an advertisement in one of the papers 
lately, the opening sentence of which, 
though quite correct in its wording, was 
rather unhappy in the display thereof. 
The passage to which I refer was as 
follows: *“ If grocers washed with the 
soaps they sell Now there was 
nothing to which exception could be 
taken in this sentence, but the three 
first words were set in large type 
about thirty point—-and the remainder 
in twelve point. The effect, therefore, 
was to suggest that grocers did not wash. 

A statement set in that fashion is 
not calculated to win for the soap and 
its advertisers the support of the 


retailer, and his help should not be 
ignored by any wise publicity man. 
Nothing is to be gained, but much to be 
lost, by needlessly offending those whese 
aid is of so great value. My corre- 
spondent thus expresses his opinion : 
“Were I a grocer, I think that my 
shop would not be over-burdened with 
the particular soap whose virtues are 
thus extolled.” 
Ж 

Distribution 

A coloured preacher had just con- 
cluded a sermon on “ Salvation am 
free," and announced that a collection 
would be taken up for the benefit of 
the parson and his family. А member 
in the audience objected to the para- 
doxical nature of the proceedings. and 


нот et р Pneumatic 
wen fii and SOLID BAND DTYRES 
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FROM AN EXCEPTIONALLY 
SUCCESSFUL SERIES 


received this bit of negro logic in rc- 
sponse : 

“ S pose yo’ was thirsty an’ come to a 
river. Yo' could knecl right down an' 
drink your fill, couldn't yo`? An’ it 
wouldn't cost yo’ nothin’. Dat water 
would be free. But, s'posin' уо’ was 
to hab dat water piped to vo’ house, 
vo'd have to pay, wouldn't yo’? Waal, 
brudder, so it is wid salvation. De 
salvation am free, but it’s de habin’ it 
piped to yo’ dat yo’ got to pay fo'."— 
Mack. 
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Do Newspaper Advt. 
Guarantees Help . 
Advertisers ? 


TIIE NUMBER of British pcriodicals 
which guarantee the advertisements 
in their columns is remarkably small, 
and this has raised the query at the 
top of this column. 

The papers which have adopted the 
plan of safeguarding readers against 
misrepresentation in their advertise- 
ment columns have no doubt about 
the benefit accruing from a steadfast 
adherence to the policy of providing 
purchaser-protection. For example, 
The Passing Show bas always done 
this, and if proof of the effect of a 
guarantee on the reader is needed, the 
following letter from a Captain at the 
Front will suffice :— 


Co. A.P.O., S. 37, 
B.E.F., France. 
To the ADVERTISEMENT MANAGER, 
Passing Show, London. 

SirR,—Allow me to give you an instance 
of the excellent way in which your guaran- 
tee of your advertisers is justified. 

I ordered a watch (a ‘ Garfield ") as 
advertised by Messrs. Birch & Gayden. 
As it proved unsatisfactory, I wrote them 
my complaint (though I had not purchased 
the watch directly from them, but through 
another house). They at once, without 
waiting for the return of the old one, sent 
me out a new one without charge, avoiding 
any delay, which is a great convenience. 

Their complete and courteous response 
to the complaint thoroughly justifies vour 
guarantee of your advertisers. — Yours 
faithfully, 

W. INGE (Capt.). 


This shows that readers are influ- 
enced by a guarantee such as that uscd 
by The Passing Show. They are more 
ready to order, relying on the backing 
given by the newspapers which natu- 
rally exclude all doubtful announce- 
ments from their columns. ` 

That newspapers benefit too is 
demonstrated by one simple fact—for 
several months past The Passing Show 
has been considerably overbooked. 
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BLACK=Space booked 
RED =Space available 
Very little space 
is now available in 


during the first six 
months of 1918, 
and early applica- 
tion for that small 
amount is desirable 


ADVT. RATE: 


ORDINARY POSITIONS: 
PER PAGE £36 & PRO RATA 


FACING MATTER: 
PER PAGE £45 & PRO RATA 


Philip Emanuel, 
Advertisement Manager, 
ODHAMS LIMITED, 
85-94, LONG ACRE, 
LONDON, W.C.2 
Telephone No. : -Gerrard 9870 (seven lines). 
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An Inspiring Suggestion 
from the States 


The absurdity of valuing engraving, 
or any other art product, by the square 
inch, says The Inland Printer, might be 
illustrated by Andrea Mantegna's paint- 
ing of * Judith with the Head of Holo- 
fernes," recently purchased for an 
American collector for $200,000. This 
does not sound like a big price for a 
Mantegna, but, when you are told that 
its cost was at the rate of $2,380 a 
square inch, the price seems exorbitant, 
as the painting is but 7 by 12 inchcs in 
size. If paintings were purchased at 
a square inch rate then a Mantegna 
24 by 172 inches would cost over a 
million dollars, when it might not be as 
valuable as the 7 by 12 inch one. The 
squarc inch charge for engraving bears 
no more relation to the skill required 
in its production or its value to the 
customer than would a similar method 
of charging fix the value of a painting. 
The square inch price has been a fetish, 
but a thorough knowledge of costs will 
drive out this superstition from the 
engraving business. 

There is in this criticism matter for 
profitable reflection, but I am left а 
little in doubt whether The Inland 
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Printer proposes to apply its argument 
to commercial work or simply to the 
fine arts. Тнотн. 


HISTORY TOLD IN 


ADVERTISING 


INDIVIDUALITY IN ADVERTISING 


А well-known advertisers ideas as to the relations 
that ought to exist between the executive chief of а 
business and his advertising advisers. 


THERE ARE more shell holes and 
crater areas in the poppy-decked fields 
of advertising than tbere are on the 
battle front in Flanders, but in Flanders 
those dreadful pitfalls lie exposed. It 
is not so on the fighting front at home. 
Here they are obscured ever so attrac- 
tively and alluringly by the victories 
and successes that have gone before. 

Ambition, avarice, impetuosity all 
add glamour and gloss to the attractive 
mirage of fame and fortune that awaits 
the man who will but put his money in 
the slot of the machine worked by the 
advertising expert and take his fortune 
as it flows automatically out. 

The pity of it is that the man with 
the searchlight, that is the advertising 


expert, who ought to know better, does 
not alwavs direct the clear light of his 
experience upon these many pitfalls. In- 
stead he earnestly concerns himself 
more with his profit than the welfare of 
his client and in the long run the 
prestige and dignity of his profession. = 
To those on the verge of the plunge 
let me venture a word of warning— 
don't trust the expert unless he is well 
weighed by your experience and your 
individuality—compare certainly, dis- 
cuss by all means—but you. the man 
who made the little or the much that 
you have, must stamp with an in- 
delible imprint the character, the tone, 
the whole scheme, chapter and verse of 
the venture. Beneath the solid frame- 
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Г) TM ATT E VP вре Ур 
DY P, | ! F- E. [ J aj [* EX FE K. 
NEW EDITION, 262 PAGES. 
t T Newnes, Ltd., London, 
Publi iners, or any Dookseller. 
SS аы LLL A ed 


9 ~ " м £ „ЖЕ ls ә. 1 
( loth 6/. nett * 0/6 post paid from Geo. 
3 I $ í * 


The following are a few of the many letters received. 
J. & М. PHILIPS & Co., Ltd, MANCHESTER. 

“ 1 unhesitatingly describe it as the most cleverly reasoned treatise I 
have come across on this engrossing subject." (Signed) E. M. PHILIPS. 
ANGUS WATSON & Co., NEWCASTLE-ON-TYNE. 

“ If the author were able to make a stipulation that he should have а 
percentage on all costs saved as a result of studying his admirable hand- 
book, he would be well in'the way of becoming a millionaire.” 


(Signed) ANGUS WATSON. 
BRYANT & MAY, Ltd., LONDON. 
* It deserves to be in the hands of every business man. Of material 
help to all interested in reducing selling costs." 


(Signed) GEO. W. PATON. 
J. S. FRY & SONS, Ltd., BRISTOL. 


" Full of interest to manufacturers; of great use to all commercial 


men. (Signed), CONRAD P. FRY. 
GODFREY PHILLIPS, Ltd., LONDON. 

* The best-argued book on the art of selling 1 have ever struck. Гат 
lending the book to my co-directors." (Signed) J. PHILLIPS. 


THE “OLD BLEACH” LINEN Co., Ltd. 
“ Am sending all our representatives on the road a copy. I personally 
read it carefully twice. Can only say it is a very valuable addition to the 


literature of selling.” | (Signed) W. H. WEBB. 
ТН VENO DRUG Co. Ltd., MANCHESTER. 


“It is the most practical work of its kind I have ever read.” 


(Signed) W. H. VENO. 
THOS. HINSHELWOOD & Co., Ltd, GLASGOW. 


* Clever, attractive, lucid, and should find a place in the library of 
every progressive business man.” (Signed) PETER А. MALONE. 


PERSONAL SERVICE Ifyou are interested will you write “ Personal " 


to Mr. Derrick for a preliminary interview. 


Mr. Derrick’s experienced 
е PAUL:-E: 
personal co-operation in shaping 
future up-to-date selling policy 
and plans can be retained, 


or the complete Advertising ADVERTISING AGEN CY T? 


Service Organisation of which Do it Better—— 


he is the head may be utilised. 34 Norfolk Street, Strand, London, W.C.2 
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work of you should be the braces and 
links of the expert that bind the whole 
edifice together, but these braces and 
links are accessories only and must ever 
remain so. Never if any fair measure 
of success is to be obtained should they 
be allowed to overlay or overlap the 
main structure of your practical know- 
ledge, experience and individuality ; 
and that lcads me to the main theme of 
this article—Individuality as applied to 
advertising. Scparate the one from the 
other, allow foreign thought to intervene 
between the man and the organisation 
he has created, and only by sheer good 
luck a disaster or at least a loss can be 
averted. Limited success may be won, 
but then only if the momentum already 
gained be continued, and the merit of 
the proposition is so patent as to swamp 
the evil and jarring effect of the dilution 
of the creative individuality of the 
master mind. 

Success in any business or organi- 
sation, commercial, political or national, 
can be traced to one central creative 
force. That it is that gives character 
and potency to the whole, whether it is 
the buying, selling, financial or pub- 
licity side of a commercial organisation. 
A searcher after knowledge can trace 
the magnetic current that drives the 
whole to one central controlling mind. 
Another may gather the reward. but 
somewhere, possibly in the chair of the 
master, possibly hidden by prejudice or 
preferment, can be found the brain and 
the driving force of the one responsible. 
He it is who creates reputation and 
prestige, who stamps the whole machine 
with the indelible seal of his character 
and his personality. 

Recall big advertising successes con- 
nected with commercial enterprise or 
national propaganda. In every in- 
stance guiding the hand of the copy- 
writer—inspiring the pen of the artist — 
operating directly upon the opinion of 
the expert, is the compelling force of the 
master mind, and it does not need the 
man with capital or influence to do this. 
There is something grcater than all the 
capital that ever was or ever will be— 
the knowledge that you have a messagc 
to deliver, а story to tell, a big success 
to achieve—that you are the man to 
tell it—in your way—at your time— 
seeking patiently the assistance of all 
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who are worthy of your time and 
attention. Strive always to be better 
than you were just before, but never— 
no never—alow your own bright 
common sense to be turned aside by the 
an«mic influence of the expert, who is 
often trying to do for you—quite con- 
scientious!y—what you had far better 
do for vourself. 

I am emphatically of the opinion that 
the advertisements put out by a com- 
mercial house should truly and exactly 
reflect the character, the very spirit of 
the business itself—every line of a press 
pronouncement should throb with the 
vigorous life of the business behind it— 
the half page or whole page should be 
the shop window—the shop window 
should be the store—and behind the 
store, the man who holds in his hands 
the life line of the whole organisation. 
This life line must ever pulsate with 
his character, his ideas, practical know- 
ledge and experience. When his flow 
of vitality weakens, the forward thrust 
of the business must lose impetus and 
ultimately stop, unless a force of equal 
intelligence and weight is brought in. 

How is it possible to retain common 
identity and character between. say, 
John Brown & Co., in British press 
advertising and John Brown & Co., 
the successful drapers of Oxford Street, 
unless the force that made a big 
success of the latter, also directs and 
inspires the announcements of the 
former—unless the man who chooses 
his buyers and lieutenants and moulds 
them to his way of doing things 
also inspires and moulds his copy 
writer, artist and space buyer? You 
cannot, if success is to be won, divorce 
the shop counter and window from the 
press work ; one is, and always must be, 
characteristic of and an exact reflex of 
the other. The expert is tempted to go 
too far or not far enough—but promise 
and performance must go hand in hand. 
and that is only obtained by the welding 
effect of the master mind. 

At home, work or play—in the store, 
the office or the press—the individuality 
of the man should be at once apparent, 
and an observant stranger not knowing 
or seeing the author should at once 
establish common identity in each field 
of his activity. 

BENJAMIN DRAGE. 


— an 
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The Meccano Boy Talks 
on Advertising 


AM the Meccano boy. I have had the privilege of helping in a 
campz2ign of unexampled success, опе cf small expenditure and 
great wealth of result—in fact, a record, | think. 


| have travelled all over the world, and have talked to boys in every language. 
I love them, and they all love me because | have told them in sincere, true and 
simple fashion the story of something which has brought them happiness, in 
language just as a boy would talk to another boy. 


| was first imagined by W. S. Crawford, who told me the wonderful 
message which | had to impart, and taught me how to tell it; who 
pieced up the whole scheme of language, illustration, selling thought 
and display, just like an expert would piece up one of my beautiful 
Meccano models. Forgive me for talking shop, but I know of no 
finer way of illustrating what | mean. 


| live along with the advertising of Haig & Haig, Vigil Silk, Sefton Fabrics, Frazerton 
Aprons, D. Drage & Sons, Mark Cross, Ltd., Yardley & Co., Ltd., Rowe Sailor Suits, 
Caledon's Cars, etc. The cleanest and freshest advertising in England. Just as my 
selling talk is always interesting, so theirs, too, is the most interesting imaginable. 


Each of us has experienced success and acquired much knowledge, and, when 
difficulties arise, or a new campaign is to be started, our combined experience and 
knowledge are always available. Nothing is left to chance in the advertising 
house of Crawford, our methods have never failed and will not fail. 


Go and see W. S. Crawford, the man from whose brain my advertising emanated ; 
let him help to solve the selling problems which confront vou. Let him raise 
your advertising to the high level attained by the great trading and manufacturing 
houses in whose company 1 live. 


Your advertising will prosper and your business will benefit under 
the Crawford guidance. ——————— Take a note that the address is 
W. S. Crawford, Ltd., 25 Craven House, Kingsway, London, W.C.2 
Its worth while. 
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WAR BOND “BOOM” WEEK 
EI ШШШ ШД ШШЩ;сД 


How private advertisers reinforced the Government 
War Bond advertising by a gift of tens of thousands 
of pounds’ worth of valuable space in the Press. 


ALTHOUGH MANY of its members 
and executive officers have of late been 
active in decrying the operations of 
advertisers, and have, indeed, ‘suc- 
ceeded in damaging seriously some 
classes of them, the Government was 
not diffident in requesting from them 
during the first week of December a 
huge special contribution for public 
purposes. 

It is unnecessary to say 
that the response was instant 
and generous. Great adver- 
tisers and small advertisers, 
national advertisers and local 
advertisers gave readily in 
their several measures and 
degrees ; and if a maximum 
of effect was not secured from 
their offering—and we hardly 
think that it was—it was 
through no fault of their own. 

The material value of their 
gift can only be indicated in 
tens of thousands of pounds ; 
its moral value, as an enliven- 
ing exhibition of public spirit. 
is beyond estimation. 

Advertisers and advertising 
men have good cause to be 
proud of their record of 
publie service since the war 
began; War Bond Boom 
Week—as we may name it for 
the sake of convenience— 
adds another big leaf to their 
laurels. 

It is perhaps too much to 
hope that their services will 
secure for them in the future 
a little more consideration 
from the powers that be than they have 
been accustomed to receive in the past, 
but we shall be optimistic. 

We take it that in leaving the pre- 
paration of copy, &c., for the ** Boom 
Week" advertising entirely in the 
hands of the advertisers who were asked 
to provide space, the National War 
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EACH WAR BOND PURCHASED BRINGS VICTORY NEARER 


War Bonds Boom Week Begins To-Day. 


BONDS OF Ш AND UPWARD® CAN BK BANKER STOCRSROERER 
MONEY ORDER POST OFFICE, OR WAR SAVINGS COMMITTEES wiLL огу FULL PARTICULARS 


PETTIGREW & STEPHENS, LTD., have Designed and Issued thts 


announcement as part 


Capers of thes dea ag by Moorse Crediesbages. А n A = 
Te 


Savings Committee, acting through 
Mr. H. Holford Bottomley. and his 
special coadjutor, Mr. Louis Kaufmann, 
were guided by considerations of which 
the weight is at once apparent. 

They were anxious, we assume, to 
do as little as possible by way of inter- 
fering, even by suggestion, beyond that 


of a gift of space, with the Britisher's. 
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of their contribution to this War Bonds Campaign 
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A UNIQUE PICTORIAL ANNOUNCEMENT 


cherished right to do as he likes with 
his own; and, in addition, were of 
opinion that the advertiser in each case 
should know how to appeal to his 
customers in the most effective manner. 
In addition they desired to avoid, in 
so far as might be, a monotony of 
infinite repetition, ( and,-to|,see the 
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investor approached from all sorts of framing should have rendered impos- 


new angles. 
These, let us repeat, are our own 


Your Money or 


Your Life? 


[F you were given the choice, you would 
give all your money to save your lite. 


War. -awful, inatiable—dcmands both. 
Life from those го whom hfe is sweet— 
money from those who cannot fight. 
“Take my life” says che patriotic fighting 
man. Use it gs you wil. Ie ss all I have 
to give. 
Can sacrifice be greater? 


Tr G parane бы cee М Дей on eno h бей to Мый vibes 
ry f Ut гой. id z 4 


it is а Дм veg. 
The Sae Woe: the 
security. 
Vi is the People pledgud to the People. 
Может сасе the Mae arcammiatep 
естт 
y even 


in aie. ан in vt find d 
Lai 


А 100000 form of patricium it o tret— 
because be weighed в 


ар que ORDRES 
The Suse азїз yet W do Dis in order 
thee Da мее тыу oe be reed Ьу а 
than by necessary $0 secare 
a gre od lasting Рика. 


- Yet bo one is asked io give their 
тому; bet merely to lend it. 


Do you realise this? 

Do you realise that it is your duty to 
save all you can—and to Дям your money to 
the State ? 

If Бо do, тепчу MA mariage Сены 


er NATIONAL WAR BONDS. 
So save.and lend. Save for the State— 
lend for che great cause of human Liberty. 
А We Seong Сабо amb 168 A NATIONAL WAR 


BOND ben { $ auod. о оте оа ra 
сагу e postal oden will apply Wa Corthestes end Wa 


Тыр ыш ү, rh rmn liverpent, Marahostes, sad Bimedegbamm, 
eh the aporta! eent sitt- Goverumest, ond is inserted at LEWIS'S expense, 


ONE OF THE BEST 
“READER” ADVERTISEMENTS 


assumptions as to the attitude of Mr. 
Bottomley and those who were with 
him. It scems to us a very sound and 
reasonable attitude to adopt, and if in 
some respects the “Boom Week" 
advertising scarcely fulfils reasonable 
expectations it is because in their 
War Bond copy an overlarge number 
of advertisers were content to use the 
baldest of announcements and recom- 
mendations. The consequence was a 
noticeable lack of the “ personal " 
vitality one looked for in these appeals, 
and the appearance of that very 
monotony which the manner of their 


sible. 

The event seemed to show that if 
with the request for space a stimulating 
suggestion as to preparation of lively 
and individual copy had been forwarded 
to advertisers it would have been as 
well. Before the event few, perhaps, 
would have dreamt of such a suggestion 
being neccessary. 

To look a gift horse in the mouth is 
a proceeding proverbially ungracious ; 
and we should not propose to criticise 
“Boom Week” advertising in detail even 
were unlimited space at our disposal. 

We may be permitted, however, to 
note one or two instances of parti- 
cularly interesting advertising that 
have attracted our notice, while apolo- 
gising for the omission of others very 
probably equally worthy of particular 
mention. 

And, first, we ought to say that in 
our opinion the principal awards for 
excellence of copy ought most decidedly 
to go to the Provinces. 

No other pictorial appeal that we 
have seen is worthy even to be named in 
company with the splendid cartoon 
designed by Mr. Maurice Greiffenhagen 
for Messrs. Pettigrew & Stephens, Ltd., 
and published in all the leading Glasgow 
dailies. Its dignity is in keeping with 
its occasion, it ‘‘ tells its story " with 
as much force and point as much 
script could do, and conveys its moral 


ata glance. 


Among “ reader " announcements we 
have seen, none more keenly pointed 
and entirely alive than those issued by 
Messrs. Lewis’s, Ltd., of Liverpool, 
Manchester, and Birmingham. They 
were the sort of straight “talks,” as 
from one human being to another, that 
strike right home. They possess Just 
the note of genuine enthusiasm in which 
the common run of “ readers" is so 
conspicuously wanting. 

Another Provincial achievement of 
special merit was the combination 
advertisement issued by Messrs. 
Osborne, Peacock & Co., of Man- 
chester, on behalf of a number of their 
clients. This was inserted in an exten- 
sive list of media, both ‘ national ”’ 
and Provincial, and was the first 
* combined ” effort that, to our know- 
ledge, made its appcarance. 


(Continued on page 378) 
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With a seven-figure circulation, and 
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Daily News is the result-bringing- 
commodities. AsK any advertiser | 
of his “cost and result” list. You will - 


December, 1917 THE ADVERTISING WORLD 377 


d E 


Ф 


в 


| 


а unique circle of home readers, the 
‘medium for all advertisers of general 
which daily paper stands at the top 
find the Daily News there. December, 1917 
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\ Harrods Lead Абат! 


1. Breed 2. Sugar 
e 3. Food Lectures 4. War Bonds 
li! 
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FROM GREAT LONDON RETAIL HOUSES 


A selection from some of the best of 
the announcements put out by general 
advertisers is illustrated in these pages. 
Each of these has good qualities of 
its own that our readers will appre- 
ciate. | 

The great London retail houses were 
all well to the fore in providing space. 
Four of the most outstanding displays 
are reproduced on this page. We must 
not omit to mention an admirable 
set of readers in the “ Selfridge ” 
columns usually set aside for the 
moralisings of Callisthenes, since these 
cannot be illustrated. | 

A great deal of interest was excited 


by what was generally regarded as the 
duel between Selfridge's and Harrod's 
in the matter of the respective War 
Bond prize schemes. Probably both 
of them benefited by this visible 
rivalry, and were enabled to swell 
the huge totals of War Bonds sold 
that both were able to show. The 
influence of these great retail organisa- 
tions was never shown more plainly 
than in the enormously successful 
result of their Boom Week Bond 
selling. 

A considerable number of advertisers 
fell into the error of setting aside only 
a small corner of their spaces for the 
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Get into touch with the 
LONDON OFFICES 


of 
New York Times. Chicago Tribune. 
New York Sun. Washington Star. 
New York Evening Post. Minneapolis Tribune. 
Brooklyn Eagle. San Francisco Chronicle. 
Philadelphia Inquirer. Pittsburg Dispatch. 
Baltimore American. Cleveland Plain Dealer. 
Boston Transcript. St. Louis Republic. 


New Orleans Times Picayune. 
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G. W. KETTLE, Managing Director 


16 REGENT STREET, LONDON, 
S.W.1. 
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War Bond appeal. It was not mean- 
ness, we imagine, in most instances, 
but mere want of thought and lack of 
imagination. Probably most of them 
considered that thev 
were doing all thev 
had been asked to до, 
and never paused to 
ask themselves 
whether it would not 
be as well to do the 
utmost possible and 
not the least. 

some, however, 
were plainly actuated 
by motives the re- 
verse of admirable. 
In giving one to the 
State. they were 
mainly concerned to 
get two or three for 
themselves. They 
were not keen to do 


anvthing 


but make 

" Won't you help to bring the national 

my Daddy home sooner?” need sub- 
ты tacu & BRITISH DOMINIONS INSURANCE COMPANY, Lid. » 

wwe Re а eae MP MEE: serve their 

own  pettv 


PICTORIAL SENTIMENT purpose. 
Such adver- 
tisers showed themselves more despic- 
able in pretending to give than if thev 
had refused to entertain the suggestion 
offered them altogether. 

They may rest assured, to their 
comfort or the reverse, that their 
attitude has not passed unnoticed 
either by other advertisers, by the whole 
body of advertising men, or by the 
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WAR BONDS Я 


Help .the State and Help Yourself 
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BUY WAR BONDS TO-DAY. 
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REPRESENTING SOME WELL-KNOWN ADVERTISERS 
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capable of something approaching а 
self-forgetful generosity. 

The British public loves a generous 
giver, and is quick to detect and. resent 
meanness. Because they could not 
bring themselves to sacrifice a few pence 
of immediate profit a few advertisers 


will lose many pounds’ worth of good-, 


will. 

But enough of them! They were a 
small minority and we should not have 
wasted a word on them but that they 
tried to spoil a fair record. 

Fortunately they could not sueceed 
in doing so. The story of the War Bond 
Boom week will stand as one more 
proof that the advertisers pof these 
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They would have 
their own mean ends 
better had they assumed the virtue that 
thev lacked, and shown themselves 
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О matter what the present conditions may be, the 

after-the-war prospect must, to some extent, be a 
source of anxiety to the principals in every large business 
at the present time. Ап outlet must be found for our 
increased capacity for production and the increased labour 
available on the return of the men now on service. 


Naturally one turns to our Overseas Dominions and 
Possessions. Here is a glorious field for the enterprising 
manufacturer who sets about cultivating it NOW. 


For over three years our keenest business rivals have 
been eliminated, and it is surely up to British Manufac- 
turers to see that the Hun never again gains such a hold 
in our Colonies as he had prior to the war. 


The Daily Mail (Overseas Weekly Edition) can 
assist in this respect ; it is the connecting link with Britons 
overseas, and its influence is felt throughout the World 
wherever the English language is spoken. 


As the official organ of the Overseas Club, of which 
H.M. the King is Patron, with a membership of 151,722, 


it has the entry to “ men who matter” overseas. 


Special Monthly Trade Supplements are also issued 
with this edition, one in connection with the Drapery and 
Textile Industries, the other in connection with Engineering. 


Very many excellent Trade enquiries from these 
Supplements have already been received direct to the 
office of the paper, and results generally indicate that 
they will exercise a powerful influence in increasing our 
export trade—which was the aim of their institution. 


The advertising rates are £50 a page and pro rata. 


CARMELITE HOUSE, LONDON, E.C. 4. 
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Wise as well as winsome 


is the Icilma Girl when she ur 1o "iw mp эму en do 
your bit,” by buying National War Boada. 


War Bonds are the soundest iovestment in the world: they 
are guaranteed by the British Government. 

Save now—and enjoy the iesulr of your savimga wité ma 
War is ended. 

Save now—and belp to equip your ows soldier, 

Savé now —and pet every sbülimy you che sav» eis’ 
War Boods. 


Buy National War Bonds 


is ome of the adeertisemenis given 
freely and gratefully im the National Cause by 
ICILMA COMPANY, LTD., 37, 39, 41, King’s Rd., St. Pancras, № WA. 


ATTRACTIVE AND INDIVIDUAL 


times are, in their capacity of adver- 
tisers, always ready to take the largest 
view of their responsibilities towards 
the State, which officially affords them 
but a stepmotherly protection, and 
especially towards the people whose 
confidence they have won. 


Openshaw, Mancbester ; 
Sons, Bolton; the English Margarine 
Works, Liverpool; the Herbert Frood 
Cbapel-en-le-Frith; В. J. Lea, 
Manchester; J. Mackintosh, Halifax : 


Take a Share in Ше 
Next Big Push 


END all you ibly can to your 
country and ensure that the next 
artillery preparation inclu 

shells that you have — to pay for. 
Support thebrilliant workof thefighting 
men, bring victory nearer, aud provi 

for your ты future Бу buying 


NATIONAL WAR BONDS OR 
WAR SAVING CERTIFICATES 


They are the best paying 
and safest investment ever 
offered. You can get 
them to-day at your 
bankers or any Post Office. 


lt has been willingly placed at 
the disposal 


W. Edge & 


A DOUBLY APT ILLUSTRATION 


D. Norwell & Son, Perth ; The Palmer 
Tyre Co., London; Redfern’s Rubber 
Works, Hyde; E. J. Riley, Accrington ; 
Sutcliffe & Bingham, Manchester; W. 
Tyler, Sons & Co., Leicester; Wm. 


ATQ ru ETERNI ЦУ 
the 


shoes 
= last longer їз an 


IN CHARACTER 


Reverting to the combined advertise- 
ment. issued by Messrs. Osborne, Pea- 
cock & Co., it may be of interest to our 
readers if we record the names of the 
firms who were associated in this 
unusual enterprise. They are Messrs. 
James S. Blair & Sons, Manchester ; 
Rexine Limited, Hyde; the Calico 
Printers Association, Manchester ; W. H. 
Chaplin & Co., London ; Crossley Bros., 


A CAPITAL IDEA 
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A WEEKLY REVIEW OF FOREIGN AFFAIRS, POLITICS, 
AND LITERATURE. 


Conducted by LAURANCE LYON 


Every Saturday] [Price, 7d. net 


^ S the only Weekly Review giving an extensive and 
/—. intimate survey of Foreign Affairs, contributed by 
— ^-its own Correspondents in PARIS, ROME, PETRO- 
GRAD and MADRID, " The Outlook" has become a 
necessity to the student of world politics. 
"The Outlook," by the nature of its contents, appeals 
exclusively to the better educated and therefore in general 
the more well-to-do classes, То advertisers wishing to 
reach such a public it can offer an effective circulation in 
which there is not the smallest proportion of waste. 
Despite increased circulation and the higher cost of pro- 
duction, the pre-war rate of 


and pro rata, less series discounts for Trade Advertise- 
ments, is maintained. 

It will pay you to give ‘The Outlook" а согпег in your 
1918 campaign. 

By its well-considered Commentary on current affairs, and 
its courageous criticism of men and movements in the 
public eye, “ The Outlook " has gained a place of its own in 
modern journalism. The importance of this position is 
indicated by the character and ever-growing length of its 
unique list of subscribers, 

The whole influence of “ The Outlook” since the outbreak 
cf the Great War has been given to the support of those 
National leaders, in Parliament and out of it, who are 
determined to fight for that complete victory which alone 
can promise a permanent peace. Its attitude in this respect 
has won for it the warm regard of a largely increased 
number of readers. 


WILLIAM J. FINCH, 


Advertisement Manager, 


27, ABINGDON STREET, WESTMINSTER, LONDON, S.W.1 


Telephone: Victoria 8495 
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The Thermogene Co. Ltd. 
proprietors of 


THERMOGENE 


CURATIVE WADDING 


desire to make a special 
appeal to their friends and 
customers. 
HOW MUCH ARE YOU GRATEFUL ? 
T: ou! many thousand» of customers and friends 


in the Uaned Kingdom we put this question 

How much are you grateful for the valour and 
self-sacrifice of Britain's sons? Tey sacrihce comfort 
liberty and too often hfe itselt that уж may live in 
freedom Hew much are you grateful to them—how 
much will you invest to back them up in their arduous 
duties? The way to give them their backing i к 
buy National War Bonds You are asked to make пс 
sacrifice in buying National War Bonds. Saving 
and buying War Bonds is practical patriotism that is 
profitable patriotism tou 


P d 


You can buy £5 National War Bonds at any 
Money Order Post Office or Bank. Mobilise 
your money and buy War Bonds this day. 


NATIONAL 
WAR BONDS 


——————— 
THERMOGENE'S APPEAL 


Walker & Sons, Bolton; and Wright 
& Greig, Glasgow. | 
The artist selected for the carrying 
out of the cartoon was Mr. Wallcousins, 
who created an impressive and virile 
design; but perhaps we may suggest 
that it would have been more effective 
if the background of smoke had been 
less obtrusive. It prevented the figures 
from standing out quite as boldly as 
they might have done. The cartoon 


we reproduce on this page. The adver- 
tisement appeared in five London 
dailies апа in seventeen provincial 
papers, mostly morning or evening 
journals. 


+ 


Fight how th hals of hers arcte q 
Thee as Коте айт can get he marterdem 
ct 


Ко сыл to hear the mad boong host of bottle. 


~ ё e AE. 
‚— P VL 
з Wall trws “ws .* 


" 


A PROVINCIAL COMBINE 


A POINT OF CONTROVERSY 


Editor, THE ADVERTISING WORLD. 


DEAR SIR,— Your kindly reference to 
the November Pearson's tempts me to 
raise a point of controversy. You 
express surprise that an article so 
“ pulling " as Mrs. Asquith’s “ Love 
Letters" should have been placed 
practically at the end of the number. 
Now, it is my experience that most 
people, in looking through a magazine, 
start from the end. I wonder what 


your own readers would say on the 
matter ? 

Apart from this, I do not admit that 
" position" in a magazine is any 
indication of merit. Unlike a daily 
newspaper, the contents of a magazine 
are of equal importance and interest all 
through—or should be so, in an ideal 
number.—Y ours faithfully, 


Рнилр O'FannRELL, | 
Editor. 
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Nash's 
Magazine 


VVe regret that owing to the 
paper shortage the space 
devoted to advertisements 
has until further notice been 
again reduced. 


There is no space available 
for March or April issues. 


Orders for subsequent issues 
can only be accepted subject 
to space being available. 


Rates £50 per page and pro rata. 
B. A. LING 


Advertisement Manager 
69 FLEET STREET, 
LONDON, EC. 
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JA Small but Apt Reply to an Oft-repeated Question 


“DOES ADVERTISING рау?” may 
be а somewhat idiotic question, but 
it is still asked frequently by folk who 
ought to know better than so to expose 
their ignorance. : 
Whenever what appears to be a 
success of advertising comes under the 
notice of such people as these they 
always endeavour to ascribe it to some- 
thing else. They refuse to believe that 
mere advertis- 
ing can. have 
produced the 
material re- 
sults by which 
they have been 
impressed. It 
is always the 
sheer merit of 
the commod- 
ity, the ability 
ot travellers, 
the mechanics 
of distribution 


lustrous and beautiful. 


maturai/y more beautiful. 


favourites. Antiseptic. 


wrapper direct from— 


—a п y t h 1 п g T: к= огу ЛГ 
andeverything ноо 
—that must be Т | 
credited with 

sales before 


advertising 
can be allowed а good word. 

Since advertising is generally only 
a part, though the most important 
part, of most selling schemes it is com- 
paratively easy in this way to deprc- 
ciate its value. 

Lately we have come across a quite 
exceptional сазе where, as it happens, 
nothing of the sort is possible. It is a 
very small witness, but not the less 
eloquent or pertinent on that account. 
A new toilet speciality, “ Eydol," 
was recently introduced to the public 
by a modest announcement occupying 
no more than one-eighth of a page ina 
magazine. 

No other selling agency, personal or 
otherwise, was employed before the 
results presently to be mentioned were 
secured. 


Eyes Men Idolize 


“Eydol” is an exquisite preparation 
that will make your eyes bright, 
It imparts 
to all who use it a marvellous power 
of fascination and magnetic charm. 
Refreshes, strengthens and invigor- 
ates the eyes, and makes them 
Used 
and recommended by many stage 
Harmless. 
Guaranteed not to contain Bella- 
donna. 2/9 рег bottle. Of chemists 
and stores, or sent post free in plain 


TUM Vim = 


What was done was the work of 
one eighth-of-a-page advertisement, 
and of nothing else. 

The advertisement in question cost 
£5, and was subject to the usual 
agent's commission. Before it had 
been repeated it had brought to the 
advertisers direct business amounting 


"to over £10, which of itself showed 


them a handsome profit. 

This, how- 
ever, was the 
least part of 
\what it was 
expected to do 
and what it 
did. Its most 
important 
achievement 
was that it 
secured an in- 
troduction for 
“ Eydol" into 
two of the 
most import- 
ant multiple- 
shop organisa- 
tions and into 
half а dozen 
leading stores, 
thereby providing for it a distribution 
basis impossible to overvalue. 

Thus, it will be perceived, this one 
small magazine article created a good- 
will for the commodity advertised that 
was of immediate saleable value, and 
which would have returned profit at the 
rate of many hundreds per cent. had 
the advertisers desired to dispose of 
their budding property. 

We reproduce the little advertise- 
ment that proved so remarkably effec- 
tive, and congratulate the advertisers, 
and Mr. B. C. Fisher, who directed 
this very miniature campaign for them, 
on the success of their effort. 

As an example of what advertising 
can do without adventitious aid of any 
sort it is rare enough to demand a place 
in our record of current advertising. 
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BUY NATIONAL 
WAR BONDS 
NOW 


When the oldest 
and most conser- 
vative of all our 
official institutions 
is beginning to 
acknowledge the 
value of adver- 
tising— 


Surely it is time 
that YOU—the 
firms who have 
not used this un- 
equalled incentive 
to business 
gsrowth—should 
think about it 
and— 


CONSULT US 


SIVITERSMITH SERVICE 


(V, SIVITER SMITH & СО) 
SIVITER HOUSE 
BIRMINGHAM 


London—10 Lincoln's Inn Fields, 
W.C.2 


Belfast — 19 King’s Court, Welling- 
ton tes Y 
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OVERSEAS ADVERTISING 
ВИННИ 


New Zealand. 

With regard to the report of H.M. Trade 
Commissioner urging the need for more 
advertising of British goods in New Zealand 
(which report was summarised in our October 
issue) we have received an interesting letter 
from Mr. Henry Weston, of The Taranaki 
Herald and Budget, New Plymouth. The writer 
refers to the prospects for British trade in New 
Zealand after the war. In the course of his 
communication Mr. Weston says :— 

“ The field offered here is large, and I feel 
sure that, even if things are only nearly equal, 
British goods will get the preference. Prac- 
tically every home in New Zealand has been 
hit by the war and when the fighting men 
return their influence will also be felt, with the 
result that there will be а verv strong fecling 
against German and enemy goods. 

“ British traders will require to make early 
plans for their campaign. There will be an 
enormous development in New Zealand as soon 
as peace is declared, and goods of all classes 
will be required, particularlv those for the 
development of bush and virgin lands, building 
material, foodstuffs, etc. 

"'This province I anticipate will make a 
wonderful growth, and with the use of our 
deep sca harbour for inward and outward 
shipping, New Plymouth particularly will soon 
grow into one of the largest, if not the largest. 
provincial towns in New Zealand. The land is 
suited for the small farmer, and after the war 
there will be a big influx of small farmers into 
New Zealand. Dairving offers a splendid 
chance for the small man who wants to get on 
to the land, and the climate is good. 

“As а subscriber to vour journal, I am 
naturally anxious to see that Taranaki gets a 
share of апу advertising that may be done in 
New Zealand, but I am more anxious to see Bri- 
tish trade pushed in every way and the British 
people buving British goods in preference to 
all others, particularly those of enemy origin. 

* Manufacturers must not overlook the fact 
that almost every worker in New Zealand has 
money to spend on some luxury or other and 
so can afford to buy the many proprietary 
lines which we get from England." 


Canada. 

The Calgary Herald forward us а сору of a 
booklet they have published setting forth the 
growth and development which have taken 
place in Alberta and Calgary. The booklet will 
be very uscful to firms thinking of advertising 
in the Far West, for it gives valuable informa- 
tion as to the wealth of the province and the 
prosperitv of the people. The growth of 
Calgary in the last few vears has been quite 


remarkable, 
South Africa. 


Some illuminating figures illustrating the 
great prosperity of South Africa are those 
showing the assets and liabilities of the banks 
in the country as on June 30th last. The 
total of fixed and floating deposits he!d by the 


banks had increased since September, 1916, 
by approximately 14 per cent., indicating the 
growth of the material wealth of the Union, 
though it also meant that there had been 
suspended activity in the investment market. 
The actual figures were as follows : 1917, fixed 
and floating deposits, &60,242,538; 1916, 
£52,947,819; 1914, £45,396,974; and 1912, 
£45,441,876. A leading business man in Cape 
Town, in a letter to us which arrived by the 
same mail, said, ‘There has never been so 
much money here before. The only dif- 
ficulty now is to get sufficient goods to sell." 


The Sudan. 


A recent issue of The Board of Tradc Journal 
contained extracts from the reports of the 
director of the Sudan Central Economic Board 
respecting the trade of that countrv in 1916. 
It is a pity such information cannot be pro- 
duced more promptly, for by so doing its 
value would be greatly increased, but as it is 
apparently the latest available we reproduce 
a few of the main figures. 

The value of the imports into the Sudan in 
1916, inclusive of Government stores, amounted 
to £12,661,468 as compared with £E1.704,250 
in 1915, an increase of 56 per cent. The 
principal item among these imports was, as 
usual, cotton piece goods, the increase in the 
value of which indicates clearly the pros- 
perity of the native population. There was 
at the time of the report much monev in the 
hands of the natives. Imports from British 
territory in 1916 amounted in value to 
£E2,241,888, an increase of over 59 per cent. 
on 1915. 'The British share of the total 
import trade in 1916 was 84 per cent. 

Thc value of the exports during 1916 
amounted to the record total of £E2.288,403, 
as compared with £121,577,991 in 1915. Ex- 
ports to British territory represented 75 per 
cent. of the total. £1 Egyptian equals 
£1 0s. 61d. English money. 

These figures showing the prosperity of the 


country suggest that it affords a market for 


still more British goods if the right articles 
are sent and judiciously advertised. 


Russia. 

British firms which may be chary of develop- 
ing business with Russia on account of the 
very unsettled state of the country should be 
interested to note that our Commercial 
Attaché in Petrograd says American houses 
are very much alive to future openings in 
Russia for their manufactures, capital and 
enterprise. Not much business is being done 
at present, he explains, nor could one expect 
that it would be, but it is apparent, he adds, 
that Americans mean business, and that they 
seem to have confidence in Russia's more or 
less speedy and sure recuperative capacity. 
Apart from individual cfforts the Russo- 
American Chambers of Commerce in New 
York and Moscow have largely developed their 
activitics, and various missions have been 
despatched from the United States to Russia. 
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THE DEMOBILISATION 


в LUXURY 


А SIGN of the times to those whose duty it is 
to watch for them, has lately appeared in the 
novel departure about to be undertaken by 
The Cambridge Magazine. 

This paper has always maintained a high 
standard of journalism, as certainly befits а 
publication circulating amongst the university 
classes, and now, though by no means in want 
of advertisements with which to fill its pages, 
it proposes, in response to the repeated and 
numerous requests of its readers to effect what 
they consider an improvement in the appear- 
ance of the paper, to jettison all advertisements 
and to charge sixpence or possibly a shilling 
for the weekly issuc. 

This policy of conducting a paper by charging 
a high price per copy and thus limiting thc 
sale to а comparatively small circe, raises a 
prospect which high-class advertisers would 
do well not to ignore, if they envisage a peace 
within the coming year and the concomitant 
dislocation, ‘Those who, after the Boer War, 
with an eye to eventualities on the Continent, 
made a study of the possible reactions of peace, 
will remember the unexpectcd manner in which 
some trades were affected by a largely increased 
demand for their commodities and others by 
an equally startling shrinkage, 

In this connection it is apposite to draw the 
attention of our readers to the action of the 
Government in setting up a department of the 
War Office to prepare plans for the demobilisa- 
tion of the Army. These plans, we have lately 
been told hv Mr. G. N. Barnes, are practically 
completed. We notice no preparation, how- 
ever, for the demobilisation of trade. We hear 
nothing of the preparation of plans by the 
Government for the restoration of trades now 
-occupied in making aeroplane parts to their 
pre-war function of manufacturing corsets, or 
of those engaged in making fuses to their 
function of making watches. We should like 
to be told of the efforts that are being made to 
effect a restoration of industry to a basis on 
which it will be able to absorb the returning 
armies as fast as they can be demobilised, 
While we hold that the authorities have every 
right in war time to utilise to the full the 
potentialities of private businesses, we would 
urge that the sacrifices thus entailed should 
not go unrequited, and that assistance in the 
process of adaptation to the necessitics of peace 
should be forthcoming. 


OF THE 
T RA DES um 


We should feel greater confidence not only 
in the ability, but in the perspicacity and fore- 
sight of the Civil Service, if there were sitting 
in each department sections of every trade, 
the duty of this body being to collect assidu- 
ously data and suggestions for the return of 
those industries to thcir ncw conditions of the 
new peace. 

One would have thought, too, that thc 
various tradcs after three and а half years of 
war would have set up sub-committees, at anv 
rate to inquire into conditions and to recom- 
mend policies for the development of their 
interests. 

We sce a sub-committee of the London 
Chamber of Commerce so courageously en- 
deavouring to obtain a rescindment or altera- 
tion in the latest yaucherie in the management 
of paper economy. Where would all their 
interests have been had they but combined, 
according to their function, in circularisin 
those concerned ? | 

Why was there no committee of circularisers 
ready to offer to the Paper Commission 
indications as to how paper might genuinely 
be economised ? While all are prepared to 
obey the State, it behoves us; if we can, to see 
that the behests the State does make sre 
based upon such experiencc and common sense 
as are already at its disposal. 

Then why, we are inclined to ask, is nothing 
being done to collect data on problems of 
(1) How to regulate Demand as to enable its 
movements to be brought into correspondence 
with the condition of Supply ; and (2) How to 
effect distribution in such a manner that while 
originality and cffort reap their due reward, 
the public should have no reason to complain 
of wastage due to unnecessary competition, 

Under the first heading will come such 
points as the removal of the bans on ЫШ» 
posting and circularisation, the tendency of 
some journals to rely more on circulation and 
less on advertisements with the consequent 
scarcity and the probable famine in advertising 
space; and under the second the numerous 
methods of combination and control in distri- 
bution. 

To the consideration of these questions, in 
the interest of the public, the manufacturer 
and the salesman, we gladly open our columns 
to those of our readers who have suggestions 
to offer.—(ApvrT.) 
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IN THE PROVINCES 
ву сау 


Birmingham. 
The newspaper advertising in November 
was not quite up to its usual volume, the 
proximity of Christmas seeming to have 


suggested a breathing space before the burst. 


of Christmas announcements. 

The constant few kept to their monthly 
appropriations—namely, such firms as Messrs. 
Chamberlain, King & Jones, Cook & Smart 
amongst the furnishing trades, and Lewis and 
Newbery's for the drapery concerns, whilst 
Hudson's Bookshop was in evidence on the 
bi-monthly ** Book " page of а dailv paper. 

There were few newcomers this month—two 
firms took big space for showing tools for 
munition firms, and a local tobacconist, 
Mr. Harrison by name, commenced adver- 
tising a series of liis own mixtures. 

Priestley’s, with pianos, and two motor 
firms advocating the use of * tractor ploughs ” 
completed the list for the month. 

The hoardings вест to have taken on a new 
lease of life, and colour is again prominent 
wherever one turns. 


Bradford " 

Addressing a meeting of the Bradford 
Engineering Society recently on *' Catalogues 
and Specifications," Prof. G. F. Chamock 
advised his hearers to devote more attention to 
advertising as. it appealed to the commercial 
and to the technical man. Much of the rapid 
spread of knowledge regarding new devices 
might be traced directly to the results of 
advertising. While some advertising was most 
praiseworthy, a great тапу of the average 
catalogues could hardly be so described. 
Something more than the mere plutitudes of 
commercial philosophy was wanted to increase 
the effectiveness of the present method of 
advertising. ‘The real feature of advertising 
should be to give information, and catalogues 
should contain explanations, with the aid of 
diagrams and descriptions, illustrated by 
drawing a number of examples. 


Dublin. 


A distinctive piece of advertising literature 
ssued for the Christmas shopping season was 
Clery's Bulletin, published by Messrs. Clery & 
Co., Ltd., general drapers, Dublin. In format 
the Bulletin жаз a 16- -page double post 4to, full 
of good-class line drawings, each page being 
enclosed. in a green-tinted holly border. 
Patrons of the Clery Store were given. a ** view 
and description " of the fine new building which 
will replace the old premises destroyed last 
Easter, а double-page illustrated * spread ”? in 
fhe Bulletin setting out in attractive stvle the 
features of the new structure. The fashion 
drawings throughout—very fine examples of 
the composite grouping stvle—were the work of 
Mrs. M.Hall.. The Bulletin was creditable alike 
to its originator and compiler, Mr. А. Corrigan, 
the advertis ment manager, and to the printers, 
the Independent Newspapers, Ltd., Dublin. 


Some “snappy” Press advertising and 
special publicity matter have emanated from 
the 1те! (Irel-and) Coffee Co., Ltd. (Messrs. 
Johnson Brothers) one of the few firms in 
Ireland marketing a branded liquid coffee. 1n 
the past two months '* Ire)" coffee has been 
widely and strikingly advertised throughout 
Ireland. On the tramway systems of Dublin, 
BeHast, Cork and Derry а cleverly conceived 
transparency design has been placed. This is 
certainly a most arresting and unconventional 
display. The letters of the word ** Ire] " are 
picked out in a series of balls of red, green, 
yellow and blue, and a brilliant effect is secured, 
especially when the cars are lit up. 

The same firm has issued a fine example of 
a railway wall map. I understand that the 
business has been expanding rapidly, and the 
partners—all devotees of the cult of specialised 
publicity—readily attribute much of their 
success to bold advertising backed by organised 
salesmanship. For the pictorial side of their 
Press advertising Messrs. Johnson enlisted the 
services of Mr. Gordon Brewster, of the art staff 
of the Independent Newspapers, Ltd. 

The Irish Independent has been carrying some 
particularly effective examples of fountain pen 
advertising on behalf of Messrs. Helys, Ltd., 
Dublin. The “ top right " position on the front 
page has been the locale of most of'the series. 
I understand the lay-outs and copy-writing 
were handled by Mr. John Gill, who has control 
of “ the pen department ” of the firm. Mr. Gill 
is an advertising enthusiast and his practical 
work is modelled on sound and progressive 
lines. 

Messrs. Kenny?s Advertising Agency, Dublin, 
have been entrusted with the advertising work 
for the Ovelle Spice Co., Newry, Co. Down, a 
firm manufacturing a proprietary article for 
poultry needs. The technical journals and the 
principal Irish provincial newspapers are being 
included in the campaign. ‘The preliminary 
Press announcements and other preparatory 
advertising for the new labour joumal, Jrish 
Opinion, were handled by Messrs. Kenny. 

An interesting example of the successful 
application of modem advertising methods 
to a newly-created school of wireless telegraphy 
under the Dublin Corporation was forthcoming 
last month. It was the original intention of 
the authorities to follow the customary 
‘ordinary type” style of public notice con- 
cerning the foundation of the sehool. The 
matter was entrusted to Messrs. Kenny's 
Advertising Ageney, and, on their suggestion, 
an arresting and explanatory 6-inch double- 
column adv ertisement. supplanted the pro- 
pose d archaic “notice.” The result of the 
series of jusertions was that replies and in- 
quirics were received in great volume by 
the school] authorities. "The several private 
* wireless " schools in Ireland have been con- 
ducting their advertising on display lines for 
some vears, but the example cited represented 
the first attempt made by a civic institution 
to utilise ** service " advertising, 
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When the engine of war is scrapped and the wheels of industry restart, you 
will need all the assistance that masterly advertising can give your business. 
Consult the Carlton —the organization founded on the principle that no art, 
artistic or literary, is too good for the service of British commerce—and by far 
the biggest and most perfectly equipped publicity institution in the world. 


^, В Man dio b ES STUDIO & 
АТОМ 


AUXILIARY 


Carlton House, Great Queen Street, Kingsway, London, W.C.2. 
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The Christmas numbers of The Irish Weekly 
Independent, The Weekly Irish Times, The 
Weekly Freeman, and The Evening Mail 
showed up extremely we!l this vear in respect 
of the volume of advertising carried. А 
wealth of full pages and half-pages distin- 
guished the Freeman display, whilst the Times 


and Independent presented a remarkable array 
of general advertising from leading Irish 
firms. In the case of the Mail (which was 
an extra Christmas number apart from the 
customary editions) I understand that this 
vear’s number was a record in the amount of 
advertising carried. 


MR. HERBERT GREAVES 
ИИИНИН 


An Advertising Manager's Success 


MR. GREAVES, a Yorkshireman who has 
lived practically all his life in Manchester, began 
his business career in the right way to make а 
successful advertising man—that is, by learning 
the actual selling end of the goods, both inside 
a store and on the road. 


MR. HERBERT GREAVES 


It was in the year 1904, when he was a boy 
of 16, that his father signed the indentures, and 
apprenticed the lad to the drapery and dry 
goods business at Messrs. J. and N. Philips 
& Cos wholesale warehouse in Manchester. 
During the five vears that followed voung 
Greaves was learning all he could of all the 


various departments in this great business. 
When he came out of his time, at 21 years of 
age, he was made a salesman and also had some 
experience of the shipping end. Аз salesman. 
traveller, ete., he worked for about five years, 
and all this time he was keenly studving adver- 
tising. coupled with selling and distribution, 
as this, he believes, is the only way to make 
advertising a success. 

Four yeurs ago Mr. Greaves was appointed 
advertising manager to his firm, and during this 
time he built up an advertising department 
and a mail order business of no mean propor- 
tions, and originated and carried through some 
remarkably successful campaigns, such as that 
for * Dainty Dot " children's wear, which we 
described in our October issue. То have done 
this and also to have established a follow-up 
svstem, etc., in four vears, is an achievement 
worthy of note for so voung a man. И is safe 
to say that Mr. Greaves has done his part to 
lift trade advertising to a very high level. 

In addition to his general knowledge of the 
drv goods business, coupled with that уегу 
valuable asset, a knowledge of retailing 
conditions, Mr. Greaves is a very keen judge of 
advertising, and is a first-rate hand at lay-out 
and copy-writing. 

After fourteen years at Manchester, Mr. 
Greaves has come to London, having recently 
joined Messrs. W. S. Crawford, Ltd., of Kings- 
way. What is a loss to Manchester is à gain to 
London, and anyone who has watched Mr. 
Greaves' carcer so far will know that, much as 
hc has achieved in Manchester, he will do far 
more in the wider field now open to him. 

We congratulate Messrs. Crawford on the 
association with them of such an able salesman 
and a man of such untiring energy as Mr. 
Greaves. 

We feel sure that all Mr. Greaves’ friends 
in the North will wish him every success in his 
determination to secure а wider sphere of 
advertising activity. 


THE DAILY NEWS. 
THE DAILY NEWS is in the proud position 
of being able to announce that its circulation 
exceeds one million copies daily and we con- 
gratulate our contemporary upon the achieve- 
ment. It is а wonderful testimony to the 
steadily increasing popularity of the paper, and 
the growth in sales is the more gratifying from 
the fact that it has been going on so consistently 
for some years. It is no flash in the pan, but the 


result of enterprise, good management and the 
capacity to gauge what the public wants. To 
advertisers the announcement is especially 
acceptable, for it shows that they are getting 
admirable value for their money. Indeed, for 
в long time they have really been receiving в 
bonus, for the rates were based on a much 
smaller figure. It will not be a surprise to them 
therefore that a new scale of charges comes into 
operation with the New Year. 
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Window-Display 
Salesmanship 
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MADE IN PYTRAM 


— YOU MUST ECONOMISE — 


SHOP DISPLAY ADVERTISING IN PYTRAM 


IS THE CHEAPEST AND MOST SUCCESSFUL—SAVES 
PAPER AND IS PRACTICALLY INDESTRUCTIBLE 


PYTRAM NOVELTIES ARE SO ATTRACTIVE YOUR CUSTOMERS WILL 
BE ONLY TOO PLEASED TO DISPLAY YOUR ADVERTISEMENTS 


We give full service, making all arrangements for window show, 
dispatching goods, collecting and reforwarding. @, Pytram possi- 
bilities are innumerable, апа will pay for your full investigation. 
QC, Give us a call and see what we have produced for other 
advertisers ; or write us for Ideas and Suggestions. 


DRUMMOND-WALKER & CO. 


The Pytram Manufacturing Co. 
63 Queen Victoria Street, London, E.C.4 


‘Phone: City 5134 
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SUBSCRIBERS' ADVERTISING 
EEUU UA 


In this section we review each month the Advertisements 
and Advertising Literature, and answer the questions 
pertaining to their advertising, sent by our Subscribers, 
free of charge. Subscribers are cordially invited to ask 
our opinion upon any advertising matter. Replies and 
reviews will be dealt with under assumed names if desired. 


THE UNDERGROUND ELECTRIC RAIL- 
WAYS OF LONDON COMBINE (T.O.T.) 
forward us а booklet which is further 
evidence of the advertising so cleverly and 
effectively done by them by indirect agencies. 
It is entitled “ A Book of Birds and Beasts 
for London Children," and it tells them in 
acceptable fashion of the animals and birds 
which may be found living in а wild state 
around London. Опе has come to expect 
& very high standard of excellence of any 
advertising matter issued by the publicity 
director of this company, and the booklet 
now under notice fully maintains the 
reputation he has achieved. One point to 
be noticed about it is the entire absence of 
any advertising matter from cover to cover. 
There is no mention even of the group of 
companies which produces it, except the 
formal announcement on the title page, 
but it will certainly do good work. 

Letterpress and illustrations alike will 
make strong appcal not only to “the 
children of London " but to those “ children 
of a larger growth " who will see it too, for 
the booklet is so admirablv done. The 
illustrations, in full colour, are from drawings 
by Mr. Edwin Noble, and thev show the 
birds and animals in their natural sur- 
roundings. They scem to us to be drawn 
with great fidelitv with hardly а single 
exception, and there is a nice sense of 
intimacy about the portrayal which makes 
strong appeal. One of the happiest examples 
is that of the field mice on the tall stalks of 
corn. The letterpress is by Mr. Chas. White, 
and again, in its simple phrasing, we get 
a pleasantly intimate sense. The booklet is 
sure to stimulate a keen love of birds and 
beasts in the minds of the young people who 
are so lucky as to get copies, and it will make 
them keep their eyes open when they take 
their country walks. There are twenty-two 
illustrations, all full-page and nicely placed 
thereon. The booklet runs to 36 pages, 
6 inches by 9$. А word of praise is duc to 
the printers, Messrs, Sanders, Phillips & Co., 
Upper Thames Street, for ther excellent 
work. 

MESSRS. SMITH, DENNE & MOORE, 
general advertising agents, Toronto, forward 
us & series Of advertisements describing 
Canada under war conditions. They reached 
us bound in a little portfolio, but were 
written for and inserted in The Literary 
Digest of New York for a syndicate of 
Canadian daily newspapers, When Canada 
entered the war the impression became 
prevalent in the United States that business 


with its northern neighbour was languishing, 
and that it would not be good policy to 
advertise there. Realising that, the syndicate 
referred to commissioned Messrs. Smith, 
Denne & Moore to prepare a series of 
advertisements with the primary object of 
acquainting the United States business men 
with the fact that Canada was prosperous 
in spite of her participation in the war. 
The secondary object of these advertise- 
ments was to induce American manufac- 
turers to use the advertising columns of the 
Canadian dailies. 

The advertisements present a distinctly 
attractive appearance. They are well laid 
out, state their facts in terse, effective 
language and make out a very strong case. 

Why should not the Canadian papers 
undertake а similar campaign in this 
country ? 


MR. WILLIAM SIMMERS, blouse and out- 


fitting specialist, Elgin, forwards us some 
specimens of his recent advertising. We 
note with pleasure the distinctly attractive 
appearance which these announcements 
present, and it is the more praiseworthy from 
the fact that in country towns there is apt 
to be serious limitation in choice of types, 
though we do not sav that such is the case 
in this instance. The advertisements are 
about 4} inches wide by 54 high and being 
generally surrounded by a border should 
stand out well from their neighbours. Mr. 
Simmers shows appreciation of the value 
of “ white," so that there is an agreeable 
absence of crowding, but sometimes the 
{уре chosen for descriptive text is, we 
think, a trifle small. Having to suggest 
daintiness, Mr. Simmers has wisely chosen 
founts of a light and delicate character. 


VENUS PENCILS forward us a specimen of 


a novelty blotter they have produced for 
advertising purposes, the feature of it being 
that it does not lie flat on the table, but has 
a folding arched back of stiff cardboard 
which not only makes a convenient. handle, 
but causes the blotting surface to be slightly 
convex, and so increases its utility. It is an 
ingenious device. 


MESSRS. MARSHALL & СО., drapers, out- 


fitters and furnishers, of Port Elizabeth, 
South Africa, send us a copy of their ** Sum- 
mer Fashion News and Complete Guide to 
Furnishing." It runs to about 180 pages, 
each page measuring 84 by 11 inches, sc it 
will be scen that it is a quite bulky eft 
logue, suggesting that there is no scaifcity 
of paper in South Africa. "The cover design, 


WHICH WORD YOU USE 
MATTERS MUCH 


SINGLE word may make your ad.—or mar it. [t is not 

so easy to choose the right word as the wrong word, 
and the difference between the two may be the difference 
between success and failure. 

If you haven't the time to spend over this nice choice 
of words, why not delegate the task to Pool's, whose copy 
writers, possessing the requisite skill, experience, and thorough 
knowledge of the theory and practice of advertising, сап put 
into your copy that vital touch of Salesmanship which springs 
from wisely chosen words ? 


CHARLES POOL & CO., LTD. 


The Personal Service Agency with 50 Years’ Experience 
180-181 FLEET ST. LONDON, E.C.4 


Telephones : Telegrams : 
City 1473-4. ** Advexero, London." 


BIG RESULTS £1,500 
from Small Expenditure 12/- Advt. 


FIGURES THAT SPEAK FOR THEMSELVES : 


А small advertisement in the ‘‘ Christian Herald" offering two Debentures of £25 each 
brings applications for over £1,500. 

S further proof of the extraordinary results obtained from advertising in the ‘‘ Christian 

Herald," we would draw attention to striking figures in connection with the advertising 

of a firm of Clothiers. This firm writes us that in February, 1916, when they were running 

a 2} inches wide column advertisement at a cost of 
per week, the average weekly 
£6 5s. result from the advertisement was £50. 
Dr. W. G. HARTOG, M.A., F.R.S.L., etc., Director of the Syndicate Publishing Co., writes on September 
27th, 1917, to the 


CHRISTIAN HERALD 


*' [ feel sure that it will interest you to know that in response to three small advertisements 

which this Company inserted in your paper during August, the worst time of the year for 

advertising, the total cost of which at your full rates amounted to £85, we have sold up to 

date approximately 1,5. О Dictionaries at prices varying from 6s. За. to £1, and 

orders are still coming in at the rate of 20 to 30 per day. These figures testify better than 

any words I can say to the extraordinary pulling powers of your paper, and to the confidence 
which your readers have in the ‘ Christian Herald.’” 


Thus the '' Christian Herald '' is one of the foremost weekly periodicals—foremost in circulation, foremost 
in responsiveness, foremost in results. Get the '' C.H.” on to your list for a series contract NOW, at the 
strategical moment. "he circulation has averaged weekly well over a quarter of a million copies for the last 
20 years, and assuming each copy is read by three or four persons, the advertisements come under the notice of 


OVER A MILLION READERS. 


There is now so much demand for advertising space in the '' Christian Herald," advertisers should at 
once apply for Specimen Copies and Rate Card to Advertisement Manager, 6 Tudor St., London, E.C.4. 
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bv Mr. W. S. Bagdatopulos, is in two 
colours, and the book is crowded with illus- 
trations. Being printed on very thin paper 
in order to reduce the cost of postage it 
cannot be expected that the blocks should 
come out very well. But, as we have said 


of Messrs. Marshall's catalogues on previous 
oecasions, they are extremely useful for 
mail-order purposes in & country of great 
distances with sparsely scattered population 
where * shopping" must be done very 
largely by mail order. 


BUSINESS GOING OUT 


The advertising in the English press of the 
French National Defence Loan was undertaken 
by Messrs. Leathwaite & Simmons. 

Messrs. C. A. Peters, Ltd., of Derby and 
116, Newgate Street, E.C., are placing direct 
their advertising for the Peterlite Everlasting 
fire lighter. 

The Norfolk Farm Lands Development 
Scheme has been a good deal advertised of 
late, the publicity campaign having been 
entrusted to Messrs. Vickers. 

Messrs. Birch & Gaydon, Ltd., 153 Fenchurch 
Street, E.C.3, are doing some effective adver- 
tising through Messrs. Cutting and Underwood. 

Kensitas cigarettes are being advertised for 
Messrs. J. Wise & Sons, 175-6, Piccadilly, by 
the Pioneer Publicity Service. 

The publicity for Law’s Peach Bitters is 
being undertaken by Messrs. Willing on behalf 
of the proprietary company, of 36 and 37, 
Leadenhall Street, E.C. 

Quite a novelty in the matter of advertising 
in the English Press were the election addresses 
of the Canadian Government and of the 
Liberal candidates for the Dominion of Canada 
Parliament. They were inserted to reach 
Canadian soldiers in this country. The adver- 
tising of the former was entrusted to Mr. 
Chas. F. Higham and of the latter to Messrs. 
Street. 


* Modern Art.” 


A TRULY sumptuous volume, containing 
reproductions of works of ** Modern Art," and 
thus entitled. has been issued by Colour 
(33 Victoria Street, S.W. 15s. 6d. net). It 
fully maintains the great reputation that 
delightful magazine has won for itself as a 
portraver of modern pictorial art in colours, 
and there are added essays on the subject by 
Mr. Chas. Marriott and “ Tis," with apprecia- 
tions of the individual pictures, The range 


The London Army Boot Co., 3, Victoria 
Avenue, Bishopsgate, E.C., have been adver- 
tising their Government leather boots for 
workers. 


Messrs. Samson Clark are acting for the 
Express Rubber Co., 435 and 437, Oxford 
Street, W., in the advertising of their 
* Nobility " and “ Trench " mackintoshes for 
ladies. 


A new campaign is being conducted for the 
* White City " cigarettes, and Messrs. Godfrey 
Phillips have placed it in the hands of Messrs. 
W. J. Southcombe. 


Containers for gas, to take the place of 
petrol, are figuring in the advertisements now, 
and among the firms advertising them is the 
Ernest Lyon (Gas Equipment), Ltd., 91a New 
Bond Street, This firm has been taking 
fairly large spaces to make known its Lyon- 
Spencer concertina gas containers. 


Large spaces have been taken in some of 
the illustrated weeklies to advertise thc 
* Service? Safety Haircutter, for the company 
of that name at 43, Leicester Square. "The 
business was placed by the Dorland Agency. 


Mr. L. Macrae of Glasgow is undertaking 
the advertising of the pocket acctylene lamps 
for Messrs. Wm. Moyes & Sons, 142, Waterloo 
Street, Glasgow. 


of artists, British and foreign, whose work is 
reproduced in full colours with many printings. 
is very wide. In all there are 56 full-page 
pictures presented in superb style by Messrs. 
Bemrose, together with 16 examples in black 
and white of the drawings of some of the present 
day masters in lithography or in chalk, the 
pen, and the etching needle, also very fine 
in their richness and depth of tone. The 
volume is а splendid example of the skill of 
British craftsmen in colour printing and will 
һе a joy to every lover of modern art. 


YOU CAN USE ONLY 


Tire ct 


M ^ 4 ч 
gr a AD 


WO I 


to reach readers of Sunday picture papers. 
Their success proves they are the most 


fascinating of all the Sunday papers. 
test this profitable class of medium 


not 


Why 


by using the Illustrated Sunday Herald? 
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ITEMS OF INTEREST 
ВЕНА ААА ES 


Mr. J. А. Stead, who for almost twenty-one 
years has been with Messrs. Smith's Adver- 
tising Agency, 100, Fleet Street, is about to 
join Messrs. Siviter Smith, as administrative 
manager of their Birmingham branch. Mr. 
Stead's long experience should make him a 
very useful acquisition to the go-ahead firm 
with whom he is about to throw in his lot. His 


| | | 
MR. J. A. STEAD 


many friends in London will, however, be very 
sorry to lose Mr. Stead, for he is very popular. 
They, however, sincerely wish him every 
success in Birmingham. 


Mr. T. L. Hargreaves, chairman of Messrs. 
Hargreaves Bros. blacklead manufactures, 
died on November 28th at Hull in his 74th year. 


Mr. А. О. Richardson, managing director 
of Messrs. Palmer Newbould & Co., has accepted 
an invitation to serve оп the Propaganda Com- 
mittee of the Duty and Discipline Movement, 
the other members of the committee being 
the Earl of Meath, Lord Rathcreedon, the 
Rev. Cecil J. Mead-Allen, Mr. A. B. Nott- 
Bower, and Mr. Ernest Oldmeadow. 


Lance-Corporal C. Deryck has been awarded 
the Military Medal for “© resourcefulness and 
bravery " in France. Mr. Deryck was for 
many vears a member of the staff of Messrs. 
Samson Clark & Co., and left them to enter 
the Army. He was rather badly wounded 
in the fighting when he won his medal, but we 
are glad to learn that he is steadily recovering. 
We join with the gallant soldier's many friends 
in offering him our hcarty congratulations. 


Mr. Stanley Talbot, who lately returned to 
this country after a visit to Roumania as a 
member of the British Red Cross, has now 
joined the Royal Army Medical Corps and for 
the present is stationed at Blackpool. 


Mr. J. Wallace Black has contributed to The 
Shields Daily Gazette a very chatty series of 
reader advertisements concerning Mr. Isaac 
Black's clothing business. The first was 
devoted largely to describing the origin of 
advertising and was written in such bright 
fashion as to be sure of attracting attention. 


Miss Leila Lewis, Press representative for 
the London Opera House, forwards us several 
recent copies of The Kingsway Gossip, the 
house organ of the Stoll Picture Theatre. It 
is a dainty little four-page leaflet, 5 inches by 
61, printed in two colours on green paper, and 
is published weekly. Miss Lewis writes viva- 
ciously about the changing attractions of the 
picture house with some bright prefatory 
remarks concerning the attractions of the 
picture house as a place of entertainment. The 
house organ is addressed to the general public 
and Miss Lewis shows herself in it to be a lady 
with ideas. 


Mr. Elbert Hubbard, who lost his life in the 
sinking of the Lusitania, was such an attractive 
personalitv, with so delightful an individuality, 
that many of our readers will be glad to 
possess themselves of the sympathetic appre- 
ciation of him which Mr. W. Bevan James has 
written (C. W. Daniel, Ltd., Graham House, 
Tudor Street, Е.С. ; 6d.). Some of our readers 
may have met Mr. Hubbard and all of them 
knew him һу fame. "This sketch of а remark- 
able man was first prepared for a lecture in 
Liverpool] and has now been expanded into 
booklet form. 


The report of the Strength of Britain Move- 
ment, which was issued at the end of last month, 
shows that during the year ending June 15th 
last the Committee expended £13,580 for news- 
paper and poster advertising, literature, mass 
meetings, deputational work and the memorial 
to the Government. A further sum of £2,879 
was expended in connection with the book, 
Defeat or Victory, of which 230,000 copies have 
been sold and distributed. Wages and salaries 
represented less than 2 per cent. of the total 
receipts. Seven-eighths of the total expendi- 
ture had been in publicity propaganda. 


The illustrated weekly papers produced 
their special Christmas numbers in the early 
part of the month, one or two coming out at 
the end of November, but we regret that lack 
of space prevents us from mentioning them 
in detail, worthy of it though they are. War 
conditions told on a good many of them, the 
great cost of process blocks and the very high 
price of paper rendering it impossible to pro- 
duce numbers so large and sumptuous as those 
to which we were accustomed in pre-war days. 
Still, despite all these trying conditions, the 
Christmas numbers are fine publications. 
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To the conductors of Truth we offer our 
hearty congratulation on the brilliantly clever 
caricature of one of our most popular leading 
evening papers,whichthey have produced as part 
of their Christmas number under the title of 
The Daily Stunt. The make-up and style of the 
original has been so closely foilowed that the 
skit will be a joy to every newspaper man in 
particular and it will be hardly less popular 
with the general reader. At thc same time the 


parody is conceived in no unkind vein, but in 
the spirit of pure fun, which bubbles over in 
every paragraph. On the front page appears a 
portrait of ** Lord Bottomcliffe" who, we are 
told, has accepted President Wilson's invitation 
to run the United States, and the chief ** stunt ”’ 
story shows how The Daily Stunt killed the 
Kaiser. The Christmas number of Truth itself 
is again & witty production on the familiar 
lines. 


* ADVERTISING WORLD" LAW REPORTS 


Importation of Paper—Heavy 
Penalty. 


MESSRS. CHERRY & SMALLDRIDGE, 
printers and stationers, were summoned last 
month by Mr. Thomas Carleton (H.M. Customs) 
in the North Dublin Police Court for having 
on March 7th last imported into Dublin a 
quantity of paper boards which they were not 
duly licensed to import, and contrary to the 
Customs Consolidation Act of 1870. The 
Commissioners of Customs and Excise claimed 
a penalty treble of the value of the goods— 
namely, £406 175. 

It appeared that the Paper Commission had 
issued to the defendants in the month of 
October, 1916, a license to import paper to 
the extent of 52 tons up to February 28th, 
1917, On February 28th there was still 
unimported on that license 15 tons, but the 
licence had expired, and the Paper Commission 
did not extend it. On March "7th tbe de- 
fendants imported 28 tons 6 cwts. of paper. 
having at that time no current licence. That 
quantity was scized bv the Customs authori- 
ties. On April 27th licence for 10 tons of the 
consignment was produced, and £371 was 
lodged to secure the release of the balance of 
28 tons, which sum was forfeited. 

Mr. Healy, for the defendants, contended 
that the vessel was delayed, having been 
torpedoed on a previous voyage, and as a 
result of that the defendants were obliged to 
get paper to keep their works going. И the 
vessel had arrived without undue delay the 
licence originally granted would have covered 
the consignment, but a portion of the quantity 
authorised under their licence to be taken 


had been already obtained for the purpose 
stated. 

Eventually other licences were produced, 
but the total amount of all the licences pro- 
curable by the defendants was short of the 
consignment to the amount of 6} tons, in 
respect Of which the proceedings were now 
taken, for three times the invoice value of 
that quantity. 

The magistrate awarded the full penalty 
claimed, and Mr. Healy gave notice of appeal. 


Interned German’s Picture 
Postcards. 


IN THE City of London Court, on November 
29th, in the case of Asher v. Bloom, the plaintiff, 
Mr. Joseph Asher, advertising icture postcard 
dealer, 8 and 4, Ivy Lane, E EC. now interned 
at the Isle of Man encampment, sued Mr. 
Alexander Bloom, trading as the East London 
Printing Co., for £38 16s. 6d. for advertising 
postcards supplied. 

Defendant applied that plaintiff should be 
ordered to give security for costs, and his 
solicitor said the postcards were the last lot of 
goods which plaintiff had on hand before being 
interned. The defendant had paid the amount 
sued for to the plaintiff's wife, who, it пох 
turned out, had no authority to receive the 
money. 

Plaintiff's solicitor said his client had a stock 
of advertising picture postcards at the Old 
Kent Road worth £500. Plaintiff's wife denied 
that she had received the money sued for. 

Judge Atherley-Jones, K.C., said he could 
not accede to the application. 
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the most indus- 


trious, the most thickly populated, and the 
greatest wage-earning area in the British Isles. 
Itiseffectively covered by the Daily Dispatch, 

noted as one of the most profitable mediums 


for creating business. 
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On January 1st, 1918, the advertising rights on the cars of the 
Dudley, Stourbridge and District Electric Traction Co., Ltd., 
Birmingham District Power and Traction Co., Ltd., South 
Staffordshire Tramways (Lessee) Co., Ltd., and Wolverhamp- 
ton District Electric Tramways, Ltd., operated by the Birm- 
ingham and Midland Joint Committee, pass under the sole 
control of the Advertising Committee of the British Electrical 


Federation, Lid. Consequently all spaces are now open to advertisers 
from that date onward. 


There are some 200 tram cars, which carry approximately 53,850,084 pas- 
sengers annually. Immediate application should be made for special positions. 


For particulars and terms write to: 
THE ADVERTISING MANAGER, 


The British Electrical Federation, Ltd. | 


ge. 1 KINGSWAY, LONDON, W.C.2 


WEST AFRICA HATTE 


MUST PATRONISE YOU 
IF YOU PATRONISE 


The West African Advertising Agency 


Head Office: Freetown, Sierra Leone. 


We accept contracts for posting Posters and 
Bills, distribution of Catalogues, Pamphlets, 
Circulars, etc.; insertion of ''Ads.'" compo- 
sition, Screen halftones (blocks), Matrices, 
Unmounted  Electros (cliches), Linotype 
blocks, News interlineations, etc., throughout 
the Colonies in British West Africa, and also 
in the Liberian Republic. 


RATE CARD POST FREE ON APPLICATION. 


и 


=f ROM 


RANCE 


Over 2,000,000 copies of F.F.F., as 
Capt. Bruce Bairnsfather’s collections of 
war sketches published by the *' Bystander "" 
are popularly known, have been sold, and 
the demand is as great as ever. Only the 
2nd, 3rd and back cover at any time is 
available for advertisers’ use. 


Permonise 


your advertising display 
matter, showcards, note 
cases, perpetual calendars. 


Send us specimens of 
your advertising display 
matter — we will gladly 
show how Permonising 
will make them look better 
and cut your costs. 


Address your letter to Stanley V. Machin 


THE PERMO COMPANY 
London Road, Beddington 
Corner, Mitcham, Surrey 


Telephone - - о. Mitcham 832 


ЇШЇП 
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NOTES ON MEDIA 
СВИНИНА A ШЫ 


The Daily Mail was able materially to help 
the sale of the Tank Bonds among those who 
desired to acquire 
them, but were unable 
to go in person, for it 
undertook to purchase 
the bonds actually 
at the Tank on behalf of its readers. The 


"THE DAILY 


MAIL " 


result. was that orders for such purchases came 


from all over the country and even from 
abroad. The bonds thus bought bore the 
Tank Bank stamp. 

a 


IN a recent issue of The News of the World was 
printed a very useful little return showing the 
L circulation of the New 
York papers as at the 
outbreak of war and 
as they were quite 
recently. It is possible 
to give precise figures for the United States 
papers, because, as will be recalled, the 
propriztors in that country have to make 
official returns. The statistics were as follows :— 


1914. 1917. 


“THE NEWS OF 
THE WORLD." 


Evening Journal 


758,534 808,608 
New York World 380,540 431,222 
Evening World 360,902 407,308 
America ag 352,164 451,799 
New York Times 246,118 357,225 
Evening Telegram 163,869 217,846 
Evening Mail 130,137 156,529 
Evening Sun. . 110,056 192,250 
New York Herald 101,006 130,209 
New York Sun 65,514 141,758 


New York Tribune .. 55,335 100,551 


It will be noted that оп the whole the advance 
in circulation was considerable, and now that 
the United States is about to take a more active 
part in fighting, the demand for newspapers is 
likely to be far greater. The News of the World 
concludes its reference to the matter with these 
words: *“ The largest circulation in the world 
is, of course, that of The News of the World, 
with a certified figure far exceeding two million 
seven hundred and fifty thousand." It is a 
proud position for Sir George Riddell's paper 
to hold. 
A 


(Tur Christmas Shopping Special Double 
Number of The Graphic constituted a very 
ще guide to the 
А public іп the perform- 

"TAE К ance of the task of 
GRAPHIE buying presents, which 
[оу very agreeable 
if undertaken with such help as this special 
issue afforded. А great many of the very 
best West End firms werc represented in this 
number, and a study of it ought to have been 
undertaken by all who were puzzled as to 
what to buy. Reference to the names of the 
firms showed once again the " quality note 
which characterises The Graphic, and proved 


how much the paper is esteemed by high-class 
advertisers. 
a 

Two big special issues of exceptional interest 
were produced by The Bystander in successive 
weeks. One was the 
“THE E Кысыр 

А umber on December 
BYSTANDER 5th and the other the 
Flying Number with 
supplement, published on the 12th. Both 
were very attractive, alike in their literary 
and pictorial contents, and both carried a very 
big show of advertisements. The former issue 
ran to eighty-four pages, exclusive of covers, 
and the numerous advertisements demon- 
strated once again the fact that The Bystander 
is recognised as a splendid medium for shops 
which desire to reach a well-to-do public 
which buys its Christmas presents with 
judgment. Forty-seven pages were devoted 
to setting forth what at the advertisers had 
to sav. 

The Flying Number was even larger, con- 
sisting of ninety-six pages and cover; about 
fiftv-five being advertisements. In this case 
again the great West End stores and other 
purvevors of high-class goods were very 
strongly represented. 


A 

DECEMBER Ist saw The Outlook issued in a 
new and improved form, and with quite a 
departure from the 
staid appearance of 
most of the political 
literary weeklies. The 
familiar red badge on 
the title page has been dropped, and a coloured 
cover has now taken its place. The size of the 
page is slightly smaller, but the number of 
pages has been increased. The quality of the 
paper is much better, and now allows of half- 
tone blocks being taken. All its old features 
have been maintained, and new ones added. 
Considerable space is now devoted to foreign 
affairs ; contributed by its own special corres- 
pondents in Paris, Home, Petrograd and 
Madrid, and to articles by well-known writers, 
abroad as well as in this country. The new 
features should do much to increase the sales 
of this interesting and well-informed review. 

The columns of the first issue in its new 
form were well supported by a good and 
representative show of advertisements, running 
to ten and a-half pages. 


"THE 
OUTLOOK" 


a 
Tuts  old-established agricultural paper. 
founded in 1844, is now issued from the office 
of Messrs. Iliffe & Sons, 
20 Tudor Street, E.C., 
owners of many papers 
dealing with various 
aspects of the motoring 
industry. Unquestionably agricultural papers 
will in future carry much more motor machine 
advertising than they have hitherto done, in 


“THE AGRICUL- 
TURAL GAZETTE” 


en, Sat Se 
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view of the great increase in thefuse of the motor 
for ploughing and other agricultural purposes. 
It is probably on account of this fact that a firm 
so closely identified with the motor industry 
have undertaken the publishing of the paper. 


4 


AT this time, when so much attention is wisely 
being directed to the development of our 
overscas trade in pre- 
paration for the day 
when the conclusion 
of the war permits the 
resumption of a full 
export business, it is very appropriate to direct 
attention to a suitable medium for the ncedful 
advertisements. Such a medium is The Daily 
Mail Overseas Weekly Edition, which goes to 
all parts of the world and is read by a great 
section of the people whom it is desired to 
reach, both in British possessions and in foreign 
lands. H.M. trade commissioners in our 
Dominions and our consuls in foreign countries 
are consistently impressing on British merchants 
the need of making their goods more widely 
known, as our own pages this month bear 
witness, and as they have done on many pre- 
vious occasions. This advice must be followed. 


"DAILY MAIL ” 
OVERSEAS WEEKLY 
EDITION. 


While referring to our contemporary we 
express regret that in our reference to it last 
month the title of the paper was not more 
explicitly stated. It should have been referred 
to as The Daily Mail Overseas Weekly Edition, 
and not merely as the Overscas Mail. 


a 


We offer hearty congratulations to The 
Inverness Courier on attaining its hundredth 
birthday, which was 
reached on  Decem- 
ber 4th, and on the 
fact that the paper, 
despite its great age, 
is still vigorous and enterprising. The issue 
of the date named was of а special centenary 
character, and with its reviews of old times 
must have been intensely interesting to its 
readers, and especially to the older generation, 
who could recall many of the incidents and 
people referred to. The story of the early 
vears of the paper is particularly attractive 
һу reason of the great changes which have 
come over men and things since those far-off 
days of 1817. The record of The Inverness 
Courier is one of which its conductors may 
well be proud. l 


“THE INVERNESS 


COURIER "' 


CALENDARS & ALMANACS 


DESPITE THE difficulties that beset them 
the colour printers of this country have turned 
out some excellent calendars for 1918, and it 
тау fairly be said that the work they have 
done this vear does not fall in any way behind 
that of the past. 

It has been our custom in former years to 
reproduce several examples of the most 
attractive of these calendars, but we are sorry 
to be unable to do so this vear, as itis necessary 
so severely to reduce the size of our paper. We 
desire, however, to say something in apprecia- 
tion of the excellent work which has been 
forwarded us for review by some of our leading 
colour printers. 

Messrs. Bemrose & Sons, Ltd., Derby, send 
us really beautiful work which does them the 
utmost credit, and the range of subjects 
reproduced is very wide. The pictures are 
mounted in most tasteful manner so as greatly 
to enhance their charm, and several of the 
subjects have been used also as covers for 
blotters. Really superb is the collotype of 
Montague Dawson’s sea-piece, “ The Night 
Watch,” battleships advancing in line through 
the darkness, broken, however, by fitful moon- 
beams. In absolute contrast, by presenting a 
peaceful river scene in rural England, is E. W. 
Waite's picture of ** The Swan's Nest." Claude 
Hayes's “ Highclere " is a faithful rendering of 
a big stretch of open country by that gifted 
exponent of water colour, and Fred Кос” 
* Foster Parent," strongly recalling 
Doctor," will make great appeal. 

Messrs. Thomas De La Rue are not. issuing 
wall calendars and blotting pads for 1918, but 
their Onoto pocket almanacks and diaries are 
as well designed and attractive as ever. Опе 
of these in a soft green leather cover, with 


“ The + 


watered silk lining to match, will find great 
favour and lend an air of distinction to its 
happy possessor, while pockets add to its 
desirableness. Another in deep purple and 
rather smaller we commend to the notice of any 
man who wants to make a present to a lady. 
Its miscellaneous information, including a list 
of the chief events of the war, renders it 
additionally useful. Larger than cither of those 
mentioned and quite handsome in its sim- 
plicity is the pig-skin cascd diary, which will be 
very popular, so aristocratic does it look. 

Messrs. Wm. Strain & Sons, Ltd., Belfast, 
forward us some of their calendars for office 
use which are alike serviceable and good to look 
at. The one which they have prepared for their 
own office has a novel feature in the shape of 
an indicator by which the particular day is 
shown. This consists of a metal frame, with 
spike to keep it in position, the frame, attached 
by a string to the calendar, surrounding the date 
of the dav, so that the date can be seen at a 
glance. The big letters of the calendar render 
it very acceptable for offices. 

Messrs. James Walker, the Royal Colour 
Printing Wo ks, Dublin, forward us a specimen 
of the satin calendar which they are issuing. 
It is a fine piece of work in colours, and is 
the more interesting from the fact that before 
the war practicallv the whole of the satin 
printing was done in Germany. Now Ireland 
shows what she can do and that she can do it 
very well, for the calendar has becn produced 
entirely by the firm's own hands at their own 
works in Dublin. 

Messrs. Partridge & Love, advertising 
printers, Broadmead, Bristol, have issued 2 
selection of calendars and blotters for adver- 
tising purposes. They will be usefsrhiny offices. 


F 
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(г. Chairman and Gentlemen! 


MR. JOHN MORGAN RICHARDS 


Fifty Years’ Residence in England. 


A FULL fifty vears have passed since Mr. John 
Morgan Richards, the veteran advertising 
agent, came to this country from the United 
States, and though he is now living in retire- 
ment at Ventnor his London friends did not 
forget the fact. They felt the event should be 
celebrated and a tribute of respect paid to one 
whom all advertising men delight to honour. 
Therefore at the close of last month thev 
entertained Mr. Richards to dinner at the 
Imperial Restaurant, Regent Street. The 
chair was taken by the American Ambassador, 
and there was a large gathering of men engaged 
in the work of publicity. Among other friends 
present were Dr. J. Fort Newton, of the City 
Temple. His attendance was the more арргс- 
priate because Mr. Richards had been for many 
vears a close personal friend of the late Dr. 
Parker and intimately associated with the City 
Temple. 

In the course of a finely phrased tribute to 
the guest of the evening, Dr. Page said that 
Mr. Richards, by reason of his personal interest 
and charm and human sympathy, had the 
habit of making himself the friend of all who 
knew him. He had been a useful citizen ; in 
the country of his adoption he had done his 
whole duty, and at the same time he had that 
fine touch of sentiment that kept him an 
American. By his pen, particularly in his later 
years, he had shown, not only literary quality, 
but a balanced judgment and a serene temper. 
“We wish him many more years of such 
activity as he chooses to indulge in, or of such 
contented meditation as becomes the philo- 
sophie mind. We shall always think of him 
with affection, and with high regard." 


Mr. Richards was evidently deeply touched 
by the enthusiasm with which he was received. 
He said he felt that al] his friends believed as 
he did in some blending of hope and sunshine 
sweetening their days as they passed the mile- 
stones of their journey. That he had had to 
meet very sad losses and bereavements no one 
would doubt, but he had tried not to be beaten 
back and submerged by sorrow, and to trust 
more and more in * the best is yet to be." 
Throughout the 18,250 days he had spent in 
this country he had experienced the greatest 
possible kindness from all his English friends 
and he felt that he owed them a deep debt of 
gratitude. They had always caused him to feel 
at home and never an alien or a stranger. Не 
had never been sorry that he came to England. 
Mr. Richards concluded by saying, ** I pray and 
trust that many happy years remain for us all, 
and that as time rolls on and we pursue our 
various callings to the best of our abilities, we 
may at the last say, though our garments are 
travelstained and our shoes worn, that we 
thank God and are quite happy, and still 
believe * the best is yet to һе?” 

Mr. William Ward, Mr. Richards's oldest 
friend present, who made a very happy little 
speech, said he and Mr. Richards were bovs 
together, and had always been friends. 

Mr. F. C. Van Duzer, who had taken an 
active part in making the arrangements for 
the evening, and others, joined in the felicita- 
tions. 

In Ventnor also, from his many friends there 
Mr. Richards received warm congratulations 
on the anniversary. 


THE ALDWYCH CLUB 


Speech by Mr. J. H. Thomas, M.P. 


“ Labour and the War—and After" was 
the subject of the address given by Mr. J. H. 
Thomas, M.P., at the Aldwych Club lunch on 
December 7th. The chair was taken by Sir 
Hedley Le Bas, who was supported by a 
goodly company of members of the club and 
their friends, including Sir Albert Stanley, 
President of the Board of Trade. Mr. Thomas, 
it will be recalled, is the Secretary of the 
Amalgamated Society of Railway Servants. 

Sir Hedley, in introducing the guest, con- 
gratulated him on having prevented the great 
railway strike which was threatened a few 
weeks ago, 

Mr. Thomas, in an earnest and thoughtful 
speech, Which found great favour with his 
hearers, deeply deplored what he described 
as the loss of morale since August, 1914, and 


inquired into the reason. The present was a 
testing time for the nation, and the test was 
whether a free people fighting for freedom 
were prepared to make the sacrifice that auto- 
cracy imposed upon them. One of the reasons 
why there was a loss of morale was that the 
Government had failed to take the people into 
their confidence, they had never told the 
people the real situation, and the nation had 
reached а stage when the people did not 
believe their statesmen. Another trouble was 
that the Government belittled the sacrifices 
the nation had made, so that the people of the 
„United States and of the Allied and neutra! 
‘Powers had no idea what we had done. There 
was an even more dangerous thing, and that 
was the inculcation into the minds of the 
people of a feeling that the war was being 

waged for personal profit. There was a 
feeling, too, that they had departed from the 
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original purpose of the war, and а misunder- 
standing of the purpose for which they were 
fighting. What was wanted was a clear, 
simple statement of their war aims. Turning 
to the future, Mr. Thomas spoke of the diflicul- 
ties ahead, as, for instance, in the meeting of 
the enormous burden of taxation and of find- 
ing employment after the war. If the war 
stopped at once they would have to face 
а clear £600,000,000 a year in taxation, 
without the help of the £170,000 000 a year 
now being raised from excess profits tax. 


te AMERICA AND THE Wan." 


THE ADDRESS which Dr. Fort Newton, 
pastor of the City Temple, gave to the members 
of the Aldwych Club at their after-lunch meet- 
ing on November 27th was one that it was 
indeed a pleasure to hear and that will long be 
remembered. It ranked among the very best 
which have ever been delivered at these 
meetings, and that is saying a great deal. The 
address was entitled “ America and the War, 
and My Visit to the British Front." The speech 
had for its object the bringing together of the 
two peoples of Great Britain and the United 
States that they might know and understand 
each other better, an object which the gifted 
speaker has also sought to achieve on many 
American platforms lately. Dr. Newton did 
not take a very cheerful view of the immediate 
future of the war, but he expressed conviction 
that, if the necessity arose, the English- 
speaking peoples could bring the conflict to a 
satisfactory termination. He was convinced 
that the greatest event in connection with the 
war would be the reunion of the Anglo-Saxon 
peoples. 

Mr. Frederick E. Potter presided, and the 


vote of thanks was proposed to Dr. Newton 
by Mr. L. G. Sloan. 


* Russia To-bAv лхо To-morrow.” 


AT THE meeting of the Debating Circle on 
December 4th Mr. Kasimir Zienkevitch, the 
new Russian Consul for Birmingham, spoke on 
* Russia To-day and To-morrow.” The chair 
was taken by Mr. W. Н. Beable. It тау be 
explained that Mr. Zienkevitch, who was 
appointed by the Provisional Government, acts 
in an honorary capacity in order to help his 
country, as Russia has never before had a 
consul in Birmingham, By birth he is a Pole 
from the Caucasus. 

In introducing the speaker, Mr. Beable asked 
for continued sympathy for Russia in her 
great difficulties. 

Mr. Zienkevitch expressed his conviction 
that the better elements in Russia would 
eventually win the day, and reminded his 
hearers that one thousand miles of front was 
still being held bv the Russian Army, despite 
all their difficulties. Even now he believed 
Russia would still be able to help the Allies. 

The thanks of the meeting were conveyed to 
the speaker on the motion of Mr. W. B. Warren, 
seconded by Mr. H. Imber, 


* SoME REMINISCENCES OF SIAM.” 


At the meeting on December 6th the mem- 
bers of the club were told many very in- 
teresting things about Siam, the speaker bcing 
Mr. Ernest Young, a member of the Inner 
Temple, author of **'The Yellow Robe,” and 
prospective Liberal candidate for Hammer- 
smith. His subject was “Some Reminis- 
cences of Siam." The chair was taken by 
Mr. Н. Foreman, Mayor of Hammersmith. 


SOCIETY OF MOTOR ADVERTISING 
MANAGERS 


Psychology in Advertisements. 


THE SUBJECT discussed at the December 
meeting of the Society of Motor Advertising 
Managers, held on the 14th at the Aldwych 
Club, was '* Psychology, the Basis of Successful 
Advertisements." The topic was introduced 
by Mr. W. T. Bishop (Messrs. Clement 


Talbot), and the chair was taken by Mr. E. 


Reinhold. 

Mr. Bishop, in the course of his address, said 
the only possible rules to guide them were 
those established laws of psychology which 
were the nucleus of modern business science. 
Most of the development of psychology, as an 
applied business science, had been wrought in 
America. The old rules of advertising, as 
learnt years ago, were formulated as follows : 
(1) To attract attention, (2) to arouse interest, 
and (3) to create a desire to possess the goods 
it was hoped to sell. That simple code was 
equally sound to-day, but to apply it success- 
fully they must rely on psychology to instruct 
them how to attract attention, how to arouse 
the right interest and how best to create a 
purchasing response. 

As to attracting attention they could always 


do it by taking big enough spaces often enough, 
but the problem was how to do it economically. 
The real attention that led to sales could only 
be gained and sustained if the advertisement 
were presented in such a manner as to arouse 
the reader’s interest and make a definite impres- 
sion upon his mind. They would make an 
impression all the more easily by directing 
their appeal to the more impressionable parts 
of a man's nature, and those parts were his 
instincts and sentiments or emotions. The 
success of the appeal would be the forcefulness 
of the impression made. They must adapt 
their appeal to those whom they were address- 
ing. The instinct to possess things was a factor 
to be remembered, and so was the instinct to 
make or save money, and the social instinct. 
If they could convey an impression that 
possession of their goods would cause others to 
rate the possessors at a highersocial estimate 
the appeal to personal vanity might be often 
usefully made. 

An instinctive curiosity was common to 
everyone, and to tell just enough about goods 
to kindle curiosity was to score a hit. As most 
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people were nlive to an appreciation of the 
beautiful, an advertisement which was artistic 
and pleasing was likely to secure an imme- 
diately favourable response from the reader, 
and thereby create a favourable impression of 
the goods. "That might be only transitory 
unless they also impressed an idea of their 
goods and, better still, of the pleasure to be 
enjoyed from their possession, or similarly the 
conijort or convenience they afforded. 

After arousing and focusing the interest of 
the prospective buyer they must leave in his 
mind some idea associated with the goods. 
That could be done in three ways: (1) By type 
alone. describing the goods as fully and as 
invitinglv as copy-writing would permit; (2) 
bv adding an illustration and thus conveying 
a knowledge of them to the mind of the reader 
more easily than by words alone ; and (3) by 
adding a picture showing the goods in actual 
use. The last was the most effective way by 
reason of the power of suggestion which was a 
psychological factor of immense importance in 
advertisement writing. That led them to 


The Association of Advertising 
Women 

Miss Horniman was the speaker at a meeting 
of the Association of Advertising Women held 
on December 10th at the Emerson Club. 
She dealt with * Some of My Dramatic Ех- 
periences," and as she was addressing an 
audience a number of whom were either on or 
connected with the press, she particularly 
touched on some of her experiences with the 
Press, both in this country and in the United 
States. 


А distinctive and very cleverly worked out 
feature in the Christmas number of The Car 
was the set of advertisements for various 
motor car firms written in verse in imitation 
of the poems of Sir Walter Scott. The paper 
almost throughout was conceived to carry out 
this vein, for it opened with an appreciation 
of the Scott country, and then followed the 
rhymed advertisements, quotations from 
* Marmion,” * The Lay of the Last Minstrel,” 
etc., being given on left-hand pages, with the 
parodies, advertising cars and tyres, on the 
facing pages. 'The writer of the parodies 


another factor—the association of ideas. 
Suggestion in advertisements must be im plied ; 
suggestions of quality, ete., or direct suggestion 
to act or do something. The psychological 
value of the return coupon in advertisements 
was the strong suggestion it gave to the reader 
to do something, with the added advantage of 
making it easy for him to do it under the 
immediate impulse of the suggestion. 

Another buying motive which acquired 
value through suggestion was the force of 
example. As advertising improved in sincerity 
people would acquire greater faith in it and be 
more and more inclined to deliberate upon the 
advertisements and buy more independently 
than they did to-day, There were two qualifica- 
tions they must bear in mind—namniely, that 
people differed very widely as individuals, and 
that advertising propositions also varied very 
considerably. 

In the course of his remarks the speaker 
exhibited a number of specimen advertisements 
exemplifying many of his points. 

A useful discussion followed. 


The office table blotters issued by Messrs. 
Hudson & Kearns will be just to the taste of 
the business man for there is about them a 
solidity and simplicity, an absence of ** fal-lals," 
which appeals strongly to his liking. They are 
stoutly bound and workmanlike, and big 
enough to enable the happy owncr to work 
thereat with comfort. Their utility is enhanced 
by the addition to them of calendars and 
engagement diaries, and as thcy are arranged 
in varying fashions, the prospective purchaser 
can make choice to suit his peculiar tastes. 


quite caught the Scott spirit and was very 
successful with the metre. 

The Siviter Smith Service is wholly respon- 
sible for the сору and service in connection 
with the advertising of the Allwin folding 
carriage. 

The Pall Mall Gazette carried a very fine 
show of book advertisements in its issue of 
December 14th, these amounting in all to 
about fourteen columns. In addition there 
was a good show of general advertising. The 
energy of the new advertisement manager, 
Мг. Н. W Morris-Pugh, is bearing good fruit. 


MARTHA AND MARY 


each has her favourite paper. 


Y ou can only 


reach Daily Sketch readers through that 


paper. 


you are neglecting them. 


If you do not use the Daily Sketch 


Think it over. 
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THE POPULAR MONTHLIES—NOVEMBER 


(DISPLAY AND CLASSIFIED—PAGES) 


Strand puit Quiver MP | е Nash's ae Pearson's| Windsor 
69 40} 344 28] 144 224 303 313 371 


Connoissens ld е, Cn Burn | Royal | Grand |Novel Mag.| London Captain 
474 264 | 248 18 22$ | 21} 143 483 12 


Special Note— [nsets are not included. 


PROVINCIAL NEWSPAPERS—(Penny) 


(COLUMNS) 


Bristol Times| Glasgow Sheff'ldDaily| L'pool Post 


Date and Mirror Heraid Telegraph | and Mercury 
mal > КА © > > v © > > е 
52105 af Sa) 83| 5 85а а 

1917 |55 S4 Я 24/52) 5 52052 8 

| 

Oct. 23 [4 34 9] 114) 143) 12 43 8? 8 
24 |53}! 5: OF 4128 19 61| 84) 74 
25 |24 34 94 64| 1434 138 3| 84 64 
26 | 3 4} 83| 3 | 18$ 144 24| 84 12 
27 |6 | 173! 25 34, 13 | 12 1|12 6 
29 142) 5| 98| 33, 23 | 22 $ 131 9 
‚30 | 32 | 3% 91 44 124 93 4| 8} 9 
31 |+ | 3 9 34| 22 21 5| 8 8 
Nov. 1 | 22, 3i 9 5{11|11 33 10 6 
2 |2{| 3% 84| 3 | 184 133 24| 11 | 104 

з | 44 14 ' 234 23) 123) 11 3 | 94 6 

5 |21| 42 94] 3 | 253 214 34 14 | 6 

6 |39 | 32 94| 35 114, 104 4| 74 10 

7 |44] 34 84| 4 22 | 20 5i 8 6 

8 |241 44 9 7 | 11} 11 2| 6 5 

9 153) 54 83 3i 171 16 4| 6} 94 
10 [5i] 164 244 24 124 11 1] 7: 6 
12 |1$| 4: 9 | 10}! 21{ 20 44 9 8 
13 [22| 4| 9 34 13 | 13 4$ 63 64 
14 |3}! 5| 9 23 22$ 22 10| 74 8 
15 [51 | 44 9% 64 12 | 11 6$ 7 6 
16 | 13| 41 9] 33 204 17 6 | 104 104 
17 |831 153 223| 21, 18 | 144 5| 74 7 
19 |14, 34 10} 44) 24 | 22 3/114 64 
20 | 42) 3} 94| 34, 13 | 12 71! 64 84 
21 |34 | 24 1041 4 | 20 | 201 4M 6'10; 63 
22 | 44 | 41 10 74 10} 8 34 64 St 


311312444633 4093 1538 1713 2084|1133 2393 2044 
р j i i 


Total ... [1051 155 


4 


* Including Auctions. Size or Coruuws: Bristol Times and Mirror, length, 24 ins., width, 2} ins. Glasgow 
Herald, length, 244 ins., width, 24 ins. Sheffield Daily Telegraph, front page, 21 ins.: inside, length, 23 ins 
width, 23 ins. Léverpool Daily Post, length, :24 ins., width, 22 ins. 


N.B.—In the case of some of these provincial publications we have not been able to check 
the figures given, and in consequence do not accept responsibility for their accuracy. 
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We shall be pleased to answer any queries addressed to us by American corre- 
spondents, and to furnish them with any exact information required. Detailed 
reports of the market conditions affecting particular commodities will be furnished to 
responsible enquirers. Replies of general interest will be published in this Supple- 
ment, others will be forwarded through the mail. Communications should be addressed 
to (Transatlantic) Information Bureau, THE ADVERTISING WoRLD, Sardinia 
House, Kingsway, London, W.C. 

Advertisements in this Supplement are censored by us ; and statements made in 
them may therefore be accepted without reservation. 

Telephone : 2269 Holborn. Telegrams and Cables : “ Adverwarld, London." 
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THE MARKET FOR LUXURIE 


— SS OTHING has been more remarkable during the 
In: SAY 

INVE es || pregnant years of war-time than the vast 
II X “BER Е ч ы] 

AN) КЕША Wal extension of the market in Great Britain for 
10327 да < | what are usually regarded as luxuries. 

| WORN PID >| The masses have been freely purchasing а 
I^ cvv. АМ) class and quality of articles that in pre-war 
I Tae ANY 

ДА? 49) days were only bought by the few. If those 
Казы ус 7991 who were included among the comparatively 
(O^ i EN 


— ——7"7 well-to-do have been denying themselves many 
luxuries since war came upon us, the trade represented by them has 
been very much more than made up by the demand that has arisen 
from those who in the past had to devote their entire incomes to the 
purchase of bare necessities. 

How this has come to pass is easily understood. 


All available hand labour, skilled and unskilled, has been in 
constant demand at high rates of wages. A yreatcr number of 
members of individual households have become wage-earners. 
Separation allowances often representing а far greater amount than 
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was ever contributed by the absent husband, father or son towards 
household expenses have been paid to soldiers’ dependents. The 
very great increase in the family income thus secured has much more 
than counterbalanced the increase in the cost of common necessaries. 


Consequently, a host of those whose financial resources were 
wont to he strained to the utmost in the provision of a mere sub- 
sistence have found themselves, for the first time, in possession, 
week by week, of a substantial margin of money to spend upon 
increased ease and comfort in the home, or, as inclination directed, 
upon casual self-gratification. 


Naturally they spent, and are spending, freely. They never 
learnt the wisdom of thrift in the old days, for they had not the 
wherewithal necessary for itə exercise. 


These are the folk who have provided a new market of immense 
value for numberless “ luxury ” advertisers, many of whom for lack 
of it must for a time have suspended operations. 


In becoming purchasers of Iuxuries that used to be beyond their 
reach the mass of hand-workers, male and female, have developed 
new habits, desirable and undesiruble, and with them wants and 
needs that in days to come will imperiously demand satisfaction. 


This will prove to be a factor of no mean importance when the 
industrial situation is resettled after the war. | 


Those luxury advertisers who have come to depend upon the 
greatly extended constituency which war-time conditions have opened 
to them niay, we think, count upon a continuance of its purchasing 
capacity for at least a considerable period after the war. 


It will be a long time before hand-labour in our principal 
industries—by which all others are governed—can be forthcoming in 
greater voluine than is called for by the colossal work of reconstruc- 
tion at home and abroad. 


Labour will be in а position to claim a greater proportion of the 
rewards of industry than it before received ; and will undoubtedly 
be in the temper to do so. Nor do we believe that in any responsible 
quarter there will be a disposition to deal other than generously with 
its demands. 


Therefore, the hand-labouring classes may be regarded as an 
established luxury-consuming community, and may with profit be 
appealed to as such. 


Five-hundred-guinea fur coats and fifteen-hundred-guinea 
motor cars will continue to be bevond their means, but for high-grade 
musical instruments, mechanical and otherwise, for yood-class 
jewellery, clocks and watches, for the best inakes of fountain pens, 
for **quality ” food preparations and articles of clothing, and for the 
most efficient items of household equipment, etc., they will remain, 
as they have become, ready purchasers. 

The “ quality ” advertiser in this market, American or British, 
will thus be able to build his business on a broader, and therefore 
more secure, basis in the future than he could do formerly. 

He will also have to plan his selling campaign, including both 
the distribution and advertising of his commodity, quite differently 
from the campaigns of the past. 
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“JOHN BULL” 
and the result. 


In the October 13th issue of “ John Bull," the Funk & Wagnalls 
Company inserted a one-eighth page advertisement. 

A statement of the orders cbtained was sent to the New York office of 
the firm, as is the usual practice in connection with their British advertising. 
So much beyond expectations was the business secured from this small 
advertisement that immediately on receipt of the statement, the New 


York office sent the cable below to the London branch.: 


Peas ба. 


^o Service Instructions a Типа Received. > Heceiving отсе 
{ T a ec best -/ Копа les fepe ^X uber 
| рии oe t 
Via An lo ae 
—^---— — — — [[— — 5 — ч ——M— ——— — o р. с Li E -— a 
Manded in at. ~ No. of Words 


ож A mi Nowra bS 
No inquiry reanecting this мае pan be attended to HPV the produetion of thie papia 
To FURANALLS LUNUN = 
INSERT FULL РАС: AIM WTISTMENT BULL | 
PUNE АҢ WACHALLS å 


This incident is clear proof of the value to advertisers of the '' John Bull" Adver- 
tisement Guarantee, for this was the first time this advertisement appeared in our 
pages. Our guarantee gives readers confidence in each and every advertisement, 
and this is reflected in the results secured. 


ADVT. RATE £250 PER PAGE +» £90 PER SOLUS COLUMN 


(In force from February 2nd, 1918) 


PHILIP EMANUEL 
Advertisement Manager 
ODHAMS, LIMITED 
85-94 LONG ACRE 
LONDON, W.C.2. 
Telephone No. : Gerrard 9870 (seven lines). 
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It will have to Бе of much wider scope ; but it cannot economi- 
cally be made absolutely general. Purchasing power will be more 
evenly distributed than before the great upheaval, but it will still 
present local, industrial and other inequalities. These must be 
studied and understood before the advertiser can be assured that he 
is in a position to conduct a campaign so as to obtain anything like 
a best possible return for his expenditurc. 


Fortunately he will have no difficulty in obtaining well-informed 
advice and assistance from advertising men who are studying this 
market from dav to day, if he takes the trouble to seek it. 


THE NEED FOR EDUCATIONAI 
| Е, МЕ \ А IN AL 
m ADVERTISING МИН 
Why it pays the Americag advertiser to start a campaign 
in the British market at the beginning, and not in the 
middle.— Some observations by Mr. F. W. Libby, chairman 
and managing director of Willys-Overland Ltd., and 
European representative of Willys-Overland Inc. U.S.A. 
"I THINK that most American ad- of ‘distribution’ facilities; and by 


vertisers who make a whole-hearted 
attempt to establish themselves in the 
British market get what they want 
in the end," said Mr. Libby. “ That 
is," he added, “if the proposition is 
sound. Any endeavour to foist upon 
the British consumer an inferior article 
or to give him less than fair value for 
money is foredoomed to failure. И is 
not too easy to build goodwill in the 
British market, though when built it 
will stand secure. It is a fatally simple 
matter to create badwill, and almost 
impossible to get over it once it has 
arisen. 

“ British conservatism operates here 
very powerfully to the ultimate benefit 
of the honest trader and to the con- 
fusion of the sharper. 

“Tf the American advertiser with a 
thoroughly solid proposition scldom 
fails in the British market—unless he 
allows himsclf to be intimidated by 
an initial reverse or two—it is none 
the less true that he often pays for his 
footing in it an excessively high price. 
And this is almost wholly because he 
does not commence his campaign at 
the beginning. 

“Теё me explain. By dint of close 
study of consumer requirements in the 
U.S.A.. and of accumulated knowledge 


IV 


long-continued and carefully-planned 
advertising the American manufacturer 
has, we will say, made some speciality 
bearing his mark, known and respected 
everywhere in his home market. 

“Не has to go on advertising with 
energy to maintain what he has won 
against keen competition, to increase 
his trade, if possible, and to make a 
due impression upon the minds of 
ever-rising generations of new соп- 
sumers. But he has long since passed 
the period when he had to present 
letters of credence before he could 
secure a hearing. 

" He needs no introduction. His 
commodity is everywhere known as 
representing a high standard of quality 
and value. The claims made for it 
have been tested throughout his field 
of action and have come to be accepted 
by everyone. Every day it receives a 
mass of that word-of-mouth recom- 
mendation among consumers themsclves 
which forms the most effective clement 
in an established goodwill. 

* In these circumstances his adver- 
tising has naturally grown to be mainly 
of the ‘reminder’ variety. It may be 
bright, lively and suggestive ; but there 
is no need for it to be introductorv, 
explanatory or ароюрене., What is 
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“DETROIT # 


The chain of business houses which link the commercial 
community of the United States to that of the United 
Kingdom is being daily strengthened by the demands of war. 


The cordial relationship previously existing has been de- 
veloped into an ardent co-operation between the two great 
English-speaking nations, until at the present moment practically 
all commercial activity is '' pooled " in the common aim. 


After the fight has been won 


The United States 


and 


The United Kingdom 


will have so much in common, that a closer industrial con- 
nection between] the two countries will be inevitable. 


THE DAILY MAIL 


will prove to many who contemplate establishing branches on 
this side, the best means of developing the English market. 


The thoroughly national character of “ Daily Mail" influence 


has been demonstrated time and again during the great crises 
of the Wat. 


In every U.K. advertising campaign it ‘occupies 'the premier 
place. 


CARMELITE YI MESI 
HOUSE LOND 


DON, 
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the use of introducing oneself anew to 
old acquaintances; of explaining to 
those already well informed; or to 
‘ show cause’ to folk already convinced ? 

** For a long period, it may be, the 
American advertiser of high-standing 
in his own market has found that 
advertising by means of apt and 
pleasant suggestion and lively ‘те- 
minder ' has so thoroughly fulfilled for 
him all the offices of commercial 
publicity that if he does not forget the 
solid ‘reason-why’ advertisements of 
his earliest days he undervalues them. 
He is liable to imagine that the greater 
volume of business he is now doing 
than in those old times is largely owing 
to an improvement in his advertising 
methods, and to depreciate the plain 
descriptions, explanations and argu- 
ments that in his first announcements 
laid the foundations from which all his 
later successes have arisen. 


DIFFERENCES IN TASTE. , 


‘“ Therefore when introducing his 
commodity to the British market he 
very often begins by using advertising 
matter similar to that which he is 
using in the U.S.A. after ten or twenty 
years’ establishment. He is astounded 
to find it ineffective, but he ought not 
to be at all surprised. Once more he is 
appealing to a public which knows 
nothing of himself or his commodity, 
and which will care less until good 
reason for its Interest is forthcoming. 
It is not of the slightest use to remind 
people of something altogether un- 
familiar, which is probably bound to 
rouse a certain antagonism by its very 
strangeness. 

" When а new speciality is to bc 
introduced, or à new market is to be 
entered, nothing but educational ad- 
vertising will suffice. Not only will 
there be а demand for exact description 
and explanation of the article or service 
offered, so that its claims to mere 
attention and possible trial may be 
weighed, but there will inevitably be 
certain prejudices against it to be over- 
come both among consumers and in 
' the trade.’ 

“То give all possible information 
and to anticipate every conceivable 
objection should be the chief, almost 
the only, object of the preliminary 
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and such educational 
announcements should continue to form 
an important feature of following cam- 
paigns until it is absolutely certain that 
at all events only an odd person here 
and there can be ignorant of the precise 
nature of the advertiser's offer or dis- 
posed to regard it unfavourably. 

“Even when the commodity in 
question has become an institution in 
the market, а short educational cam- 
paign at not too infrequent intervals 
will prove profitable. The consumer is 
every day assailed by a host of new 
suggestions, and the impression once 
made must be kept sharp and distinct. 

“Sometimes the advertiser in a 
strange market will be brought face 
to face with the unexpected fact that 
one or other of his chief recommenda- 
tions is operating to his detriment. 

" Our own experience may illustrate 
this. We offer à car for which we 
claim & very high degree of all-round 
efficiency at а remarkably low price. 
In every possible way we showed our 
rcadiness to submit our claims to the 
most searching tests, and we were also 
able to offer incontestable evidence in 
their support. On the face of it, 
therefore, our offer scemed to be 
extraordinarily attractive. Yet it was 
not received quite with the warmth of 
welcome we felt justified in anticipating. 

** Some little time elapsed before we 
fully realised that this was owing to a 
general feeling that our proposition 
was, in brief, ‘too good to be true '— 
that, indeed, had we not been able to 
claim so much for our саг or had 
demanded a larger price for it we should 
have mct with a better reception. 


THe REason Wiry. 


№ “ We had not been careful to explain 
why we were able to offer what seemed 
to many impossible value; to describe 
the magnitude of our manufacturing 
activitics ; our facilities in purchasing 
material in huge quantities ; the extent 
and varicty of our labour-saving plant 
and organisation contrivances; the 
economies represented by standardisa- 
tion of the most comprehensive charac- 
ter and by sacrificing all ‘ finish’ in 
hidden parts that did not add to actual 
cfficieney. Наа we done so not only 
could we have told 'à most! interesting 
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The series of letters which are being published month after month from American Firms 
whose advertising appropriations represent no mean figure, praising the Erwood Agency, 
should interest all advertisers seeking High-Class, Result-Pulling, and Novel Advertising 


Service. INTERNATIONAL LABORATORIES, INC. 
BINGHAMTON, N.Y. 
(Sole Agents for" PARMINT.'') 


| August 27th, 1917. 
Messrs, ERWOODS ADVERTISING AGENCY, 

$0, Fleet Street, London, E.C., England. 

Gentlemen,—By referring to your books you will 
see that it is just 8 years ago the first of this 
month that we engaged you to place our first 
Advertising in England and her Colonies, 

At that time we were unfamiliar with 
Advertising conditions in England, and we were 
therefore particularly anxious to obtain the 
Services of an Agency that could not only prepare 
copy which would appeal forcibly to the English 
Public, but one that also thoroughly understood 
merchandising conditions. 

After a most careful investigation the 
Advertising was placed in your hands, and the 
wisdom of our choice is shown in the 8 years of 
profitable business we have had under the careful 
and conservative Advertising Campaigns that you 
have conducted for us, 

Your knowledge of the value of the different 
publications has kept us from having to conduct 
costly experiments, and the Copy you have prepared 
for us from time to time has been exceptionally 
profitable—your Artists have shown striking 
originality in producing attractive illustrations, 

At the end of 8 years’ satisfactory service we 
feel that you are entitled to an expression of our 
opinion, and in congratulating you on the success- 
ful handling of our account, we want to take this 
opportunity to wish you continued success and 
prosperity for many many years io come. 

Faithfully yours, 
INTERNATIONAL LABORATORIES, INC. 
(Signed) R, A. Sweet, Advtg. Mgr. 
lf you want advice on British, Foreign or Colonial Advertising, consult Mr. V. J. Reveley, 
the Managing Director. p | 
International Advertising Specialists and Commerce Promoters 
ЗО, 31 & 32, FLEET STREET, LONDON, ENGLAND 
Telephone: Holborn 1193. Telegrams and Cablegrams: “ BanriiiuitiziccklbeeV, Wanton 
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story that would have ensured a read- 
ing for our announcements; but we 
could at once have made it clear that 
we were really in & position to make 
good what were regarded as thc most 
extravagant of our claims. 

* We have learned our lesson and 
mcan to profit by it. I do not in the 
least mind adding that we might have 
learned it at less cost had we bcen less 
mindful of the great reputation of thc 
* Overland ’ in America when we intro- 
duced it to Great Britain. 


Dur CREDENTIAIS. 


" What happened in our own casc 
is even more likely to happen with the 
majority of American specialities that 
could be introduced into the British 
market successfully. In being more or 
less different from anything of a 
roughly similar kind already on sale 
in that market they will possess the 
advantage of a distinctive individuality 
if presented with proper credentials 
and due explanations. The individu- 
ality that should be their strength 
will, however, become their weakness 
unless the peculiarities it connotes arc 
demonstrated to be of а desirable 
character. They will not be accepted 
as such without explanation; but will 
assuredly be viewed with the distrust 
and veiled hostility always induced 
by the unknown. 

" Argument, suggestion and pe- 
suasion are potent forces in advertising, 
but to provide them with & favourable 
medium in which to work straight- 
forward and full description and ex- 
planation, ‘reason why’ exposition 
that will satisfy the most curious and 
prevent the most critical is vitally 
necessary. 

*" The advertiser with a respectable 
commodity behind him will have no 
difficulty in providing the kind of 
matter that is wanted; the advertiser 
whose proposition will not bear looking 
into may be warned that the British 
market is hardly likely to prove a 
happy hunting ground for him. 

“ There is one other observation I 
should like to make. 

“ The British manufacturer has often 
been taken to task, not without reason 
it may be, for the lack of imagination 
VIII 


and adaptability that has prevented 
him mecting the requirements of con- 
sumers in forcign markets. It is not 
so generally realised that this kind of 
conservatism, this self-centred obstinacy 
if you like to call it so, is equally 
characteristic of most American manu- 
facturers. 

"Like their British contemporarics 
they have been far too ready to assume. 
and to act upon the assumption, that 
what was good enough for their home 
customers ought to be good enough 
for everybody else; and to treat any 
request for something different as too 
unreasonable to be seriously considercd. 

“ They failed to take into account 
the very simple fact —which, by the way. 
probably governed all their own pur- 
chases—that the buyer does not neces- 
sarily want the best thing of its kind. 
He wants what he wants, and that is 
all there is to it. And, when you come 
to think of it, after all he should be the 
person best acquainted with his needs. 

“It is largely because they take 
such infinite pains to find out exactly 
what foreign consumcrs want and to 
provide the precise article desired that 
German manufacturers and merchants 
succeeded in establishing themselves so 
firmly in many of the world’s most 
impertant markets. 

* The remaining cause of their success 
was that they меге just as ready to 
modify their trading methods to suit 
forcign customers as they were to adapt 
thcir goods. 


STUDY THE MARKET. 


** So I say to American manufacturers 
who are considering a campaign in the 
British market that they should make 
it their first business to discover 
whether the goods that they arc 
selling in “the States" possess the 
qualities best calculated to recommend 
them to the inhabitants of Great 
Britain. In all probability they will 
discover that some small modifications 
made by way of concession to British 
peculiarities of taste and judgment - - 
it does not matter whether they are 
unreasoned prejudices or otherwise-— 
will greatly increase the saleability of 
their products. 

“There are so many superficial 
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resemblances between the American 
and British markets that the many 
points whercin they differ the one 
from the other are often overlooked. 

“ТЕ is a very dangerous mistake to 
ignore them or to minimise their im- 
portance, more especially as many of 
them depend upon irremovable geo- 
graphical conditions and very deep- 
rooted social habits. These are not 
things to be overriden just because a 
far-distant manufacturer chooses to 
have a contempt for them. 

“ I may say that I have found very 
little prejudice against American com- 
modities as such in Great Britain ; and 
what little has existed will no doubt 
die out in the cordiality of the entente 
established betwen the two countries 
in their common effort to conserve the 
most precious heritages of civilisation 


[а]! 


“DURING THE whole of the war 
period,” said Mr. Curtiss, '* I have been 
in the British Isles, except for a short 
period spent in France, and it has 
been a great part of my business to 
study British market conditions from 
my own point of view, which is that 
of an Ámerican business man. 

" The result of my investigations is 
that I am convinced that American 
manufacturers and merchants will have 
a great opportunity for extending their 
operations in Great Britain, and thence 
to the European continent, such as 
never presented itself before, and in 

_all probability never will be forthcoming 
again. 

" Even apart from the volume of 
trade formerly in the hands of Germany 
and Austria-Hungary—a large part of 
which could be diverted without serious 
difficulty into American channels —the 
demand for almost all kinds of commo- 
dities bids fair immediately after the 
war to be much greater than British 
December, 1017 
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in the face of scientifically equipped 
barbarism. 

" What distrust of American goods 
exists is owing sometimes to their lack 
of the characteristically high finish of 
similar British commodities. It is not 
understood that this lack of finish 
does not usually connote any loss of 
efficiency, but merely a determination 
to eliminate all non-essentials so that 
a thoroughly reliable article may be 
produced at the very lowest possible 
selling price. 

“ Educational advertising would clear 
up this little misunderstanding, as so 
many others. If it is not forthcoming 
the assumption will be that what is 
not explained cannot be explained for 
reasons injurious to the consumer; 
and thc case against the advertiser will 
go by default." 
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and European manufacturers can for a 
long time supply. 

“The essential preliminary to success 
is that the markct should be entered 
with a proper knowledge and regard for 
its peculiarities. British traders and 
consumers alike possess susceptibilities 
which ignorant or tactless Americans 
may, and do, casily shock. These may 
or may not be unreasonable ; they are 
none the less extremely important 
factors in the commercial situation. 

* [t may be taken for granted that 
the British pcople will continue to do 
business in the wav that suits the 
national temperament. whatever out- 
siders may think of their methods. 

“ The average Britisher is not to be 
hustled. Ife is in the habit of conduct- 
ing his business affairs with a certain 
deliberation. That more haste means 
less speed is one of his favourite axioms, 
and it can hardly be denied that what he 
sometimes loses by being slow he often 
more than makes up by ейте sure. 


Continued on tase XI 


The BIG THREE : 


The Northern Ech« 
The Sheffield Independent. 
The Birmingham Gazette. 


с Mae Pulling Power of the Big 
Three is colossal. They 
are the dominant morning papers 
for their respective areas, and 
these areas are the three busiest 
in all Englandat the present time. 
If prosperity is reckoned by 
money earned, then they are also 
the three most prosperous areas. 
The earning capacity is equalled 
by the spending capacity. It 
behoves all who cater for the 
public generally to establish their 
position in these Hives of In- 
dustry NOW. This can be done 
by concentrated effort, one о} 
the strongest aids being an in- 
tensive Press campaign through 
the Big Three. 


London Office: 


17, 
THEY CONCENTRATE! BOUVERIE 
Q— ——— M RR STREET 
E.C.4. 


‘phone 5107 City. 
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The BUSY THREE : 


The North-East Ceast. 
Sheffield and 30 miles radius. 
Birmingham & the Blach Country 
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" In general, the breezy, insistent, 
* do-it-now" salesman of America will 
meet with very small success abroad. 
His manners, or what will be regarded 
as his lack of manners, will give offence, 
and bring discredit both upon the 
house he is representing and his pro- 
position. 

" А certain courtesy and politeness 
that many ‘live’ American business 
men would regard as absurdly formal 
and stilted is the common small 
change of commercial as well as social 
intercourse in Great Britain, and, by 
the way, even more emphatically in 
France. 

“ The cocksure know-it-all type of 
traveller who enters an office with his 
hat tilted back over his ears, a long 
cigar in his mouth, and who perches 
himself airily on the corner of his 
prospective customer's desk while trying 
to club him with strong speech into a 
compliant mood should be confined for 
life to the Far West, for assuredly he 
will. be appreciated nowhere clse. 

“ Untold damage has been done to 
American commercial interests abroad 
by placing them in the hands of repre- 
sentatives who, though they may be 
crack salesmen at home, lack the 
ability to adapt themselves and their 
manners to а forcign atmosphere. 

“ The {уре of representative which 
an American house should send across 
the Atlantic must, before all things, be 
what is usually termed ‘а gentleman ’ 


е 


—which is something very much more 
than being merely gentlemanly. 

* He must possess tact, unfailing 
good-humour, and an infinity of patience 
as well as tenacity and enthusiasm. 
The prestige that he can contrive to 
attach to his own personality will 
be the measure of the esteem in which 
the house hc represents is held. The 
house which is represented Бу а 
*bounder' will labour under disad- 
vantages in its European operations 
which the greatest merits in its com- 
modities will hardly be able to overcome. 

“И is highly important, too, that 
correspondence with customers in Great 
Britain and on the European continent 
should be conducted with а strict 
regard to the courtesies. Every com- 
munication, however unimportant, 
should be promptly acknowledged ; 
and the tone of a reply to a request for 
information should suggest а readi- 
ness to assist the enquirer beyond 
the immediate requirements of the 
moment. 

* The motto, I think, of the oldest 
British publie school is, ' Manners 
makyth man.' It provides the touch- 
stone by which Britishers usuallv test 
the characters of those with whom thev 
deal. 

“ЛЕ we Americans would more care- 
fully bear this in mind, we should 
make fewer expensive mistakes when 
endeavouring to open up business 
connections on this side." 


CA TAUTA 


Germany has forfeited her birthright, 
and it is not likely the Western Allies 
will be so foolish as to hand it back. 
Before the war German-made goods 
were eagerly purchased the world over. 
German traders stole our brains and 
our business by ingenious financial 
methods. "Their young men were ap- 
prenticed т the factories of their com- 
petitors. Their agents operated skil- 
fully in the foreign markets, the German 
houses were ever ready to mect local 


AIT 


conditions and special requirements of 
foreign trade. 

Their travellers set out with empty 
trunks, and shipped home samples of 
desired articles, ticketed with selling 
prices. In due time close imitations of 
such goods, with a cut-throat ‘price, 
invaded the markets, and British and 
American competition was torpedoed. 

"Take it or leave it" has been the 
slogan of the English-speaking manu- 
facturers. The Germans not only made 
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PRE-EMINENT 


PENNY 
SUNDAY NEWSPAPER 


IN 


The QUALITY of its NEWS SERVICE 
The QUALITY of its FINANCIAL REVIEW 
The QUALITY of its SPECIAL ARTICLES} 


and 
SOUND © FEARLESS EDITORIALS 
IS THE 
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Add it to your list if you want the best 
results. The rates are extremely moderate, 
and space very limited. 
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the goods wanted, but delivered them 
at less cost and granted long and 
favourable credits. 

Germany made herself the strong 
man of Europe through her export 
trade, and thus was able to build up 
the mighty military machine which has 
shaken the equilibrium of mankind 
to the very core. 

Look at the facts as they were the 
year before the war. (I include Austrian 
and German trade as one.) They 
specialised in: Cutlery, clothing, iron 
and steel, machinery, hollow-ware, 
chemicals and dyes, woollens, gloves, 
hosiery, boots and shoes, linens, paper, 
furniture, pottery, appliances, tools, 
electrical goods, toys, musical instru- 
ments, surgical instruments, glassware, 
and china. 

Where did Germany ship these goods 
to ? 

Germany exported cutlery to the 
tune of £1,826,000 to the. United King- 
dom, the United States, Russia, Argen- 
tina, Brazil, Canada, Italy, India, and 
Mexico. 
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Germany exported iron and stecl 
amounting to £3,227,300 to the United 
Kingdom, Roumania, Switzerland, Den- 
mark, Australia, New Zealand, Portu- 
gal, Norway, Brazil, Japan, and Argen- 
tina. 

Germany exported enamelled hollow- 
ware amounting to £1,900,600 to the 
United Kingdom, Australia, South 
Africa, Straits Settlements, Russia, 
Italy, France, the United States, Brazil. 
Argentina, and generally throughout 
British possessions. 

Germany exported woollens and 
worsted piece goods amounting to 
£16,269,600 to Great Britain, Turkey, 
Roumania, India, South America, the 
United States, Japan, China, and 
Egypt. 

Germany exported cotton hosiery 
amounting to £3,341,000 to Great 
Britain, the United States, Argentina, 
France, Russia, Canada, Australia. 
Turkey, Brazil, and Chili. 

The list is too long to continue here, 
but facing it is the fact that the markets 
are now mostly enemies of the Central 
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JOLIN HADDON & CO. 


INTERNATIONAL ADVERTISING 
Established in the City of London, 1814 


SALISBURY SQUARE, LONDON, Е.С.4 
And at CAPETOWN, SYDNEY, BUENOS AIRES 


The U.S. and US. 


Inthe United States there are 100,000,000 
people who speak English, have English 
tastes and ideas,and (in many trades) have 
a distinct feeling that the English product - 
is the leader. They have money. At least 
one family in every six owns a Motor 
Car. They are accustomed to pay good 
prices for what they want, and are always 


ready to try a good thing—much readier 

THE LINK than the public in this country. Whether 

of good they go on buying is a question of 
SERVICE quality—of which they are keen critics. 

| - = There is а market for you їп the United 

States, if you know how to enter it: 

MANUFACTURER there will bea bigger market still after the 


War and the timeto get ready for it is now. 


Our organisation and practical experience 
of marketing and advertising branded 
products is of the most practical character, 
and 15 at the disposal of our clients. 


We can refer to many of the largest 
American and British manufacturers. for 
whom we acted for a great number of 
years—and the list is steadily increasing. 


J. ROLAND KAY CO. 


INTERNATIONAL ADVERTISING 
CONWAY BUILDING, CHICAGO, U.S.A. 


Directors: 
J ROLAND KAY 
WALTER HADDON 
H. EVAN SMITH 
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Powers and are open to the invasion 
of British and American goods. Great 
Britain's imports from Germanv in 
1912 werc as follows : 


Cotton piece goods . . £1,495,522 
Cotton gloves 588,949 
Cotton hosiery 1,575,257 
Cotton lace .. 1,004,537 
Cotton ribbons and cannes 667,385 
Electrical goods 812,224 
Electrical machines. . 765.055 
Sewing machines 117,737 
Other machinery 1,449,205 
Iron and steel айтеке 5,888,857 
Silk manufactures .. 2,017,305 
Woollen manufactures 1,818,458 
Toys and games 1,084,781 
Hardware 910,740 
Dyes 1,668,284 


Germany has lost а grcat volume of 
her trade in antagonising Great Britain 
alone, and this she will not get back in a 
hurry. British and American manu- 
facturers and merchants ought between 
them to be able to secure the bulk of 
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this trade. "The lion's share will go to 
those who go after it soonest and arc 
most careful to supply what the pur- 
chaser wants and not merely what the 
producer considers good for him. 

There will undoubtedly be a keener 
commercial rivalry between Great 
Britain and the United States after the 
war than ever before; but Ido not think 
that it is likely to cause any undesir- 
able friction. One of the few wholly 
satisfactory results of the great up- 
heaval occasioned by the war has been a 
better understanding of each other by 
the British and American peoples, 
which has naturally led to an in- 
crease of respect and liking on both 
sides. 

The golden bonds that are now 
being forged between them will be too 
strong for any commercial rivalry. 
however intense, to loosen. They will 
compete with each other in every 
market of the world, but they can 
trust cach other to ‘play the game 
fairly, and that is what counts most. 


THE ONLY BOOK ABOUT 
POSTER ADVERTISING 


3 published by the oldest house in the Billposting business, pioneers of 


every Poster reform in the last 


75 years. Mr. Cyril Sheldon's 


* BILLPOSTING " 


(10/6 net) 


It contains everything that a poster advertiser needs to know, 
including costs in minutest detail. 


Post Free 11/- 


To Messrs. SHELDONS, Lt?., 
85-87 Cookridge Street, Leeds 


I/We enclose 11s. Please send Post 
Free Mr. Sheldon's book, ** Billposting," 
on the understanding that you will refund 


price and postage if the book is returned 
within 18 days 


AFI 


B 
ted | г 
= - 4 v D 
fr, 1 4 Ern, ny \ Г. 
4 , 5 $ % 
вт Э 4 
> ` «^ > 
S A 2 Y , с , 5.5 
у $ ^ ` + 
— «мэ „„ а=» aM ae 075 d £s 
P = О Е A е 
=~ =й 


— 


85-87 COOKRIDGE ST., 
LEEDS 


December. 1917 


The Advertising World Special Supplement 


REN ST\\ 
\ 


T "[S-COVERE ! BY MO OR BUS. 
EVERY RED LINE MEANS. ABUS Ri OUTE 


"i MA = wn = 


\A aa І 
— EST CI CULATION 7 
INT THE \ rm А А 


Е: OFFE and TA Ww | 


j \ SERVI SOT 
v Zi b- 


FOR RATES AND PARTICULARS 
APPLY TO THE ADVERTISEMENT MANAGER 


Е 


—— 


THE LONDON GENERAL OMNIBUS COMPANY. LIMITED. 
ELECTRIC RAILWAY HOUSE, BROADWAY, WESTMINSTER. 
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The Lyons 
Sample Fair. 


THE MOBILISATION of the industrial and 
commercial] resources of France will again 
be effected at Lyons from March 1st to March 
15th, through the medium of the Sample Fair, 
and though it may seem rather strange to 
introduce this Fair in а report on the British 
market for American merchants it must be 
remembered that a great many British as well 
as Continental buyers 
will attend it. 

This will be the third 
exposition of its kind 


held at Lyons, and ж 


despite the difficulties 
of production and 
transportation on ac- 
count of the war the 
past two fairs were а 
success. 

It was designed 


primarily to supplant 

the well-known and people to 
ancient Leipzig Fair 

of Germany as well as appe als ; 


to preserve the creative 
genius of France and 
bring back to it the 
prominent place it 
once occupied in the 
commercial world. 
Towards the middle 
of the year 1915 the 
idea of organising а 
* Sample Fair" had 
its birth. This patriotic 


initiative, supported 

by the Mayor and the 

Municipal Administra- P 

tion of Lyons, later “ИСЕ 
obtained the patronage 


of the President of the Republic and of the 
Ministry of Commerce. А capital of 300,000 
francs (approximately £12,000) was subscribed 
by а company known as the “ Société Lyon- 
naise pour le développement du Commerce 
et de l'Industrie en France," which was later 
incorporated and financed the undertaking. 
Lyons, both by its geographical situation 
and topographical features, is well suited to 
become such a centre. It is itself a great 
industrial city, the first manufacturing centre 
in France and the second city in importance. 


Advantages 
of the Site. 


The extensive quays of the rivers Rhone 
and Saone, which have their confluence there, 
afford splendid advantages for such an ex- 
position, and it was upon these mammoth 
quays that the Fair buildings were erected. 
The quays of the Rhone, where а majority 
of the buildings were placed, are 42 feet wide 
and extend for five miles along the river. 
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“The advertiser's first 


business is to study the 


succeed if he can see 
no farther than the 


gates of his factory 


Lyons is most fortunate, too, in posscssing 
a very enterprising and energetic mayor in 
M. Herriot, senator of the Rhone and one 
of the most dynamic personalities in France. 

M. Herriot, by the way, is a prospective 
candidate for the French Presidency, and is 
thought to have excellent prospects of election. 
To him the Lyons Sample Fair owes the chief 
part of the success that already it has achieved. 
He secured for it both the moral and material 
support of the French Government, and has 

made of it a national 
enterprise. 

The first Lyons Fair 
was held in 1916, when 
some £14,000,000 
worth of business was 
recorded as having 
been transacted. At 
this year’s Fair that 
total was more than 
doubled. 

When one comes to 
realise the extraordi- 


whom he nary war-time difficul- 
ties with which its pro- 

h ill moters had to contend, 
ем not notably in the matter 


of railway transport, 
for goods and passen- 
gers alike, this is surelv 
а most remarkable 
record, and would 
seem to расе the 
success Of the Fair in 
future beyond ques- 
tion. 

It seems certain that 


a the third Fair will be 


by far the most exten- 
sive and important yet 
— held. 

Over 500 applica- 
tions for stands have already been received, 
and the rate at which further applications are 
coming to hand indicates that the new booths, 
more than 1,000 in number, ordered for new 
exhibitors, will scarcely prove sufficient to meet 
the demand. 


A Commercial 
Congress. 


In connection with the 1918 Fair a commer- 
cial congress will be held. This will be 
attended by delegates from all the Allied 
and neutral countries, and subjects of vital 
importance to future trade of an inter- 
national character will be discussed. These 
include : 

1. Improvement and regulation of maritime 
transportation ; freight rates; increase and 
more economic use of merchant shipping. 

2. Organisation of financial credits; inter- 
national commercial banking relations. 

3. Commercial representations in foreign 
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4. International distribution and exchange 
of raw products. 

5. Intemational distribution and exchange 
of manufactured products. 

It is hoped and believed that as a result of 
these deliberations, conducted as they will 
be by men of expert. knowledge, great econo- 
mies will be effected in international dis- 
tribution, and that the vast material resources 
at the disposal of the friendly Powers will be 
rendered capable of full exploitation to the 
general benefit of their peoples. 

Traders wishing to secure representation at 
the Lyons Fair should make application for 
the facilities they desire at the earliest possible 
moment. Much as they have been extended 
these facilities are still limited. 

The Fair will evidently provide manu- 
facturers and merchants such an opportunity 
for effectively advertising their wares, that 
they can hardly over-value them, and at 
the same time it will afford buyers an easy 
means of selecting from all available sources 
the goods most perfectly adapted to their needs. 

Although the exhibits were not at all divided 
into distinct groups as regards location of 
stands, on the west bank of the Rhone were 
to be found the following general departments : 

Clothing and wearing apparel, Colonies 
and collective administrations, divers industries, 
electricity and gas, furs, pelts and skins, 
furniture, music and musical instruments, 
paper and publications, Canadian exhibits, 
food products. 

Directly across the river and extending 
for a distance of about a mile were the follow- 
ing exhibits : 

Automobiles and cycles, chemical products, 
fancy leather goods, metallurgical and agri- 
cultural implements, perfumery, toys, cera- 
mics and earthenware, textile and spinning 
industries. 


The American 
View Point. 

Endeavour has been made to get the Ameri- 
can manufacturers’ view-point on foreign trade, 


and we must admit, though we have scriously 
studied the subject, we can find no good reason 


why they haye not paid more attention to 
foreign trade development. It is not sufficient 
for them to say they have enough to do at 
home, and are content. They owe, every one of 
them, а higher duty to commercial America. 
They should get into the markets of the world. 
We are optimistic as to the future. The States 
are going to have a merchant marine, and when 
they have got it there should be no excuse for 
America not. being commerciallv represented in 
every comer of the world. 


Variety of 
Demand. 


One of the most interesting elements of the 
American Consular Exhibit was the variety 
of the demands and the countries which made 
them. Requests were made at Lyons for 
American-made goods for South America. 
Spain, Portugal and every part of Europe 
and Africa, with the exception of those coun- 
tries now known as the ‘Central Powers." 
Serbia had her merchants getting ready for 
after-the-war business ; so also had Belgium, 
аз wel as Greece and Montenegro. This 
more than confirmed thc opinon that not onlv 
Europe, but the whole world, except the United 
States, was sold out commercially. 

А call was made upon the American Consul at 
Lyons, and once again was given another 
example of Consular activity, for lo ! the cata- 
logue exhibit at the Fair had been transferred to 
the Consulate and decorated its great walls in a 
most systematic manner. Here is conducted 
throughout the year a catalogue exhibit of 
American manufacturers, and we were given 
copies of circular letters which the Consul 
sends out to all dealers in his district, inviting 
them to call and take advantage of the same, 
guaranteeing all information without cost. 

Don't forget the next Lyons Sample Fair, 
which will be held from March 1st to the 15th. 
1918. Ц looks as if there will be another 
American Consular catalogue exhibit there. 
Be sure and get in early and send the Consul 
at Lyons the latest catalogues. Have them 
printed in French, and don't forget to use the 
metric system. It’s worth while. Let's get 
a share of the foreign trade. 


N.B. | 
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E particularly direct the attention of our American readers to the service 

that can be rendered them by THE ADVERTISING Мовір Information Bureau. 

They may be assured that whatever advice or information it offers is given by an 
absolutely independent authority, and is not influenced by a regard for any interest 


other than that of the enquirer. 


Everything the advertiser requires to know about the British market and the most 
practically useful methods of operating in it we are in a position to supply to responsible 


applicants. 
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